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Tax Ruling May 
Enforce Tighter 
Record Keeping 


Consultant Bieg Says 
Ukase-by-Press-Release 
May Be Scare Technique 


WasHINGTON, Nov. 8—Agency 
account men may have to take up 
accounting, thanks to a ruling by 
the Internal Revenue Service. 

From now on the IRS will en- 
force a 1951 provision calling for 
a complete accounting in tax re- 
turns of all expense monies. The 
enforcement is designed to cut out 
substantial abuses that have been 
uncovered, especially where really 
large expense accounts are in- 
volved. 


e The American Assn. of Adver- 
tising Agencies said it was not con- 
cerned about the Internal Revenue 
ruling. A spokesman told ApvErR- 
tIsInc AcE: “We have more im- 
portant things to worry about, 
such as proposals to disallow in- 
stitutional advertising as a busi- 
ness expense.” 


e A spokesman for the Magazine 
Publishers Assn., New York, said 
today that “So far we have not 
considered putting out any advice 
to members on the expense account 
ruling, but it might be a swell 
idea.” He added that MPA would 
take the problem up next week. 


e At Associated Business Publica- 


7 


New York, Nov. 7—Martinson’s 
Coffee Inc. is ringing metropolitan 
New York with outdoor spectacu- 
lars, placed to cover the principal 
transportation facilities leading in 
and out of the city. The campaign, 
which promotes Jomar instant cof- 
fee, will run for three years. 

So far the giant boards have 
been located on the Long Island 
Railroad, the Major Deegan Park- 
way and the Holland Tunnel en- 
trance (facing traffic from both 
the Pulaski Skyway and the New 
Jersey Turnpike). Other boards 
are being constructed or being ne- 
gotiated for on the New Jersey 
side of the George Washington 
Bridge; the West Side Highway at 
the Lincoln Tunnel; Hutchinson 
River Parkway and Queens Blvd. 


® Total expenditures presently 
run about $2,600 a month, but are 


tions it was said that the new rul- 

ing on expense accounts is being 

referred to the association’s ac- 
(Continued on Page 125) 


expected to rise to around $5,500 
‘a month when full saturation is 
reached. 

| Displayed on all the boards is 


Will Spread Like Wildfire ... 


Baltimore Ad Groups Plan All-Out 
Battle Against Proposed Ad Tax 


City Fathers Estimate 
Levy Would Net City’s 
Coffers $4,200,000 


Ba.trmore, Nov. 7—Advertisers, 
agencies and media were teaming 
up here this week for an all-out 
effort to fight the 7.5% tax on gross 
advertising expenditures and 2% 
tax on gross income of media 
which Mayor Thomas D’Alesandro 
has incorporated into next year’s 
city budget. 

Advertising groups have their 
day in court next Wednesday when 
the-eity council will have a hear- 
ing on the mayor’s fund-raising 
proposals. Five of the city’s coun- 
cilmen have announced they are 
opposed to the ad tax, but the 
statements have come largely from 
members who traditionally vote 
against the mayor. 

_@pposition to the ad tax is be- 
img=coordinated by William G. 
Bwald, exec vp of the Retail Mer- 
cHants Assn. Among the groups 
which have indicated they intend 
to-appear before the council to 
oppose the tax are the Advertising 
Club of Baltimore, the Baltimore 
Public Relations Council, the Bal- 
timore Council of Newspaper Un- 


hood Merchants Assn. 

The fight to stop the tax has 
been organized since last week, 
when the first word was received 


ad tax as one of three new meas- 
ures to increase the city’s reven- 
ues. 


duce $4,200,000 toward a $156,- 


package. 


Vgs Go owl te 700 pao 


INSTAN 


ions and the Affiliated Neighbor- 


that the mayor was proposing the 


T COFFEE 


JOMAR TIME—Martinson’s Coffee Inc. is placing outdoor spectaculars 
like this one on all key transportation routes into New York City 
in a three-year outdoor campaign. 


Martinson Aims 3-Year Outdoor Push for 
Jomar Instant Coffee at Harried Commuters 


| the little Jomar character—dressed 
jup either as a railroad conductor 
| or a bus driver—displaying a giant 
(and highly accurate) electric 
clock. He warns commuters not to 
miss the bus or tells them it’s 
“time to switch to real coffee fla- 
vor” with Jomar. 

The company believes that hur- 
rying, time-conscious commuters 
will form a habit of checking the 
time at the Jomar signs. 


# The campaign had its beginning 
last June when the company con- 
tracted boards on the Long Island 
Railroad and the Major Deegan 
Parkway. The success of these two 
spectaculars led to a search for 
similar locations facing other key 
transportation lines. 

Locations are _ selected after 
hours of personal research by a 
five-man team made up of Joseph 
Martinson, board chairman; Je- 
rome Neuman, president; Ed Down, 
sales vp; David North, ad director; 
and Robert Jay Misch, account su- 
pervisor at Al Paul Lefton Co. 

Each covers the areas separate- 
ly—by train, bus or car—to decide 
where the boards should be placed. 
They meet and vote on the avail- 
able locations. 

“I paid out $12 in tolls on the 
George Washington Bridge before 
I figured out which was the best 
location there,” Ad Director North 
recalls. + 


Time Inc. Refusal Deals 
ARF Study Heavy Blow 


Growls from Many 
Magazine Publishers 
Greet Audience Probe 


New York, Nov. 8—Time Inc.’s 
decision not to participate in the 
comprehensive magazine audience 
study proposed by the Advertising 
Research Foundation may, in the 
opinion of observers here, kill all 
hopes for the study. 

“We have given this project very 


serious consideration for a long) 


Ban on Subliminal 
Ads, Pending FCC 
Probe, Is Urged 


WASHINGTON, Nov. 6—The Fed- 
eral Communications Commission 
revealed today that it has been 
looking into subliminal advertis- 
ing, and commission personnel in- 
dicated some kind of a policy state- 
ment is in the making. 

The news of the investigation 
was revealed by Rep. William A. 
Dawson (R., Utah), who received 
a letter from FCC Chairman John 
Doerfer promising a careful] study 
of the possibility that subliminal 
ads already are on the air. 

In announcing the letter from 
FCC, Rep. Dawson said the com- 
mission ought to insist that sta- 
tions abstain from trying the “se- 
cret pitch” until the commission 
determines whether this kind of 
advertising should be allowed 
without regulation. 

FCC sources subsequently re- 
ported that Rep. Dawson was one 
of 15 to 20 members of Congress 
who have asked about subliminal 
advertising. Some said they in- 
quired after receiving letters of 
protest from constituents, while 


(Continued on Page 121) 


Last Minute News Flashes 


Brown Resigns $3,700,000 in Colgate Billing 


New York, Nov. 8—Car] S. Brown & Co. yesterday resigned its Col- 


The ad tax is supposed to pro- 


000,000 municipal budget. In addi- 
tion, the mayor wants to tax hotel 
room rentals, and to increase the 
city’s cigaret tax from 3¢ to 5¢ a 


gate-Palmolive business—Halo shampoo and Vel bar, billing together 
about $3,700,000. Mr. Brown handled the Halo account as New York 
manager of Sherman & Marquette (now Bryan Houston Inc.) before 
setting up his own agency in 1950. The Halo accourt has been with the 
Brown agency since May, 1955; the Vel bar business came late last 
year, in the partition of Colgate accounts formerly at William Esty Co. 


Toni Reassigns Bobbi, Prom, Hush 


vision of Gillette Co. will move its Bobbi pin curl permanent account 


‘from Tatham-Laird to Clinton E. Frank Inc., Hush deodorant from | 


Cuicaco, Nov. 8—In a triple-play agency realignment, Toni Co. di- | 


while and have decided against 
participating, because it would add 
nothing new to major publications 
jon audiences and, in our opinion, 
| the duplication study can do noth- 
ing but damage to many of the 
smaller publications,” said Andrew 
Heiskell, publisher of Life, in in- 
\forming the ARF. 
| Meanwhile, ARF, which con- 
| venes for its annual meeting here 
|next Thursday, was continuing to 
face a strong, high wall of opposi- 
|tion to its proposed study. 


| Look announced this week that 
|it had become the first major mag- 
azine to sign up for the $800,000 
study, but this was expected, and 
it failed to start any bandwagon 
movement. 

An ADVERTISING AGE survey of 
the magazines to be included in the 
study showed clearly that Look’s 
enthusiasm for the project is not 
shared. 


® Vernon C. Myers, publisher of 
Look, said he hopes that his maga- 
zine’s support “will encourage 
other publishers to reach early de- 
cisions.” AA found, however, that 
several large publishing houses— 
whose support is essential—will 
have nothing to do with the study 
in its present form. 

A spokesman for one of these 
publishers stated flatly that the 
ARF will never get the study off 
the ground. 

“The only question now,” he 
said, “is how the ARF can save 
face.” 

Support for the study remains 
stronger among the smaller maga- 
zines. Argosy, American Home, 
Family Circle, Field & Stream and 

(Continued on Page 124) 


4% Rise... 


Outdoor Sales 
Volume to Hit 
$123,500,000 Level 


Medium Prepares to 
Defend Itself Against 
More Attacks in ‘58 


New York, Nov. 8—National 
| outdoor advertising volume will 
|rise this year about 4% to an esti- 
j|mated $123,500,000. 

| That compares with $118,767,930 
in 1956 and $114,464,812 in 1955. 


tising space or time “which are 
not within the taxing power of 
the mayor and city council of Bal- 
timore” are exempt, as are ads sold 
by non-profit. organizations, space 
used by the city, state or federal 
government and notices which are 
required by law. 

Media covered by the tax in- 
clude newspapers, magazines, peri- 
odicals, programs, directories or 


(Continued on Page 121) 


proximately $500,000. 


# As introduced for consideration | Tatham-Laird to North Advertising, and Prom permanent from North 
by the council, the plan calls for to Tatham-Laird, effective Jan. 1. The three agencies handle the bulk 
a 7.5% tax on the advertiser and | of Toni’s advertising, with the largest share still at North. While Toni 
a 2% tax on gross income of ad-| did not release official billings, industry sources estimate that Bobbi 
vertising media. Sales of adver-| bills about $1,000,000, Prom approximately $1,250,000 and Hush ap- 


Dyson Goes to Ellington; Account Expected to Follow 
New York, Nov. 8—Franklyn W. Dyson, formerly vp of Roy S. Dur- 


stine Inc., has switched to the executive staff of Ellington & Co. Also|= Warner R. Moore, president of 
expected to make the transfer is Mason, Au & Magenheimer Confec- | 


then moved with the account to Turner & Dyson and to Platt, Dyson & |strides in effective service 
O’Donnell, among others. 


(Additional News Flashes on Page 125) 


National advertising accounts for 
about 70% of outdoor, and the re- 
mainder is local. 

The number of national adver- 
tisers using the medium in 1956 
| was 744, largest number on record. 
The previous high was 722 in 1955. 
Figures for 1957 are not yet avail- 
able. 


| Outdoor Advertising Inc., told Ap- 


tionery Mfg. Co., Mineola, N. Y. (Mason mints, Peaks, Black Crows and | vertTIstINc AcE that “1957 has seen 
Dots), though the advertiser said today “the matter has not yet been|the standardized outdoor adver- 
fully settled.” Mr. Dyson handled Mason at Durstine some years ago, |tising medium make 


important 

to 

American business. This has been 
(Continued on Page 88) 
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Major Markets Buzzing. . . 


Spot Radio and Reps 
Ride New Sales Boom 


80 Advertisers Enter 
Fold in Year as Reps 
Turn on Sales Heat 


By Merle Kingman 


Cuicaco, Nov, 6—Spot radio is 
going for a sales joy ride. 

The man in the saddle is the 
station representative, thrilled by 
it all and doing much of the steer- 
ing. At his present brisk pace of 
selling more and more spot radio 
time (an estimated $200,000,000 in 
1957) to more and more national 
advertisers on behalf of more and 
more radio station clients, he is 


Economists See 
Slight Downturn 


in Economy in ‘58 


U. of Michigan Session 
Hears One Forecast of 
Continuous Decline 


Ann Arsor, Nov. 6—A moderate 
rise in consumer prices next year, 
accompanied by a slight decline in 
industrial production, will result 
in the gross national product re- 
maining close to its current level 
of $439 billion. 

This outlook was indicated by a 
survey of 68 economists at the fifth 
annual Conference on the Econom- 
ic Outlook at the University of 
Michigan last week. 

The survey showed general 
agreement on the following points: 


e Consumer prices will rise about 
1% above current levels, on the 
average, during 1958. 


e The Federal Reserve Board in- 
dex of industrial production will 
decline about 1% or 2%. 


e Gross private investment will 
decline about 5%. 


e Unemployment will increase by 
about 400,000, to 3,200,000. 


e Corporation profits will decline 
about 3%, to $41 billion. 


Many of the economists forecast 
a general decline for the economy 
early in 1958, followed by a rise. 
A smaller group said the decline 
would be followed by a leveling 
off. Few foresaw either a sustained 
advance or a continuous decline 
in economic conditions next year. 


= One economist who did sound a 
pessimistic note was V Lewis Bas- 
sie, director of the University of 
Illinois bureau of economic re- 
search. He predicted a continuous 
decline in 1958 and 1959. 

“We are now facing a major 
letdown of a great postwar busi- 
ness cycle,” Mr. Bassie declared. 
“Every postwar boom has been fol- 
lowed by a major depression, and 
there is no reason to think that this 
one will have a different ending. 

“Declining capital outlays, gov- 
ernment expenditures and net for- 
cign investment will probably 
dominate the over-all picture be- 
tween now and next spring. 

“Some government action to 
compensate the decline certainly 
has to be looked for,” Mr. Bassie 
said. “Government expenditures 
may turn up in the latter part of 
1958. But any programs that can 
be put into action in that period 


will be impotent to offset the de- | 


flationary forces in private econ- 
my.” = 


raking in dollar volume as he nev- 
er did before—and his record is| 
ja pretty good one: An increased | 
gross throughout the depression | 
years and every year since, except | 
1954. 
| After that year’s loss and barely | 
whisking past the break-even| 
point in 1955 (partly, some say, | 
by a trick of bookkeeping), he 
bounced back harder than ever 
as spot radio sales rose 24% to a 
record-shattering national volume 
of $149,921,000 in 1956. 

And the rise is even greater in 
the first half of this year—up 38% 
to $95,401,000, compared with the 
first half of 1956. 


|@ The half-year figure is greater 
than ‘what the radio networks 
estimate they will chalk up for 
the entire year. 

Today the biggest of the station 
representatives are bigger than 
some, if not most, of the radio 
networks. That is somewhat as- 
tonishing to advertisers and the 
public accustomed to the pre-tv 
predominance of the big radio net- 
works in the 1930s and ’40s. 

John Blair & Co., one of the 
“big three” of radio station reps, 
says that it handles more national 
advertising dollars than does NBC, 
and more than ABC and Mutual 


(Continued on Page 38) 


In 3 Months, K&E 
Scores Net Billing 
Gain of $7,750,000 


New York, Nov. 6—1957 is turn- 
ing out to be a notable new busi- 
ness year for Kenyon & Eckhardt. 

In September and October 
K&E was the hottest agency in 
these parts, as it added, in rapid 
succession, ASR Products ($2,- 
000,000), Capital Airlines ($2,500,- 
000), Brylereem and Eno ($3,- 
000,000) and the McKesson & 
Robbins liquor division ($1,250,- 
000). 

It all added up to a net gain 
of $8,750,000—not bad for two 
months’ work. On the debit side, 
the agency lost Beech-Nut baby 
food ($1,000,000) to Young & 
Rubicam in August. 

In 1956, K&E ranked the sev- 
enth largest agency in the coun- 
try, with total billings of $83,000,- 
000. 

Two of K&E’s new accounts 
came to the agency, in part, be- 
cause of its size. Both Capital and 
Harold F. Ritchie Inc., marketer 
of Brylcreem and Eno antacid, 
said they were moving their ac- 

(Continued on Page 75) 
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INTRODUCTORY OFFER! 


Advertising Age, November 11, 1957 


: Madison Ave. Wizards Find Client 


20‘ OFF 


on your first can ot NEW LUCKY WHIP 
- *~ Client Shot Off Gray 

, Flannel Mouth About One 

Quiz, Agency Man Moans 


New York, Nov. 6—As far as 
ad agencies are concerned, it would 
be just as well if potential clients 
quashed their questionnaires. 

Questionnaires, especially those 
that come over the transom, are 
getting about as popular with agen- 
cy men as Asian flu. 

One agency president dismissed 
the three questionnaires he re- 
ceived in the mail recently from 
advertisers who had decided to 
switch agencies as “idiotic, am- 
ateurish, ludicrous.” 


Z == : = “ Sem am er tty . 
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® Another agency exec said, 
“Questionnaires are a sign of in- 
security; they’re not professional; 
they’re not the way to hire an 
agency; they’re no substitute for 
personal interviews and the proper 


BARGAIN—As part of its current 
spot tv and newspaper drive for 
Lucky Whip, Lever Bros. included 
this offer of a 20¢ coupon. Ogilvy, 
Benson & Mather is the agency. 


Before Market Study, Just About Everything 
Was Wrong with Barbasol, Tirrell Recounts 


New York, Nov. 5—There could |specifically undertaken the survey 
hardly have been a worse shaving| to find out about—our product, our 
cream on the market than Barbasol | dispenser, our cap—were all dem- 
instant lather, William Tirrell, vp | onstrated to be less acceptable to 
in charge of advertising and mar- | instant lather users than our com- 
keting of Barbasol Co., revealed | petitor’s.” 
today. | Mr. Tirrell assured his audience 

He made this comment in de-| that such is not the case with Barb- 
scribing the kind of product Bar- | asol Instant lather today. 
basol had about a year ago—as| “You can imagine that there was 
learned through a product test!a great deal of scurrying about| 
against Palmolive Rapid Shave, the |among our technical and research 
leading aerosol shaving cream. |people to get things straightened 

Speaking on the subject of prod-| out. And, I am happy to say, we 
uct improvement, to a luncheon|believe we now have the finest 
meeting of the American Market- | lather on the market today.” 
ing Assn., Mr. Tirrell described a| 
series of consumer tests made with | ® The point Mr. Tirrell was mak- 
Barbasol in order to improve its | ing is that advertising alone can’t 
brand position, and the results of | take credit for a product’s market- 
the tests. ing success; a company must rec- 

“There was considerable evi-| ognize “somewhere along the line, 
dence to show that Barbasol Presto | the fundamental need for a sound 
lather was too thin, not quite as/ product at a competitive price.” 
pleasant on the skin, and that it} Companies are led to believe that 
dried too quickly. a carefully planned ad program is 

“I say this rather casually,” he (Continued on Page 78) 


commented, “but there really is 
not much more that could be wrong K ratt Consolidates 
Ad, Sales Managers 


with the lather.” 
into Four Groups 


Cuicaco, Nov. 5—Kraft Foods 
Co. has consolidated all sales and 
advertising personnel into four 
marketing groups, each headed by 


s A. J. Wood & Co. conducted the 
product research for Barbasol. It 
came up with several other discon- 
certing findings: 

“Our dispensing system—the dis- 
penser for ejecting lather—was in- 
ferior to that used on Rapid Shave. 


Questionnaires Lack Magic for Them 


assessment of the agency’s past 
work.” 

An agency man who was bitter 
on questionnaires, said advertisers 
“ask 15 or 20 agencies to reveal 
their intimate working operations, 
sometimes to disclose the confi- 
dential figures of clients’ opera- 
tions. Who says that the winner 
of the account may not get to see 
all this stuff I answer in the ques- 
tionnaire?” He added: “The lousy 
professional standing of the ad- 
vertising business is due to the 


fact that clients make it that way.” . 


One agency president told Ap- 
VERTISING AGE flatly that “we ig- 
nore them. We've gone through 
that hoop in the past, then we 
found out the company sent out 
questionnaires to 50 agencies. The 
thing just isn’t productive.” 


® The top new-business man for 
a big-billing agency said adver- 
tisers are “usually sending ques- 
tionnaires to 20 or 30 agencies, 
then paring down the list as a re- 
sult of the answers. This is naive; 
the advertiser should have an ad 
manager who knows advertising 
and knows pretty well what kind 
of agency he’s after.” 

This exec, who has had “lots of 
questionnaires” from food adver- 
tisers, said potential clients “are 
mailing questionnaires around pro- 
miscuously.” And the questions, 
he added, “are sometimes unbe- 
lievable; they have no pertinence 


(Continued on Page 126) 


Keezer Sees 7% 
Cut in Business 
Capital Spending 


New York, Nov. 6—Business 
plans to reduce capital expendi- 
tures in 1958 by 7% over-all as 
compared with 1957. Moreover, 
most companies plan to stay at 
their reduced levels in 1959. 

However, the level now planned 
for 1958-59 is still high compared 
with most previous years. The 1958 
total in dollar volume is expected 
to be about 20% more than actual 
spending in 1955. 

These are highlights of the pre- 
liminary survey of business plans 
for new plants and equipment 
conducted in September and Oc- 
tober by the department of eco- 
nomics of McGraw-Hill Publish- 


“Finally,” Mr. Tirrell continued, 
“the study also showed that the 
cap that we used on the Barbasol 
tube was less acceptable than the 
competitor’s cap.” 

“So the three things that we had 


a group marketing manager, to ef- 


fect more “efficient planning and |'"& ©°- Details of the survey were 


released here today by Dexter M. 


| rendre a selietion” ao Keezer, vp and director of the pub- 
nounced. : lishing company and director of its 


Mr. Green is one of three top economics department. 


DELCO: HAS “THE 


INSIDE YOUR CAR - » 


; 


DELCO FIRST—A car radio which slips out of the dash to become a 
portable is a new offering of Delco Radio division of General Motors 
Corp. The radio is being introduced with a color spread in Automo- 
tive News, Nov. 4, and The Saturday Evening Post, Nov. 9, with col- 
or pages to follow. Campbell-Ewald Co., Detroit, is the agency. 


marketing executives at Kraft who 
recently were shifted to new posi- 
tions (AA, Oct. 14). 

K. M. Hart will head the salad 
products, oil and margarine group 
as marketing manager, assisted by 
product ad managers, R. P. Hogan 
on salad products and J. J. Walt-| 
ner for margarines and oil. Mr. 
Wallner previously was staff as- 
sistant to the general ad manager. 
R. N. Courtice and W. H. Flury are 
national product sales managers, | 
and F. F, Freebus is group coordi- 
nator. 

Heading cheese products as 
group marketing manager is C. F. 
Goetling, with John Camp assisting 
M4 as product ad manager. F. J. Rapp 

: and K. T. Clapp are national prod- 
oy oa ; uct sales managers on process and 
i a a natural cheese, respectively. F. A. 
Sant Amour is coordinator for the 
group. 


FIRST 


OTSIDE YOUR CAR an 


~*~ 


# R. S. Lochridge is marketing 
manager of the institutional and 


(Continued on Page 78) 


® This is the first year since 1954 
that there has been a decline in 


(Continued on Page 58) 


EWR&R Picks up 
Aalborg Akavavit 
Account from C&W 


New York, Nov. 5—Erwin Wa- 
sey, Ruthrauff & Ryan has suc- 
ceeded Cunningham & Walsh on 
the Aalborg Akavavit account. 

The appointment came from 
Danish Distilleries, Copenhagen, 
and represents a consolidation of 
two Danish drinks with the agen- 
cy. EWR&R recently succeeded 
Robert Otto & Co. on Tuborg beer- 

Erwin, Wasey’s London office 
handles both Tuborg and Akava- 
vit. 

Cunningham & Walsh handled 
the brand for less than a year. The 
account said it has been billing 
around $20,000. # 
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Nebs, Norwich 
Analgesic, Gets 
$1,000,000 Push 


Norwicu, N. Y., Nov. 6—A $1,- 
000,000 promotion will launch 
Norwich Pharmacal Co.’s Nebs in 
Life, the Metro Sunday Comics 
network and in trade publications 
in mid-November. 

Norwich is convinced that it 
has a “sleeper” in the redesigned, 
repackaged pain reliever, accord- 
ing to George Bengert, president, 
and is putting the largest product- 
introduction ad appropriation in 
its history behind a nationwide 
campaign. 

“We are convinced that Nebs 
will capture a large share of the 
analgesic market,” Mr. Bengert 
said, “on the basis of sound med- 
ical reports that Nebs provide 
very rapid pain relief without 
causing many of the side effects 
seen with some analgesics.” 


es Mr. Bengert explained that 
Nebs are the only over-the-coun- 
ter tablets composed exclusively 
of acetyl-p-aminophenol, more 
commonly called APAP. Research 
has shown, he said, that APAP 
is the pain-killing end-product 
which must be produced by chem- 
ical reaction within the body be- 
fore analgesics like acetanilid and 
phenacetin can take effect. 

This, says Mr. Bengert, pro- 
vides the basis of the Nebs pro- 
motional theme—‘What counts in 
a pain reliever isn’t how fast it 
dissolves . . . isn’t how fast it goes 
through the stomach—it’s how 
fast it gives you relief from pain.” 

Norwich has spent seven 
months tooling up for this pro- 
motion, according to Mr. Bengert, 
and has spent the past several 
months working out details of the 
ad campaign with its Nebs agen- 
cy, Foote, Cone & Belding. The 
primary media will be Life, using 
both spreads and pages, and the 
Metro group. + 


Dexyl Cough Tablet Bows 

Pinex Co., Fort Wayne, is using 
a saturation drive of 200- to 840- 
line newspaper ads in 68 markets 
to introduce a new cough remedy 
tablet, Dexyl. Ads say one tablet 
will help in control of coughs due 
to colds or flu for up to six hours. 
The tablets are swallowed, not 
held in the mouth like ordinary 
lozenges, the ads say. Keyes, Mad- 
den & Jones, Chicago, is placing 
the campaign. 


JOHN W. MCPHERRIN has been named 
publisher of Family Weekly, suc- 
ceeding Loenard S. Davidow, who 
continues as president of Family 
Weekly Inc., Chicago. Mr. Mc- 
Pherrin, who will divide his time 
between offices in Chicago and 
New York, most recently has been 
an editorial consultant to NBC. A 
former publisher of American 
Magazine, he resigned from Crow- 
ell-Collier Publishing Co. shortly 
before the magazine ceased publi- 
cation in 1956. 


(HEE Pen une BERS fe eee fee eeretee 
het goes © were sows! ws lary wend I he te 9 


Quick—This b&w spread in Life, Nov. 18, will help introduce Nor- 
wich Pharmacal Co.’s redesigned and repackaged Nebs. 


a —— 


As First Autumn Ratings Trickle in... 


TV Viewers Confound 
Slide-Rule Forecasts 


ABC’s ‘Maverick’ Gets Big 
Audience Share; Other 
Horse Operas Do Well 


By Maurine Christopher 

New York, Nov. 6—Not so long 
ago the radio-tv committee of the 
Assn. of National Advertisers start- 
ed an enlightenment campaign to 
inform the advertising industry 
that less than 52-week contracts 
can be negotiated with tv networks 
in some cases (AA, Aug. 19). 

This controversial issue of long- 
term tv commitments—especially 
for film shows—may become even 
more of a hot potato as a result of 
some of the “surprises” of the new 
television season. 

The fall season has just barely 
started, but the unpredictability of 
the tv public already has some ad- 
vertisers in the medium talking to 
themselves. 

This is true of sponsors who 
bought conservatively into pro- 
grams where they were prepared to 
settle for a modest audience, and 
also of sponsors who deliberately 
took a calculated risk by going into 
a time spot against unusually 
strong, well-entrenched opposition. 

In either case, the advertisers, 


Sherwin-Williams 
Adapts Godfrey's 
Style to Print Ads 


CLEVELAND, Nov. 5—Arthur God- 
frey apparently rates as an ad copy 
strategist. 

Sherwin-Williams Co. is current- 
ly running a series of editorial- 
style magazine ads for its Super 
Kem-Tone directly inspired by 
Godfrey’s handling of its paint ads 
on radio and tv. 

“Godfrey talked to people at 
length about taking time to select 
color harmony and he took enough 
words to spell out in detail that 
color can do things to your dec- 
orating,” says Bill Suitt, creative 
director of Fuller & Smith & Ross, 
Cleveland, Sherwin-Williams’ 
agency. 

The paint company completed its 
39-week stint with the Godfrey 
show Sept. 25; now it’s trying God- 
frey’s technique in print. The two 
ads now scheduled carry no com- 
pany logo and are simply signed 
in small print “A Super Kem-Tone 
advertisement.” 


= One ad, slated for Good House- 
keeping and several other maga- 
zines, carries the head, “Colors can 
be a marriage problem.” It ex- 
plains that husbands would do well 
to let wives decide interior color- 
ing because their tastes are more 
(Continued from Page 75) 


with the help of platoons of slide 
rule research experts from their 
agencies, had weighed all the fac- 
tors—the audience potential for 
the time period, the strength of the 
competition, the possibility of the 
inevitable boredom factor weaken- 
ing the entrenched opposition, the 
pluses of the show to be sponsored, 
etc. And as a result, in each in- 
stance, they thought they had a 
fairly accurate idea of how well 
their shows could be expected to 
do as audience pullers. 


s The first national ratings are 
just beginning to come in, but these 
—and especially the breathlessly 
awaited week-to-week 14-city 
Trendexes—already make it very 
clear that any calculations made 
(Continued on Page 74) 


FTC Ignores : 
Consumer's Role, 
Says P&G Reply 


Answer in Clorox Case 
Also Says FTC Ignores 
Technological Changes 


WASHINGTON, Nov. 5—Procter & 
Gamble protested today that re- 
cent Federal Trade Commission 
complaints in merger cases seem 
to assume that companies which 
are successful in one field should 
not be allowed to enter another. 

In reply to an FTC complaint op- 
posing P&G’s purchase of Clorox 
the company said the mere fact 
that it has been successful in win- 


ning consumer acceptance of other 
products does not prove P&G will | 
be successful in the liquid bleach | 
field. 

“We know,” P&G said, “—and 
the complaint ignores this fact—| 
that technological advances can 
quickly give one competitor a big 
advantage over another by prod- 
uct improvement. 

“We also know—and the com-| 
plaint ignores the fact—that Amer- | 
ican consumers have the unques-| 
tioned right to choose the products 
they like best. P&G has no assur-| 
ance it will not be hurt competi- 
tively by a product improvement 
made by some other bleach com- 
pany. Neither have we any assur- 
ance that housewives will choose 
Clorox over a competing brand.” 


s The FTC complaint had con- 
tended that purchase of Clorox, 
the nation’s top-selling bleach, by 
P&G would tend to create a mo- 
nopoly because of P&G’s leader- 


(Continued on Page 78) 


| Burdick, Becker Marks Ist Birthday 


by Adding J&J Professional Products 


Year-Old Shop Topped 
Dozen Rivals; Product 
Conflicts Were Criterion 
New York, Nov. 6—Burdick, 
Becker & Fitzsimmons, ethical drug 


agency, celebrated its one-year an- 
niversary this week the way all 


Pool Stamps to 
Buy Mink, Caddy, 
King Korn Urges 


Cuicaco, Nov. 6—Pooled savings 
of trading stamps, leading to re- 
demption of Cadillacs, mink coats 
and power boats, may well be the 
coming thing in the trading stamp 
business. 

King Korn Stamp Co., Chicago, 
has already put these things on its 
premium listing and says that if 
even a few of its customers want 
such things, King Korn will pro- 
vide them. Many requests for Cad- 
illacs have already come in from 
church groups that want to buy 
cars for their ministers, King Korn 
says. 

“A Cadillac would take 2,000 
filled books,” King Korn’s presi- 
dent, Peter Volid, notes. “A congre- 
gation of 200 which spends $25 a 
week per family on food,” he point- 
ed out, “could save enough stamps 
in less than one year to redeem 
a Cadillac. Less expensive cars 
could be redeemed in half the 
time,” he added. 


# In an area where all categories 
of merchants give King Korn 
stamps, he said, four neighboring 
families could pool their stamps 
and save enough in a little less 
then two years to redeem a power 
boat, which they could share on 
vacations. 

“Pooled savings of stamps is on 
the upswing,” Mr. Volid says. 
“Women who started the idea in 
church groups and other social or- 
ganizations have begun to adapt it 
for their private use. Neighbors 
who share tools and other equip- 
ment,” he noted, “often join in 
stamp-saving projects to fill their 
tool boxes.” # 


agencies like to celebrate: It 
latched on to a substantial piece of 
new business. 

Johnson & Johnson, New Bruns- 
wick, N. J., appointed the fledgling 
agency to handle advertising for its 
new professional products division. 

Burdick, Becker & Fitzsimmons 
won out in a competition that in- 
cluded about a dozen agencies, all 
of them specialists in ethical drug 
advertising. Among the other con- 
tenders were William Douglas Mc- 
Adams Inc. (the largest agency in 
| the field), Robert E. Wilson Inc., 
|Noyes & Sproul—all of New York— 
and Jordan & Sieber, Chicago. 

Johnson & Johnson announced 
recently that it was entering the 
prescription product field. Begin- 
ning next year, it will market a line 
of products in the wound-healing 
and pediatrics categories. Director 
|of the new division is Herbert P. 
| Nack, formerly sales director of 
Wm. S. Merrell Co. (now a Vick 

Chemical subsidiary) and adminis- 
re vp of J. B. Roerig & Co. (a 
division of Chas. Pfizer & Co.). 


|e Mr. Nack told ApverTIsInGc AGE 
that an important “knockout fac- 
|tor” consisted of product conflicts 
|_—an almost unavoidable situation 
|in the ethical drug business. Bur- 
|dick, Becker itself had a conflict 
problem, which it is solving by re- 
signing the National Drug Co. ac- 
count, effective Jan. 1. 

The prospective agencies were 
asked to submit presentations out- 
lining how they would handle a 
Johnson & Johnson product. Mr. 
Nack said the chief factor in the 
selection was “creativity”—crea- 
tive personnel and evidence of cre- 
ative work done in the past. 

Mr. Nack said that one of the 
methods he used to grade agencies 
was an “evaluation-study” of their 
medical journal ads. He also used 
a panel of physicians, who sent 
him examples of direct mail pieces 
they had received. These promo- 
tional pieces were also evaluated. 


® Burdick, Becker & Fitzsimmons 
scored high, he said, on its han- 
dling of Pathibamate, an ulcer 
treatment introduced this year by 
(Continued on Page 123) 


Media Men Help Klau-Van Pietersom-Dunlap 
Celebrate Its Half Century in Ad Business 


MILWAUKEE, Nov. 5—A fledgling 
company called the Harley-David- 
son Motor Co., which, back in 1908, 
was in the process of developing a 
motorcycle, was the first client—to 
the tune of a $450 ad budget—of 


re re | ot te Cemonee teren Lacie Shavers 


DIVERSIFICATION—In its first depar- 
ture from the electric shaver busi- 
ness, Schick Inc. will introduce a 
new butane lighter with this page 
in Life Dec. 2 and December Es- 
quire. Benton & Bowles, New York, 
is the agency. (Story on Page 101.) 


|Klau-Van Pietersom-Dunlap, now 
celebrating its golden anniversary. 
| Harley-Davidson is still a client, 
plus about 55 other advertisers 
added in the years between. 

KVPD, which started as an art 
studio in 1907, has been busily 
celebrating its first 50 years in 
business. Among the activities 
have been a reception for suppliers 
last Friday, an open house for 
its 125 employes Saturday and, to- 
day, a luncheon for some 325 
space representatives and 50 
| agency people. 


|}@ Speaking to the luncheon group, 
George J. Callos, KVPD’s presi- 
dent, compared yesterday’s agency 
with today’s. 

“Time was when our entire 
function was to ‘make’ ads,” he 
said. “A good ad maker had to 
know how to put words together, 
without being able to dip into a 
reassuring basket of product and 
market research which could go 
far in helping to satisfy an al- 
ready hungry creative appetite. 
Literally speaking, advertising had 
to create itself. 

“Today, we’re not merely ad 
‘makers.’ We serve as a true ex- 
tension of a client’s sales and ad- 
vertising departments—as much 
an integral part of his company 

(Continued on Page 123) 
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GSA Sets $13,000 
Solicitation Push 
for Building Funds 


Wasuincton, Nov. 7—The Gen- 
eral Services Administration re- 
turns to the ranks of newspaper 
display advertisers next week with 
ads in 14 newspapers soliciting 
funds for the construction of 10 
federal lease-purchase facilities. 

The campaign is part of a test 
which GSA is conducting to deter- 
mine whether the lease-purchase 
system for constructing federal 
buildings can be revitalized under 
a new procedure which enables in- 
vestors to obtain more realistic 
interest rates. 

The advertising in support of 10 
proposed projects is divided into 
two schedules, and involves an 
expenditure of about $13,000. 

The first schedule involves an 
800-line ad on Nov. 12, to be fol- 
lowed by a 400-line ad 10 days 
later. The seven publications on 


this schedule are financial media, 
or newspapers in cities “where 
there has been financial interest in 
the program in the past.” The pub- 
lications are: the national edition 
of the Wall Street Journal; Journal 
of Commerce; New York Times; 
Los Angeles Times; Kansas City 
Star; Omaha World-Herald; and 
Atlanta Constitution-Journal. 


® The second schedule involves a 
300-line ad in newspapers in seven 
cities where ljease-purchase proj- 
ects are contemplated. The ads, 
seeking local financial aid, are to 
be run in Bristol, Va.-Tenn.; Al- 
buquerque, N. M.; Burlington, Ia.; 
Council Bluffs, Ia.; Gainesville, 
Tex.; Huntington, W. Va.; and 
Green Bay, Wis. 

Ads are being placed for GSA 
by Ernest S. Johnston Advertising, 
Washington. # 


Two Former McGraw Execs 


Become Publishers’ Consultants 
Two former major executives of 
McGraw-Hill Publishing Co., New 


York, have taken on assignments 
as publishers’ consultants. They 
are Paul Montgomery and James 
E. Blackburn Jr. Mr. Montgomery 
retired Nov. 1 as exec vp and a 
member of the McGraw-Hill board 
at the mandatory retirement age 
of 65 (see story on Page 26). He 
has become a consultant to Print- 
ers’ Ink Publishing Co., a division 
of Vision Inc. 

Mr. Blackburn, who resigned 
last year as a vp, board member 
and head of McGraw-Hill’s cir- 
culation department, and also as 
a board member of the Audit Bur- 
eau of Circulations, because of il 
health, has recovered his health 
and is now a consultant to Lock- 
wood Trade Journal Co., publish- 
er of Paper Trade Journal, Tobac- 
co, and directories in those fields. 


Weissman Joins Greenthal 

Sam Q. Weissman, formerly 
senior creative visualizer at War- 
ner Bros., has joined the art staff 
of Monroe Greenthal Co., New 
York. 


4.900.000 
LBS . a2 


Of assorted Johnson & Johnson Baby 


Products—bottles, 
safe as a baby 


Gibraltar packaging, ready to set up in 
these specially designed Gibraltar cor- 
rugated floor stands, packed with the 
deal. An authentic heavyweight in ship- 


ping poundage 


Mother Goose scored a huge hit with 
everyone ... including babies. Lithogra- 
phy and plaques by Einson-Freeman. 


Want to please 


Just call The Man From Gibraltar. 


CORRUGATED PAPER COMPANY. INC. 


boxes, cans—traveled 
in specially designed 


and selling punch, 


practically everyone? 


i 350 Warren St., Jersey City 2, N. J. 


NEW JERSEY: HENDERSON 2-4462 


. _ NEW YORK: 
| Sito cag Sa i as Sie S25" 


737 N. Michigon Ave., Chicago 11, lil. 
CHICAGO: MICHIGAN 2-1602 
DIGBY 4-0580 
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Advertising Age, November 11, 1957 


Highlights of This Week's Issue 


Station reps are in the saddle as spot 
radio goes for a joy ride, Advertising 
AES SUTVEY SNOWS ...0.....cccccccccneenrenenee Page 2 


Gross national product in 1958 will remain 
about the same as in 1957, economists 
at University of Michigan conference 
feel Page 2 


Kenyon & Eckhardt scores net billing gain 
of $7,500,000 in three-month period, dur- 
ing which it was the hottest agency in 
the East Page 2 


Barbasol was just about the worst shav- 
ing cream on the market before the 
company made a market study, Barba- 
sol’s ad and marketing vp, William Tir- 
rell, reports 


Madison Ave. agency men are not im- 
pressed by questionnaires from po- 


tential clients, survey shows, think 
they are “idiotic, amateurish, ludi- 
CE UNE” cesccccsccsesnasisnapesnesnsovonssnocntonscesoasete Page 2 


7% cuts in capital expenditures will be 
made by business in 1958, McGraw- 
Hill’s Dexter Keezer reports ........ Page 2 


Kraft Foods Co. consolidates all its sales 
and advertising personnel into four 
marketing groups, each headed by a 
group marketing manager ............ Page 2 


Erwin Wasey, Ruthrauff & Ryan succeeds 
Cunningham & Walsh on the Aalborg 
AKavavit ACCOUN ........ccccccccsnseenenenns Page 2 


Norwich throws $1,000,000 budget behind 
push for its new Nebs, pain reliev- 
GTP scuienbinestienssttacsnnnsersenetesegeatenssstieeneetinrenenan Page 3 

Tv viewers have sponsors talking to them- 


selves as they upset slide-rule calcula- 
tions on how shows will rate ...... Page 8 


Sherwin-Williams adapts Arthur Godfrey's 
style of talking about its paint to its 


new print campaign oe Ff 
FTC ignores consumers’ fickle tastes in 
assuming manufacturer successful in 


one field will also succeed in another, 
P&G says in answer to complaint on its 
PUTCHASE Of CLOTOX ...cccccccseseeenereverens Page 3 


Media men help Klau-Van Pietersom- 
Dunlap celebrate its half century in the 
advertising business 


Crisco is the most desired brand among 
all products in a survey made of home 
economics teachers by Home Economics 
Teacher Service 


Consumer research at the point of sale 
was extremely valuable for some of 
Emil Mogul Co.'s clients, Joel Martin 


American News Co. sued for “misman- 
agement and conduct inimical to the 
best interests of the company” 
CD cenincasincitntstainesicccnciiomtintd Page 22 


Shopping centers are doing the most ag- 
gressive, dynamic selling in America 
today, Redbook’s Curtiss says ....Page 26 


Fate of $3,000,000 institutional ad drive 
for movies will be decided at conven- 
tion of theater owners .................... Page 27 


Marquette Cement Mfg. Co. wins second 
gold “Oscar of Industry” for best annual 
report of 1956 in awards sponsored by 
Financial World ..........ccccevereseserees Page 28 


Business paper ad volume is up 3.4% for 
the year, Industrial Marketing re- 


Kaiser's new aluminum cans will bow on 
shelves this month as containers for 
Kraft's grated American cheese Page 46 


Cooperative planning is key to successful 
marketing management, with marketing 
experts sharing management's thinking, 
Curtis Publishing’s Hobart says .Page 46 


Ziv reports that the number of food 
sponsors of television film shows is up 
49% Page 47 


Get good legal advice before risking cap- 
ital, Rep. Emanuel Celler warns would- 
be investors in pay television ....Page 50 


Anime Inc. says it can cut tv commercial 
COSTS AS MUCH AS FOG ....cccccceeeccveeee Page 51 


Swedes see soccer matches as wedge for 
COMMETCHAL BV ....cccccrersererereererelPage 66 


Frigidaire plans drive to stimulate re- 
placement of 95,000,000 refrigerators, 
ranges and washers sold in the past 
BD GURU, covecesncscocasensesessapanssemnenensenttnnenate Page 60 
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Creative Man's Corner ... 
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Editorials ...... 
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Better Homes & Gardens’ editors are an ingenious group. They 

have a marvelous talent for discovering just what new ideas will 

interest their home-and-family-centered readers most. And a 

talent for presenting those ideas in the most stimulating and 
helpful way. 

The idea of cooking outdoors has caught on all over the 

country in big homes and little ones, with BH&G fanning 

the flames in page after page of editorial excitement. And 

along with the idea, a whole new market for everything 

from outdoor grills to barbecue sauces has been born. 

The folks who read Better Homes & Gardens— 

men and women and their teen-age youngsters, too—get 

worked up about the ideas they see in BH&G. The more 

they see and read, the more they do and the more they buy. 

For advertisers, the atmosphere in BH&G is unique among 

all major media. Meredith of Des Moines... America’s biggest 

publisher of ideas for today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,350,000 COPIES MONTHLY 
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This Week in Washington .. . 


High Level of Economy May Permit 
‘Rebates to Certain Taxpayers 


By Stanley E. Cohen 
Washington Editor 


| 


and gross national product have 
yielded a bonanza for the tax col- 


Wasuincton, Nov. 7—Sputnik lector. In 1957, for example, col- 


or no sputnik, tax cuts may be in 
the making for next year. Advo- 
cates of tax cuts think the govern- 
ment can afford them. They count 
on a sympathetic response when 
they warn members of Congress 
that tax reductions are the only 
sure tonic to prevent a “breather” 
from rolling into a recession. 

As they see it, there is no need 
for defense spending to increase 
next year if the problem in the 
missile field is a shortage of ideas 
rather than a shortage of money. 

Meanwhile they point out that 
recent increases in employment 


lections jumped by $5 billion to 
$80.1 billion, mostly because of an 
upsurge in receipts from personal 
income and employment taxes. 
With receipts at such a level, they 
figure the government can pass 
some back to the taxpayers and 
still have enough to keep its budg- 
et in balance. 

The tax cut drive could still 
flounder in a debate over the kind 
of reduction that should be ap- 
proved. With congressional elec- 
tions in the offing, there will be 
strong sentiment for a cut which 
helps the largest number of in- 


dividuals. But the groups pushing 
for the reductions claim the cuts 
most useful in fighting recession 
are the ones which encourage busi- 
ness to expand and modernize. “We 
can’t very long stay in a sidewise 
economy,” warns one lobbyist. 
“Nor can we break out unless busi- 
ness gets tax relief.” 


Should the Presi- 
Ike to Test dent and his fam- 
ily accept gifts 


British Feed 
from manufac- 


turers who are out to get some free 
publicity? For the past five years, 
the Eisenhowers have received a 
remarkable variety of valuables. 
Now there is increasing criticism 
of the practice. 

After Mrs. Eisenhower recently 
accepted pelts for a beaver coat 
from Maine fur traders, the Wash- 
ington Post & Times Herald pro- 
tested editorially. The newspaper 
argued that the White House 
should not lend itself to the com- 


mercial promotions of enterprising 


Advertising Age, November 11, 1957 


business men. 

But the editorial apparently 
failed to make a mark. For this 
week the President put his gift re- 
ceiving on an international basis 
by accepting some animal feeds 
from a British concern. He showed 
his gratitude by promising to give 
the British feed a try as soon as 
he has a chance to get to his 
Gettysburg farm. 


Some of the peo- 
New Effort to ple who were 
Rule Outdoor fighting for laws 
to control the 
erection of outdoor boards along 


say a new, and possibly successful 
effort, will be made when Congress 
returns next year. 

The outdoor advertising control 
bill was bottled up in committee 
this year. But next year Congress 
hopes to pass new legislation revis- 
ing and expanding the 13-year 
highway plan. Anti-outdoor forces 
will try to rally enough votes so 
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THAT OLD FOLLOW-THROUGH 


IS WHAT 


A school in New York added up the in- 
quiries it has received since Ayer began 
handling its advertising. It came to some 
65,000 since 1930, the fruits of modest line- 
age, skillfully tended. 


Very gratifying. But that school and Ayer 
both know advertising is simply Step #1. 
Converting inquiries to enrollments for 


N. W. AYER & SON, INC. 


PHILADELPHIA - 


NEW YORK + CHICAGO + DETROIT - 


IT TAKES 


schools and camps is often a 


job for a bro- 


chure or folder—carefully planned, persua- 
sively written, smartly designed. 


This kind of professional 
service is available to any 


follow-through 
school which 


advertises through Ayer. And that includes 
over half of the private schools which adver- 


tise nationally today. 


SAN FRANCISCO + HOLLYWOOD - 


BOSTON - 


HONOLULU 


that outdoor ad controls are incor- 
porated in anything that passes. 


Sen. Estes Ke- 
Prices Puzzle fauver (D., 
Sen. Kefauver Tenn.) keeps 

plugging along 
hopefully on his investigation of 
this year’s $6 per ton steel price 
increase. Former Treasury Secre- 
tary George Humphrey, now presi- 
dent of National Steel Corp., ad- 
mitted in hearings this week that 
reductions in the price of steel 
scrap equaled or offset wage in- 
creases which were given as the 


| justification of the $6 per ton rise. 
new federally financed highways | 


But he stood adamantly against 
any suggestion that prices ought 
to be rolled back. 

Steel executives testified that the 
$6 per ton increase would mean 
no more than $10 to $20 on an 
automobile. So now Sen. Kefauver 
says he will call auto manufactur- 
ers and others to explain the recent 
increases in prices of cars, farm 
machinery, aluminum and paper. 


Census Bureau 
Mom's Back has come up with 
in Harness a study which 


shows that one of 
the biggest factors in mounting 
family incomes in recent years has 
been the increase in the number of 
working wives. 

This report, based on sample 
studies made in March, shows the 
number of working wives in early 
1957 at 12,700,000, an increase of 
4,800,000 in 10 years, and 500,000 
more than in 1956. Much of the 
shift involves older women who 
are giving up the homemaker role 
to go to work. 

During the 1950s, the bureau 
says, the number of working wives 
over 35 has increased 50%, where- 
as the number under that age in- 
creased only 10%. For details send 
10¢ to the Department of Com- 
merce and ask for current popula- 
tion report, Series P-50, No. 76. 


The Department 
Processors of of Agriculture 
Food Got Less !aments the fact 

that the cost of 
marketing the foods in a typical 
family market basket swelled 5% 
in 1957, an increase substantially 
in excess of that in any other re- 
cent year. Higher costs went for 
wages, transportation, equipment, 
rents and property taxes. The 
farmer emerged with approximate- 
ly the same share of the food dol- 
lar that he had last year. On the 
other hand, food processors, the 
favorite whipping boys of farm 
bloc politicians, emerged from the 
first half -of 1957 with 10% less 
profit than in the first half of 
1956. # 


Special Libraries Assn. 
Offers Consulting Service 

The Special Libraries Assn. has 
made available to business, indus- 
try, governmental agencies and 
associations interested in develop- 
ing libraries or information cen- 
ters a free nationwide consulting 
service. More than 5,000 librarians 
and subject specialists members of 
SLA are offering advice on need, 
cost, equipment and staff prob- 
lems. 

The nationwide service follows 
a successful test of the service in 
the Chicago area, Albert L. Brown, 
president of the association and 
librarian for Upjohn Co., said. The 
service is being coordinated by 
Florence H. Armstrong, Ross Roy 
Inc., Detroit. Further information 
may be obtained from the Special 


‘Libraries Assn., 31 E. 10th St., 
| New York. 
| Rite-Way Sign Co. Bows 
Rite-Way Sign Co., an advertis- 
ing service agency, has opened of- 
fices in Torrington, Conn. Part- 
ners are Peter Pino, Tom DiVita 
and Fred Pretak. Mr. Pino former- 
ly operated his own agency in Asti, 


Piedmont, Italy, for 15 years. 
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Actual photograph of remote- 
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MOW IT BY ROBOT?... the <duai-tite” man wants to try it right now! 


A remote-controlled lawnmower too expensive? Not for him! This is a man who happily spends $500 to 
bring home a buck — and indulges his “urge to splurge” no matter what he does. He’s that unique 
Sports Afield reader, just champing at the bit to try every new product that adds pleasures to his play 
days, and everyday living, too. Whether you’re selling beer or shaving cream you’ll discover this profit- 
able news the moment you place your campaign in Sports Afield. Ask your representative for the facts. 


SPORTS AFIELD Where you reach men best for everything they want. 


A Hearst Magazine * 959 Eighth Avenue » New York 19, N. Y. 
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Business Papers 
Must Lower Costs, 
Larrabee Says 


New York, Nov. 7—“All publish- 
ers are faced with an increasing 
volume of potential material that 
ought to be published and an in- 
creasing danger of not being able 
to afford it. 


“That’s one reason why produc-| 


tion people loom so importantiy 
in the future,” C. B. Larrabee, di- 
rector of publications for the 
American Chemical Society, told 
the Productioneers Club here last 
night in a talk on the future of 
business publications. 

“More and more publishers,” Mr. 
Larrabee said, “are realizing that 
production people and circulation 
people must become more produc- 
tion-minded. That’s why produc- 
tion people must become authori- 
ties on photoprinting, light-sensi- 
tive plates, speed presses for small 
runs, and all other promising de- 
velopments that are now either 
just coming into being or about to 
be born.” 


s Commenting on the growth of 
the business press, Mr. Larrabee 
noted that “from 1940 to 1956 the 
number of business papers jumped 
from 1,474 to 2,029. Circulation of 
business papers during the same 
period went from 14,000,000 to al- 
most 38,000,000. 

“During the same period the 
number of editorial pages increased 
71% to 487,200. I’m sure,” Mr. 
Larrabee said, “this must have 
caused some dismay among both 
over-worked editors and over-read 
readers. 

“Advertising volume,” Mr. Lar- 
rabee pointed out, “increased in 
dollars from $64,000,000 in 1940 to 
$444,800,000 in 1956. Advertising 
pages went from 415,000 to 1,218,- 
000. 

“Up to now,” he said, “we've 
been doing all right. Everything 
has looked rosy. But at this point 
I have to introduce a sour note: 
During this same period printing 
costs per unit have increased more 
than 115%. 

“Along with them, everything 
else connected with costs of busi- 
ness papers has increased—sala- 
ries, paper, taxes, traveling ex- 
penses, and that correlative item, 
the cost of salesmen's overcoats. 


e “As business paper advertising 
volume has grown,” Mr. Larrabee 
said, “the number of dollars avail- 
able to the publisher has grown, 
but far too much of this growth 
has been absorbed in added pro- 
duction costs. But with business 
paper advertising rates getting to 
a point where $750 to $1,000 per 
page no longer makes you hold 
your breath, a publisher’s excuse 
for not putting more money into 
better presentation becomes less 
and less valid. 


NBP.) “Until two very stubborn 
groups get off their high horses 
and get together,” he said, “noth- 
ing much along these lines is like- 
ly to happen. They squabble over 
circulation, and spend their time 
looking over each other’s should- 
ers.” # 


NBC Will Convert to 
Magnetic Tape for 
TV Shows in April 


BuRBANK, CAL., Nov. 7—NBC 
will discontinue the use of kine- 
| scope b&w and lenticular color film 
recordings next April and switch to 
magnetic tape. 

This switchover, which has been 
timed to coincide with the start 
of daylight saving time, will help 
the network solve this annual time 
headache and the year-around 
problem of repeats for different 
time zones. 

The announcement heralding 
the new “era of magnetic tape in 
jcolor and b&w” was made here 
this week by Robert W. Sarnoff, 
NBC president. 

He said RCA color tape record- 
ers as well as Ampex machines 
will be used. To provide transmis- 
sion facilities for the magnetic 
tape telecasts, NBC will construct 
a new $1,500,000 tape central, con- 
sisting of 11 recorders and asso- 
ciated equipment, at the network’s 
Color City here. A similar setup 
will be installed at Radio City in 
New York, Mr. Sarnoff added. 


® The new daylight saving time 
operation will require the leasing 
of an additional 2,000 miles of 
networking lines from AT&T for 
six months of the year. Mr. Sar- 
noff said the cost of these circuits, 
plus additional operating costs, 
will be about $750,000. + 


Joseph Katz Co. 
Appoints Four to 
Key Agency Posts 


New York, Nov. 6—In the wake 
of recent changes at the Joseph 
Katz Co., Baltimore, the agency 
has made the following appoint- 
ments: 

Stanley E. Blumberg, vp, to vp 
and general manager; George 
Fondersmith, art director; James 
A. Miller, radio-ty director, and 
Morris L. Milstein, production 
manager. 

Mr. Blumberg was previously a 
vp of the agency and has been 
with Katz for some time. Mr. Fon- 
dersmith was previously a free 
lance art director in Philadelphia, 
Mr. Miller worked with Roman 
Advertisirg Agency, Baltimore, as 
an account executive. Mr. Milstein 
is new to the advertising agency 
business. 

In the Sept. 16 ApvERTISING AGE, 
| Mr. Katz denied closing the agen- 
icy’s Baltimore office, while ac- 
| knowledging the loss of several 
accounts and some executives in 
recent months. + 


“It is highly significant to me | 


that today as I go around among 
advertisers and agencies,” Mr. Lar- 


rabee said, “I find more and more} 


of them realizing that editorial 
honesty and technical skill may 
often be more important than the 
big print on the circulation state- 
ment or a wad of free product 
puffery.” 


s Only one question was asked at 
the conclusion of Mr. Larrabee’s 
talk. David Saltman, production 
manager of Cowan Publishing Co.., 
asked why business papers jointly 
as a unit did not do something 
about production costs and techni- 
cal developments. 

In reply, Mr. Larrabee said, “I’ve 
often asked that question myself 
about the two associations.” (Al- 
though he did not name them, he 


New Hi-Fi Parliament Filter 
| Tests in 10 Markets 

The Benson & Hedges division of 
Philip Morris Inc., New York, is 
test marketing Parliament cigaret 
with a new hi-fi (high filtration) 
filter in 10 test markets scattered 
throughout the country. Neither 
the company nor the agency for 
Parliaments, Benton & Bowles, will 
name the test markets. But the 
agency confirmed that newspapers, 
radio and tv commercials and Sun- 
day supplements are being used. 
The new hi-fi filter Parliament 
sells for about 2¢ a pack higher 
than other premium filter brands. 

The agency declined to say how 
long the testing will continue, and 
refused to comment on when the 
new filter will be introduced na- 
tionally. 


apparently referred to ABP and! 


Advertising Age, November 11, 1957 


Thompson 


Partridge 


Stagg 
NEWCOMERS—E. S. Stagg, Kelly-Smith Co., welcomes Charles E. 
Thompson of Johnson, Kent, Gaven & Sinding, and Robert Partridge 
of Julius Mathews Special Agency to membership in the Detroit 
chapter of the American Assn. of Newspaper Representatives. 


Doughtie, Kirschner 
Named to Goodyear 
Posts at Kudner 


New York, Nov. 6—Kudner 
Agency this week named Charles 
Doughtie and William C. Kirsch- 
mer account managers on the 
Goodyear account. Both were for- 
merly copywriters on Goodyear. 

Under the agency’s new organ- 
ization, James Black will be senior 
account manager for Goodyear, 


Charles Doughtie William C. Kirschner 
with Jordan Hargrove as his ad- 
ministrative assistant. 

Mr. Doughtie, who joined Kud- 
ner in 1950, will be responsible 
for Goodyear Aircraft Corp. avia- 
tion products, films and flooring, 
and truck tire divisions. Mr. 
Kirschner, who joined Kudner in 
1952, will handle foam products, 
industrial products and the chem- 
ical divisions. Mr. Hargrove will 
supervise battery division, the bi- 
cycle, farm, industrial and motor- 
cycle tire divisions, metal products, 
international and retread and re- 
pair divisions. 

Mr. Kirschner was with Good- 
year’s advertising and chemical 
sales departments before joining 
Kudner. Mr. Doughtie came to 
Kudner from Fuller & Smith & 
Ross, Cle. “land. 

E. J. Owens, a Kudner vp since 
1935, recently left the agency, 
where he had supervised Good- 
year for many years, to join 
Compton Advertising as a vp. # 


Kaiser Boosts Six TV Makers 

To stress the importance of alu- 
minum in the lightness of portable 
tv receivers, Kaiser Aluminum & 
Chemical Corp. will feature six 
tv receiver brands—Admiral, 
General Electric, Motorola, Hot- 
point, Philco and Westinghouse— 
on “Maverick” (ABC-TV) Nov. 
24. During the two-minute com- 
mercial, each receiver will get a 
few seconds in the limelight. 


Hi-Fi Bureau Severs Ties 

High Fidelity Consumer’s Bur- 
eau of Standards, New York, has 
severed all ties with Schneider- 
Stogel Co., New York agency, and 
now operates as an entirely dis- 
tinct entity. William J. Gettens, 
copy chief of the agency and 
founder and director of the bur- 
eau, has resigned his agency post 
in favor of his bureau activities. 


| 


inow going 


British Industries 
Splits Account 
Among 4 Agencies 


Port WASHINGTON, N.Y., Nov. 5 
—British Industries Corp., im- 
porter and manufacturer of a wide 
range of electronic and industrial 
products, has decided to split its 
advertising accounts among dif- 
ferent agencies. 

Formerly the company placed 
all of its advertising through the 
Kaplan Agency, New York, now a 
division of Lewin, Williams & Say- 
lor. 

Arthur Gasman, director 
marketing, said the company 


of 
is 
in for the multiple 
agency system. BIC markets here 
for a host of European manufac- 
turers and has enough products to 
go around for 20 agencies. 

Mr. Gasman emphasized that the 
company is completely satisfied 
with the job the Kaplan Agency 
has done. 


s Three new agencies—Ben Sack- 
heim Co., Zlowe Co. and Greene 
Associates, all of New York—have 
been appointed, and Mr. Gasman 
indicated that additional agencies 
will be named in the future. For 
the present, the agency lineup 
looks as follows: 


Lewin, Williams—Garrard hi- 
fidelity record playing equipment, 
British Machine & Foundry Sup- 
plies Ltd., Shaw process, D.C.M.T. 
die-castings. 

Sackheim—W harfedale loud- 
speakers, River Edge cabinets, 
scientific instrument division 
(comprising about a dozen Euro- 
pean manufacturers). 


Zlowe—Leak hi-fidelity am- 


FTC Says Three Food 
Processors Offered 
Illegal Ad Benefits 


WASHINGTON, Nov. 6—Rentals 
which were paid for use of Grand 
Union Corp.’s animated spectacu- 
lar sign in Times Square, New 
York, figured today in a complaint 
which the Federal Trade Commis- 
sion issued charging that three 
food processors gave illegal promo- 
tion benefits to big volume super- 
market chains. 

The complaints were against 
General Mills Inc., Minneapolis; 
Judson Dunway Corp., Dover, N.H.; 
and Swanee Paper Corp., Ransom, 
Pa. FCC said payments were made 
to Grand Union for in-store dis- 
plays and for use of the Times 
Square spectacular, but no similar 
promotion payments were offered 
to chains which sell in competition 
with Grand Union. 

The complaints also charge that 
General Mills and Judson Dun- 
way gave some chains discounts 
from fixed prices on condition that 
they not deal in competing prod- 
ucts. Other sections of the com- 
plaint contended that General 
Mills, through its O-Cel-O divi- 
sion, gave illegal advertising ad- 
vantages to Food Fair Stores, Phil- 
adelphia, and H. C. Bohack Co. 
Inc., Brooklyn, in June, 1955. # 


Snyder Wins Top 
Award in Chicago 
Copywriters Contest 


Cuicaco, Nov. 8—Ken Snyder, 
Needham, Louis & Brorby, was 
awarded top honors last night in 
the first copywriters contest held 
by the new—and enthusiastic— 
Chicago Copywriters’ Club. 

Mr. Snyder was namn.e2 Copy- 
writer of the Year on the basis of 
his five entries in the contest—tv 
commercials for 
Stride, Ken-L- 
Ration, Ken-L- 
Biskit, Morton 
salters and 
a Christmas 
*“non-com- 
mercial] commer- 
im wie 
Johnson & Son. 

Eight “Golden 
30” awards were 
also presented. 
The contest 
called for five entries from each 
contestant. The entries were scored 
on this basis: Outstanding, 8-9; 
excellent, 6-7; fair, 4-5, and 3 or 
less, poor. Winners of the coveted 
Golden 30 awards had to have an 
average of 6, or “excellent,” on 
each of his entries. 


Ken Snyder 


® Foote, Cone & Belding copy- 
writers predominated among win- 


plifiers, R-J speaker enclosures,|"¢rs of the club’s eight Golden 30 
Genalex audio tubes, Widney-Dor- awards. They were Robert Eck, 


lec cabinet components, 
Marine Products Ltd. (including 
Enfield diesel engines and Tuph- 
blox yacht fittings). 


Greene—Mulicore solders, S. G. 
Brown headphones and BIC trade 
advertising. 


Mr. Gasman joined BIC three 
years ago. Previously he had han- 
dled the company’s advertising 
when he had an agency bearing 
his name and later on, at Gasman- 
Levin, which was disbanded when 
he joined BIC. + 


Ansco Names Two 

Ansco photographic equipment 
manufacturing division of General 
Aniline & Film Corp., Binghamton, 
N.Y., has promoted William K. 
Pedersen, of its advertising de- 
partment, to director of advertising 
and promotion. In another appoint- 
ment, Robert T. Early, formerly 
with Eastern Gas & Fuel Associ- 
ates, has been named supervisor 
of sales training for Ansco. 


British | John Rand. Charles Shank, Arthur 


Silver and Jane Zimmerman. Win- 
ners from other agencies were 
Donald Dickens, Needham, Louis 
& Brorby; Betty Good, Leo Burnett 
Co., and Jack Baxter, Earle Ludgin 
& Co. 

In addition, 20 blue ribbon 
awards were made in the print 
category, 15 in tv. 

Judging of the entries by 105 
copywriters was done by 21 top 
Chicago ad executives. 

The Chicago Copywriters’ Club 
was formed last February; Mr. 
Baxter is president. + 


Talent Agency Formed 

Jack Bertell and John Greenhut 
have teamed up to form a new per- 
sonal management company which 
will handle a variety of talent, 
ranging from performers to pro- 
ducers. The company, Television 
Artists Corp., will be located at 
527 Madison Ave., New York. Be- 


fore this merger with Mr. Bertell 
and Mr. Greenhut headed their 
own talent agencies. 
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And that’s not all! Along with 
circulation growth goes a climb in 
advertising revenue— 


| a 6.9 % increase— October, 


November and December, 1957 as 
compared with the same period 
in 1956.* * 


More than ever, these publications, 
with their low cost per thousand, 
reaching a huge, unduplicated 
market of young married women, 
are the GROWING buy in the field! 


iy a *Source: Statement filed with the Audit Bureau of 
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Both circulation and advertising 
revenue of the FAWCETT 
WOMEN’S GROUP are UP! 


Again, for the 3rd quarter of 1957. 
circulation figures* are climbing, 
Here is the comparison: 


JULY-SEPTEMBER 1957 


2,316,689 


JULY-SEPTEMBER 1956 


’ ’ ; : °°Source: Research Department, FAWCETT 
PER CENT GAIN e PUBLICATIONS, INC. 
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So—the Fawcett Women’s Group 
continues to deliver a bonus! 


Circulation, subject to audit. 


FAWCETT 


Te Gulu to _\ 
ite ug tae) OMENS OROUT 


2,100,000 
CIRCULATION GUARANTEED 


Fawcett Publications, Inc., 67 W. 44th Street, New York 36, N. Y. Phone: MUrray Hill 2-3606 


Chicago + Detroit + Los Angeles + Miami + San Francisco + Hollywood 
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Roberta Peters makes her triumphal entry at the Chicagoland Music Festival, August 24, 1957. 
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The natural habitat of the golden-throated warbler 
(species coloratura) is among the red plush and gilt 
trimmings of the Met. Not in an 18-acre football 
field on the breezy shores of old Lake Mich. 


But the Tribune can and did bring operatic songbird 
Roberta Peters and famed Gordon MacRae to Soldiers’ 
Field for the Chicagoland Music Festival. And, in a 
four-hour program, massed accordion bands, set 
batons twirling and made music with 450 full-fledged 
members of the 8.P.E.B.8.Q.8.A. (Society for the 
Preservation and Encouragement of Barber Shop 
Quartet Singing in America). 62,000 men, women 

and children cheered ! 


The Tribune can and did sell $30,000 worth of home 
appliances for a small retailer from a single page 
advertisement. And from another page, completely 
cleaned out Henry C. Lytton & Co.’s supply of special 
sock and tie sets. As the result of two pages in color, 
it helped the Squirt Bottling Co. add more than 1000 
chain and independent grocery outlets to its 

Chicago area distribution. 


How come? 


Because the Tribune starts people thinking, talking 
and doing things in Chicago. Some are red hot for 

the Tribune. Others ice cold against it. But nobody’s 
lukewarm. And in Chicago and suburbs on2 advertising 
medium, the Tribune, reaches as many people as the 
seven top weekly national magazines combined! 

More than 6 times as many Chicagoans read 

it as turn on the average evening TV show. 


That’s probably one reason why Marshall Field & Co. 
ran the equivalent of 1,125 pages of advertising in the 
Tribune last year. Why not put the Tribune 

to work for you, too? 


THE CHICAGO TRIBUNE 
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The Editorial Viewpoint... 


Spell Out Those Agreements 


One of the reasons there seem to be so many lawsuits of one kind 
and another affecting advertising is that there have been too few 
such legal hassles in the past. 

In too many instances, real disagreement over principles has been 
settled around a conference table, instead of being resolved by legal 
means. This is an excellent method, and one to be commended, but it 
unfortunately establishes no legal precedents which can be cited 
when a similar set of circumstances arises in another case. 

Hence, a great many of the day-to-day customs and trade practices 
of the advertising agency business have never been tested legally, 
and no one knows precisely what the legal situation is, or might be. 

The current legal battling involving Warwick & Legler, Schick, and 
Benton & Bowles is an interesting case in point. Here the fight re- 
volves around the ownership of an idea that was submitted to Schick 
by Warwick & Legler when Schick was a W&L client. The idea was 
turned down. Then it turned up again after Warwick & Legler and 
Schick had parted company. Warwick & Legler submitted the idea to 
Remington Rand, which bought it; at approximately the same time, 
the idea was used by Schick, having apparently been submitted by its 
current agency, Benton & Bowles. 

It is general trade practice (and, apparently, good law) that work 
performed by an agency for its client and paid for by the client be- 
longs to the client. But in this case the idea was not accepted and 
therefore not paid for, and there seems to be no clear-cut determina- 
tion of the legal status. Perhaps, in this tricky area of ideas, there 
never will be any specific legal guideposts which govern all situations. 

Whether this is the case or not, it seems clear that agencies and 
advertisers ought to give more attention to spelling out their work- 
ing agreements carefully and completely. No one, of course, is smart 
enough to pre-evaluate all possible situations, but clear-cut provi- 
sions about termination dates, continued use of previous material, 
and who owns what, ought to help considerably in cutting down po- 
tential areas of legal conflict. 


The Pendulum Pushes 


“Once-optimistic experts now lean backward to find recession 
omens,” said the headline on Stanley Cohen’s Washington column in 
last week’s issue of Apvertisinc Ace. And Stan spelled it out: 

“Where forecasters formerly were content to lull themselves with 
endless recitals of the favorable signs, now they energetically dissect 
the business news for evil tidings. In this frame of mind, reports of a 
10% dip in expenditures for plant and equipment in 1958 have taken 
on frightening implications. And at a time when the level of factory 
payrolls is still setting new records, one pessimist even asked Presi- 
dent Eisenhower yesterday whether plans are under way for a con- 
ference on unemployment.” 

The same thing, of course, is true of other fields. One day our sci- 
entists are head and shoulders above all the rest of the world; the 
next day they are ignorant backwoodsmen compared to the Russians. 
And neither is, or ever was, true. 

The fact is almost certain to be that good news and bad news alike 
are always exaggerated, and that whem the pendulum swings from 
one to the other, it always swings too far. As far as the American 


—Joan Reid, 


Advertising Age, November 11, 1957 


Gladys the beautiful receptionist 


Triangie Outdoor Advertising, Cuaicago. 


“He dreamed he got the Maidenform account.” 


economic scene is concerned, there are a great many indications that 
the rate of growth has slowed down substantially, and probably we 
are in for a period of status quo-ism. But this does not mean that 
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change of address. Myron A. Hertenfeld, circulation director. 


we are in a horrible tailspin. 


both are exaggerations. 


tion that hard hitting, intelligent 
sales next year. 


as 


‘Smudging the Subconscious’ 

Welcome to 1984. A new com- 
pany has just been formed with 
offices in New York for the pur- 
pose of promoting a new invention 
designed to get at the sources of 
human motivation. The invention, 
for which a patent has been ap- 
plied, is supposed to bypass the 
conscious intelligence and deal di- 
rectly with the subconscious. The 
device thrusts images or messages 
onto a motion picture screen or 
tv grid. The images are invisible to 
the human eye. They are “sub- 
liminal”; that is, they are beamed 
into the mind below the threshold 
of awareness. . . 

There is only one kind of regu- 
lation or ruling that could possibly 
make any sense in this case; and 
that would be to take this invention 
and everything connected to it and 
attach it to the center of the next 
nuclear explosive scheduled for 
testing. At the very least, the Fed- 
eral Communications Commission 
should act in the public interest 
to prevent the device from being 
used on television, even though the 
owners wculd promise to inform 


|viewers when and how they were 
| being subliminated. As for motion- 


a 


The stock market acts the same way. First it climbs to unprece- 
dented levels, on hazy expectations of still greater booms; then it 
drops off sharply, on equally hazy assertions of doom. And again, 


There is every indication that the holiday season this year will be 
the best, or close to the best, we have ever had; there is every indica- 


selling and promotion will make 


That’s all any really good marketer needs to know. 


= 


What They're Saying... 


picture audiences, specific federal 
laws may be necessary. 

No doubt the inventor of the 
device and his business associates 
are sane, decent, pleasant, family 
men. They would not knowingly 
stick their fingers into a neigh- 
bor’s eyes or put ground glass in 
his food. But they coolly propose to 
break into the deepest and most 
private parts of the human mind 
and leave all sorts of scratchmarks. 
The subconscious mind is the most 
delicate part of the most delicate 
apparatus in the entire universe. 
It is not to be smudged, sullied, or 
twisted in order to boost the sales 
of popcorn or anything else. It does 
not exist for the convenience of in- 
genious and invisible pitchmen. . . 


—From an editorial by Norman Cous- 
ins in the Oct. 5 issue of The Satur- 
day Review. 


Six Cs for Letters 

You can dictate a better letter if 
you remember the six important 
“Cs.” Your letters should be Clear, 
Correct, Complete, Concise, Cordial 
and Clean. 


—Lloyd M. Powell, president, Dicta- 
phone Corp., in “Alumination,” pub- 


| Rough Proofs 


“Frey finds commission system 
irks two out of five ad managers,” 


|reports the world’s greatest adver- 


tising journal. 
Does that mean that three out of 
five think 15% is just about right? 


Count that day lost whose low 
descending sun sees no new legal 
action involving advertiser-agency 
rights and wrongs begun. 


John MacArthur, owner of 
Bankers’ Life & Casualty, has been 
rated a $75,000,000 man by For- 
tune, and so the company’s eighth 
consecutive choice of car cards as 
its principal medium can be con- 
sidered a very potent endorsement. 


“Cunningham hits tv’s ‘wave of 
imitation’,” says the headline. 

It’s usually the conservative ad- 
vertiser who looks at the ratings 


and says, “Me, too!” 


“Only seven cities in the U. S. 
have newspapers with greater cir- 
culations than the Des Moines 
|Sunday Register,” says Gardner 
Cowles, president. 

You know him also as Mike 
Cowles, editor and publisher of 
Look. 


“The plunge into the id,” asserts 
Dr. Lyndon Brown re motivational 
studies, “is sheer research folly.” 

After all, your id may be odd. 


British Broadcasting Corp. tv 
ratings are taking a beating, AA 
reports, in areas where its pro- 
grams are in competition with the 
independent stations. 

The policy is, “Don’t give the 
public what it wants, but what you 
think it ought to want.” 


“Everywoman’s can introduce 
you to loyal and lovely readers,” 
the ad says. 

To an advertiser, there’s nothing 
quite so lovely as a loyai customer. 


“Creative manpower shortage 
called ‘dreadful’ by Canadian ad- 
men,” the story says. 

Go north, young man, go north. 


Beltone will spend $1,250,000 to 
advertise its “hearing eye-glasses.” 

Women are not the only ones 
who are sensitive about their ap- 
pearance. 


“Young Scot, emigrating U.S.A., 
wishes to join progressive com- 
pany,” says an AA classified ad. 

These canny Scotsmen know a 
good thing when they see it. 


“Are you really creative?” asks 
an agency looking for additional 
personnel. 

Only an aptitude test or a lie de- 
tector will reveal the absolute 
truth. 


lished for Kaiser Aluminum distribu- 
tors. 
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Look what came in the 
morning paper. 


If you read The Philadelphia Inquirer you could have read all of 
the books illustrated above, and more, without buying them. 


A § reat newspaper During 1956, The Inquirer serialized 16 ‘Best Sellers” as well as a 
. host of special features . . . for The Inquirer is dedicated to the task 

P rints more of providing its readers with a mental diet that enlivens their days, 

widens their understanding, improves their leisure and introduces 

than news new people and ideas into everyday existence. 


The result? A vast family of avid readers whose loyalty to The 
Inquirer is reflected in the exceptional response they give to adver- n 
tising in The Inquirer. That’s why The Inquirer carries more ad- 
vertising linage than any other Philadelphia newspaper. 


a hiladelphi 
aided  — 
. — The Philadelphia Pnguiver 
am | 26 Bon M _& i Now in its 24th consecutive year of total advertising leadership 
Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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“Tt will long survive in 


g the memory of everyone 
privileged to have seen it!” 


JACK GOULD, THE NEW YORK TIMES 


Bete Lieaven” against “Sodom and Gomorrah” 


TIME MAGAZINE 


ented “The Green Pastures’ was an unforgettable experience” 


BEN GROSS, NEW YORK DAILY NEWS 
“a TV achwevement of glorious magnitude” 


“first-class in every respect” 


HARRIET VAN HORNE, NEW YORK WORLD-TELEGRAM & SUN 


“fresh and endearing ... a triumph all the way around” 


JOHN CROSBY, NEW YORK HERALD TRIBUNE 
“first-rate from beginning to end” 

JO COPPOLA, NEW YORK POST 
“a high adventure in television viewing” 


ETHEL DACCARDO, CHICAGO DAILY NEWS 


The National Broadcasting Company is proud to have been asso- 
ciated with the Hallmark Hall of Fame in this Milberg production 
which brought millions of Americans a rich theatrical experience. 
In the coming months there will be more Hall of Fame presentations 


of the same distinguished nature. For example, “‘On Borrowed Time;’ 
and Maurice Evans in “Twelfth Nighi” and “Dial M for Murder.” 
Such programs that “survive in the memory” will continue to be a 
hallmark of the new season on... 


NBC TELEVISION 
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Two Buy at CBS Radio 

CBS Radio, New York, has sold 
new schedules to two advertisers. 
Studebaker-Packard Corp. ordered New PR Company Formed 
28 five-minute segments through John H. Taylor and Mary T. 
Burke Dowling Adams Inc. Na-| Walker, both formerly of the ra- 
tional Biscuit Co. placed an order | dio-ty staff at Hill & Knowlton, 
for three weekly five-minute seg-| have formed a new publicity-pub- 
ments of “Wendy Warren and the|lic relations company, Taylor- 
News” for two weeks and two| Walker Associates, at 1270 Sixth 
seven-and-a-half minute units of! Ave., New York. 


“House Party,” through McCann- 
Erickson. 


Excerpt from Starch 51st 
Consumer Magazine Report: 


35% of all 
glls Magazine households 
surveyed spent more 
than $500 for wearing apparel 
during the past 12 months. 
This is exceeded by only 4 
of the 54 magazines 
appearing in the 
report. 


1,180,296 Elks comprise a 

mass market with class incomes 
the median of which is $6,050. 
The Starch 51st Consumer 
Magazine Report gives the 
complete picture. Just write or 
phone to see a copy. 


MAGAZINE 


New York + Chicago + Los Angeles + Portland, Ore. 
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Crisco Leads as 
Most Desired Brand 
Among Home Ec Gals 


New York, Nov. 5—Procter & 
Gamble’s Crisco leads the list as 
the most desired brand among all 
products in a survey made of 
home economics teachers by Home 
Economics Teacher Service, New 
York. 

Closely following Crisco were 
General Foods’ Birds Eye frozen 
peas, Baker’s chocolate and Sun 
Maid raisins. 

The survey is based on returns 
of 600 home economics teachers in 
high schools and colleges in the 
higher income areas of the North- 
east and Midwest. The teachers 
were asked which of a group of 
more than 400 leading national 
brands they most desired for their 
classroom work. 

The survey found no relation 
between the price of a brand and 
its desirability for use. For ex- 
ample, Morton’s salt was found 
among the first 50 selections, and 
some $1 a pound coffees were 
down in the least wanted one- 
third of the 400 products listed. # 


Loew’s Retains Earnings 
to Expand Company 


Joseph R. Vogel, president of 
Loew’s Inc., New York, has in- 
formed stockholders that the quar- 
terly dividends normally paid in 
September and December will “be 
retained in the business and util- 
ized in the production of profit 
making films.” This action was 
taken by the board as reconstituted 
following a bitter, protracted bat- 
tle for control of the motion pic- 
ture production company. 

Mr. Vogel said unsuccessful 
films “conceived and produced in 
the previous year” resulted in a 
substantial decline in revenue, al- 
though every division in the com- 
pany, except the picture division, 
is making more money this year 
than last. He particularly noted an 
increase in the use of Loew’s fa- 


cilities for tv production. 


To select media on the theory that all people 


are equal is fine if you re 


advertising cough 


drops. It breaks down as soon as your adver- 
tisement seriously invites people to think. 
Everyone coughs--not everyone likes to think. 


Advertising Age, November 11, 1957 


Getting Personal 


Art Whitcomb, ad manager of Vision, is celebrating the birth of 
his fourth child, Glenny Halliday, on Oct. 10... 

A June bride will be Gretchen Vicky Schwab, daughter of Victor 
Schwab, president of Schwab & Beatty, New York, whose engage- 
ment to Pvt. Stanley J. Aronoff has been announced ...A prospec- 
tive groom is Thomas Capstick Jr., New York sales manager of Dix- 
on Chemical & Research Co. His intended is Carolyn Weeks of York, 
Pa. ,. Taking the marital plunge Oct. 12 were Jeanne Marie Craw- 
ley and John Perry Strang, film and tv producer with Lennen & 
Newell, New York... 


Mathieu » Cole Bass 


ANNIVERSARIES—At the season’s first meeting of the board of the Off- 
the-Street Club, Chicago advertising’s particular charity, four old- 
time members were singled out for honors. Fred (F.E.M.) Cole, 
retired publishers’ representative and one of the founders of the 
club for underprivileged children in 1900, was 90 years old Oct. 28; 
Charles Bass, retired photographic dealer who has been an officer 
of the club for 25 years, was celebrating his 67th birthday; Hugh 
Driscoll, executive vp of the National Boulevard Bank and club 
treasurer for the past 25 years, was celebrating his 21st wedding 
anniversary, and “Coi.” Auguste Mathieu, executive director of the 

club, joined it Oct. 16, 1920. 


Driscoll 


Elkin S. Kaufman, vp of Lennen & Newell; Ned L. Pines of Pines 
Publications; Seymour Berkson, publisher of the New York Journal- 
American; and Sydney S. Baron, head of his own public relations 
company, will serve as chairmen of the allied industry dinner and 
annual campaign for the Federation of Jewish Philanthropies... 

Louis W. Munro, head of Doremus & Co., has been named chair- 
man of the advertising and publishing group in Manhattan and the 
Bronx of the United Hospital Fund’s 1958 drive... 

Sybiel Berkman, wife of Jack Berkman, president of the Friendly 
‘Group of radio and tv stations, Steubenville, O., exhibited a group 
of recent oils, watercolors and prints at the Associated American 
Artists Galleries, New York, the last week in October. . . 


Sembionte Ascuitto Zuckerman Coles Miller Johnston Anderson 


FOR DEAR OLD OBM—The softball team of Ogilvy, Benson & Mather 
has battled its way through to the ’57 championship of the New 
York City Cardinal Advertising Agency League. Victors pictured 
here are Gus Anton, John Linder, Ray Sembiante, Bill Ascuitto, 
Manager Paul Zuckerman, Larry Coles, Ed Miller, Bill Johnston 
and Jim Anderson. Five team members not pictured are Jules Fine, 
Mike Temares, Don Patrick, Frank Giannattasio and Jose Gonzales. 


Anton Linder 


Two pioneers in the closed circuit field, Morris A. Mayers of Vis- 
ual Electronics Corp., and Rodney D. Chipp of Federal Telecom- 
munications Laboratories, are co-authors of a new book, “Closed 
Circuit Tv System Planning.” . . 

A new pap is Bob Perlstein, account representative of ABC-TV 
station clearance department and father of Lawrence Mark, born 
Oct. 27 at Kew Gardens, N. Y.... 

Elon G. Borton, former president of AFA, and AA columnist, 
now living in retirement at Chapel Hill, N. C., has been elected a 
director of the North Carolina Society for Crippled Children and 
Adults and a member of the Faculty Club of the University of North 
Carolina. . . $ 
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| makes automobile seat covers sold 
| through franchised stores, this re- 
search concept was instrumental 
in Mogul’s acquisition of the ac- 


Martin Cites Utility 
‘of Consumer Studies 
forMogul Clients (rhe agenty designed» ques 


New York, Nov. 5—Consumer | tionnaire to be filled out by the 
research conducted at the point of | customer while he was waiting for 
|}sale has proved to be extremely his seat covers to be installed. The 
| valuable to Emil Mogul Co. clients,| questionnaire solicited media in- 

Joel L. Martin, vp and director| formation (“How did you happen 
'of media and research for the|to come to Rayco?”) and basic 


A RICH SEVEN COUNTY MARKET 


RETAIL SALES: $233,086,075 


In the heart of Ulinois 
Rich in agriculture . . . booming 
industry —a stable, high income 
market (average family income 
20% above national average). 


178,635 EXCEPTIONALLY PROSPEROUS PEOPLE 


The DAILY PANTAGRAPH 
pays off for advertisers with 
exceptionally high reader traffic . . 
achieved by editing to the interests 
of the people who rely on it. 
For a bigger sales “pay-off”... schedule in @ top dollar market 
i? kites ga 


Wt Daily Pantagraph | (9 
BLOOMINGTON-NORMAL, ILL. 
127 Mi. 5S. W. Chicago—157 N. E. of St. Louis 


| In a talk before an American 
Marketing Assn. luncheon, 
Martin explained how such re-|chased; sex of respondent. 
search helped two clients—Ray 


which the customer lived; make, 


reach the No. 1 sales positions in| mailed to the agency once a week 
their respective fields. | for tabulation and analysis. In this 
| In the case of Rayco, which| way, Mr. Martin pointed out, the 


RON is TV in 


Represented by Gilman, Nicoll & Ruthman 


San Franciscans av sold on KRON-7TV 


GIANT MOVIES 


10:30 P. M. 
Sun. thra Wed. 


crore avananuz @ S-F. CHRONICLE - NBC AFFILIATE + CHANNEL 4 + PETERS, GRIFFIN. WOODWARD 


| agency, reported last week. we such as section of town in| 


Mr.| year and type of car; item pur-| 


Mfg. Co. and Knomark Mfg. Co.—| # Accumulations of cards were | 


Advertising Age, November 11, 1957 


client was able over the years to 
obtain a veritable “census of Ray- 
co customers,” showing, among 
other things, “which areas gave 
us the best sales. 

“We had results which in- 
dicated which newspapers were 
pulling, or which radio or televi- 
sion stations, and also which ads 
were more effective, as we tested 
| copy at different times,” he added. 

“It was found,” Mr. Martin said, 
“that no one medium gave us a 
better price customer.” 

After a while, the agency found 
that store operators were ne- 
| glecting to hand out the ques- 
tionnaires. So Mogul now attaches 
the card to the guarantee certif- 
icate. “This,” Mr. Martin said, 
“brought returns up sharply.” 


® Reporting on sales results, Mr. 
Martin said that in 1952 Rayco 
had a chain of 54 outlets doing an 
annual volume of $6,000,000, while 
today it has 151 stores, grossing 
$22,000,000. Over the same period, 
the ad budget has grown from 
$500,000 to $1,800,000. 


® In the case of Knomark, which 
makes Esquire shoe polish, the 
primary problem was “to develop 
competitive brand information,” 
Mr. Martin said. 

“In 1952, we developed a con- 
sumer survey technique which is 
utilized twice a year and com- 
prises approximately 60,000 inter- 
views a year. We have thus com- 
pleted something over 300,000 con- 
sumer interviews on shoe polish 
and now have a complete consum- 
er profile for the industry. 

“Interviewer assignments are 
completed on a half-day basis in 
randomly selected shopping areas. 
The pattern of movement is di- 
rected, and upwards of 1,000 in- 
terviews are completed in a city. 
Thus much of the possibility of 
biased interviewing is eliminated. 

“We are unable, of course, from 
a practical standpoint, to inter- 
view in the store itself, but by 
being stationed in shopping neigh- 
borhoods, our interviewers pick up 
respondents almost at the time of 
purchase.” 


@® Mr. Martin said the Esquire 
studies have been conducted in 
40 metropolitan areas and have 
helped to give the client a better 
picture of market conditions. 

In 1952, he noted, Esquire had 
20% of the shoe polish market; 
today, it has 40%—‘“more than the 
next two leading competitors com- 
bined.” 

Esquire now spends $2,500,000 
annually on advertising, compared 
to $80,600 in 1945. + 


Gold Is Art Director 

William Gold, art director of 
the poster department of Warner 
Bros. Pictures, New York, was 
mistakenly listed as an assistant 
art director in ADVERTISING AGE’s 
Oct. 21 issue. Mr. Gold, who 
joined Warner 16 years ago, has 
been an art director for the past 
ten years. 


What kind of 
information 
does an 
industrial 
purchasing 
agent 
need 


Where 
does he 
get it & 


| you'll find some clear-cut 
answers starting on pages 24 & 25 
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WHATS UP 
IN MIAMI ? 


® The Herald’s impressive circulation gains . . . some- ® On basis of per-family penetration in Miami City- 
thing worth noting. The Herald 12-month circulation Retail Trading Zone, The Herald costs 20% less 
INCREASE topped Miami's 2nd paper by 10,805 daily, 30% Jess Sunday than the 2nd paper. 
daily, 20,185 Sunday . . . and climbing steadily. ® You can sell Florida’s Gold Coast $2-billion market 
®@ In total circulation, The Herald’s 265,340 leads the with ONE-PAPER, LOW-COST concentrated cover- 
2nd paper by 127,614 daily .. . and its 318,903 age! 


Sunday circulation leads by 204,052. 


what's up in miami? EVERYTHING! 


NOTHING UNDER THE jg 


~~ Reaches 91% of Greater 


SUN covers Greater Miami The J Mi i Heral d . Miami's newspaper howtos Ea 
and the Florida Gold Coast like \(W]@ ps lami f fa ] 


clusive home penetration 7 to 1. 


NEW! 1957 STUDY “TOP TEN BRANDS" 
For your free copy write The Miami 


Herald, or ask the man from 


STORY, BROOKS & FINLEY 
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Stockholder Sues 
American News 
on ‘Mismanagement’ 


New York, Nov. 5—Mismanage- 
ment and conduct inimical to the 
best interests of the company were 
charged against officers and direc- 
tors of the American News Co. in 
a stockholder’s complaint filed last 
week in U. S. district court here. 

The complaint named Henry 
Garfinkle, president; Percy D. 
O'Connell, former president; Her- 
bert Frilen, a vp; William A. Eich- 
horn, former exec vp; Serge Se- 
menenko, a director, and 13 others. 

Brought by John Rogan, an ANC 
stockholder since 1937, the suit 
seeks to require Mr. Garfinkle and 
other ANC brass to account for 
losses sustained by the company 
as an alleged result of their actions. 
Mr. Rogan, a former employe, owns 
1,200 shares of ANC common 
stock. 


= Mr. Rogan’s charges included: 

1. That the company’s abandon- 
ment of its whole periodical divi- 
sion meant a loss of $7,000,000. 

2. That the move to abandon was 
taken without corporate authority 
and was unnecessary and improvi- 
dent and constituted gross mis- 
management. 

3. That the abandonment was 
made for Mr. Garfinkle’s personal 
gain, since profits that would have 
gone to the company were diverted 
to corporations owned or con- 
trolled by Mr. Garfinkle. 

4. That Mr. O’Connell and Mr. 
Eichhorn resigned in June, 1955, 
to pave the way for Mr. Garfinkle 
and his associates to take control, 
and that O’Connell and Eichhorn 
got long-term contracts as consult- 
ants—contracts which represented 
“the price they received for the 
sale of their directorships and ex- 
ecutive positions.” 


= The complaint asked that O’Con- 
nell and Eichhorn be required to 
account for the money they re- 
ceived under the contracts. Mr. 
O’Connell was said to have a $25,- 
000 a year contract from July 1, 
1955, to June 30, 1958, with a life 
annuity of $30,000 to start on July 
1, 1958. Mr. Eichhorn was said to 
get $20,000 a year for five years 
starting July 1, 1955. 

According to the complaint, ANC 
spent $3,371,513 for 107,092 shares 
of its common stock between Feb- 
ruary, 1956, and June, 1957, adding 
that the purchase was not for the 
company’s benefit but so Mr. Gar- 
finkle and Mr. Semenenko, a vp 
and director of the First National 
Bank of Boston, could be assured 
of “continuing effective control” 
of ANC. 


s The stock buy, the complaint 
continued, was also made to sup- 
port the market price of ANC 
shares so that people whom Mr. 
Garfinkle and Mr. Semenenko had 
advised to buy the stock before 
June, 1955, could sell their hold- 


a frank 
answer 


to a question 
many 
industrial 
marketers 


are asking... 


see pages 24 & 25 
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ings back to the company at a) The decision to liquidate the divi-|disposal, of buildings, offices, per- 


profit. 

Another allegation in the com- 
plaint was that a $5,000,000 loan 
was negotiated on June 17, 1957, 
with the First National Bank of 
Boston without ANC stockholder 
approval. 

The complaint declared that 
ANC’s periodical division “had 
since 1864 been the main business 
of American News and had been 
responsible for most of American 
News’ income and asset value.” 


sion, it was alleged, “was made 
|without calling a_ stockholders’ 
| meeting and without informing the 
stockholders until after the deci- 
sion was put into effect.” 


= “The method and manner of the 
abandonment of American’s whole- 
sale periodical division,” accord- 
ing to the complaint, “aggravated | 
and increased American’s losses, 
in that the hasty abandoning, ap- 
parently without a plan of orderly 


}sonnel, machinery, trucks and 
‘equipment caused American to sus- 
tain heavy losses on fixed assets, 
accounts receivable and inventory 
and to incur added avoidable ex- 
pense and liabilities.” 

The move also resulted in the 
company’s abrupt dismissal of em- 
ployes and in losses incurred 
through breach of distribution con- 
tracts. The resultant losses total 
over $1,500,000, it was said. 

The complaint said that Mr. 


Garfinkle “directly or indirectly” 
controls or owns the Greater Bos- 
ton Distributing Co. and the Man- 
hattan News Co.—both competitors 
of ANC in wholesale magazine dis- 
tribution. As an outgrowth of 
American’s closing down distribu- 
tion, it was said, Greater Boston 
and Manhattan get “a monopoly 
of distribution” in their areas and 
increased the profits of those com- 
panies, and Mr. Garfinkle. 


@ Mr. Rogan’s suit seeks an ac- 


- 
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Something 


really happens 


when you 


advertise in... 
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NEW RESEARCH NOW AVAILABLE! Write or call 


any Journal office for your copy of “The Reading Pref- 
erences of Corporate Officers and Executive Personnel in 
The United States.” 
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ING SALES OFFICES: 
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counting from the defendants of | magazine distribution business last|other officers and directors were | business.” 
losses sustained by ANC and “to| June. |made with full corporate authori-| The spokesman said Mr. Gar- 
pay over as damages to American | ty.” He said the move to close|finkle made “strenuous efforts” 


such sums found to have been lost DEFENDS GARFINKLE 
and such damages as have been} MANAGEMENT OF ANC 
sustained by reason of the acts and New York, Nov. 5—A spokes- 


a decline in business that was in| and that he had, in fact, “obtained 
conduct alleged.” man for Henry Garfinkle, presi- 


no way attributable to the Gar-| the transfer to ANC of some mag- 


Mr. Rogan is represented by)| dent of American News Co., de-| finkle management. | azines, including the Atlas line.” 
Landis, Taylor & Scoll, legal firm | nied the charges made in a| “Prior to Mr. Garfinkle’s presi- | However, “these efforts of Mr. 
which is also representing about} stockholder’s suit brought by | dency,” he said, “Time, Look, Life| Garfinkle’s were impeded by the} 


1,200 former ANC employes who! John Rogan, 
have sued the company for $1,800,-| ploye. | drawn their franchises from ANC, 
000 in severance pay. The employes The spokesman said, “All ac-| 
lost their jobs when ANC quit the tions taken by Mr. Garfinkle and | 


former ANC em-|and American Home had eel aoe that Collier’s, Woman’s Home 
Companion and other magazines} 
and thereafter the magazine dis-| went out of business. Then Dell 


tribution end became a marginal| withdrew from ANC.” 
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down ANC’s magazine distribu- | after he became president to in-| 
tion division “came as a result of| crease the distribution business 
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The result, said the ANC 
spokesman, was that “it became 
impossible to continue in distribu- 
tion without great loss.” He said 
that by halting distribution activ- 
ities, “other profitable divisions 
of ANC could go on unimpaired.” 

According to the spokesman, 
Mr. Garfinkle enjoyed “no per- 
sonal gain” as a result of the deci- 
| sion to drop distribution. As for 
the contracts with Mr. O’Connell 
and Mr. Eichhorn, these men 
“rendered valuable services as 
consultants,” and their compensa- 
tion for these services “was rela- 
tively small.” 

Mr. O’Connell’s life annuity ar- 
rangement, the spokesman said, 
stemmed from “annuities he him- 
self purchased in part during 30 
years of employment here.” 

The Rogan complaint is in error 
in charging that “the method and 
manner” of abandoning magazine 
distribution increased ANC losses, 
said the spokesman, who added, 
“They do not have the facts.” 


® He continued that it was “ar- 
rant nonsense” to charge that 
ANC bought its own shares of 
stock to help some individual pur- 
chasers to make a profit by sub- 
sequently selling back their hold- 
ings to the company. The spokes- 
man said the ANC stock purchase 
was “based on the best financial 
principles.” He added that the 
stock was purchased “at a price 
less than its value and was a good 
financial move. 

“Mr. Rogan,” said the spokes- 
man, “is complaining through his 
attorneys that ANC has been un- 
economical, and these same attor- 
neys are attempting to compel the 
company to make severance pay- 
| ments {through another lawsuit] 
|—which would be very uneco- 
nomic.” + 


Canadian Merchant 
Group Asks Curb on 


‘Flashy’ Promotions 


WINNIPEG, MAN., Nov. 5—A brief 
urging the federal government to 
tighten certain laws to remove the 
“element of gambling and flashy 
contests” from business promction 
soon will be presented by the Re- 
tail Merchants Assn. of Canada. 

A. George Smellie, of Russell, 
Man., national president of the or- 
ganization, said in a statement 
here the RMA will urge the gov- 
ernment to act immediately on the 
recommendations of the joint com- 
mittee on capital and corporal 
punishment and lotteries. 

“The craze for giveaway con- 
tests, raffles, coupons, etc., is an 
unfair practice, as the small busi- 
ness man is beaten before he 
starts,” Mr. Smellie said. “It is a 
wasteful and extravagant method 
of advertising, adding considerably 
to consumer costs.” 

Several cases where chain stores 
were giving away automobiles and 
other prizes were cited by Mr. 
Smellie. + 


Give Your Prospects This 


New HANDI-KUTTER” 


ol 


Guard prevents blade slipping out* 


ow-cost PREMIUM! 


Low-Cost 


Now safer than ever, this new Kenworth 
“HANDI-CUTTER” is ideal for ali kinds 


» Coe or —~ -p? > the = 
colors, with space for 
imprint. 
. 
Double mys each FREE SAMPLE 
for new edge. ~~ prices 
KENWORTH MANUFACTURING CO. 
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Industrial advertisers are asking: 


“What are the information needs 
of the purchasing agent today... 


and where does 
he get that 
information?’ 


As a service to those who want 
the facts we are taking this space 
to present a realistic summary of 
the needs of the modern 
purchasing agent...as we have 
come to know them through 

42 years of close association with 
the purchasing function and the 
men who have raised it to 
management stature. 


The purchasing agent today needs many kinds of infor- 
mation. They break down into five major areas. 


price information 


From time to time the industrial purchasing executive 
needs information about prices. When he does, he needs 
it as of that day. Sometimes that hour! He gets these 
spot prices from the only sources that can do him any 
good — the market itself, his prime suppliers, the daily 
press, and the wire services. 


It is neither practical nor possible for any publication, 
even a daily, to report all prices. Even in a specific field. 
Take chemicals, for example. There’s no such thing as 
the price of alcohol. You have to pin it down to, say, 
ethyl alcohol, synthetic or fermented... and even then 
the prices vary with location. For any one publication 
to report spot prices for all commodities in all fields 
would take a daily encyclopedia, and such a volume 
would be too cumbersome to use even if it could be 
printed and distributed in time to have any value at all. 


Purchasing agents get spot price quotations and com- 
modity prices through a number of specialized sources. 
Some of them are: 


Non-ferrous metals 
American Metal Market, daily 
Daily Metal Reporter, daily 


Petroleum products 
Platt’s Oilgram, daily 


Commodities 
Dow-Jones commodity ticker 
Newspapers, daily 


trend information 


No purchasing man buys by price alone. Just as im- 
portant as how much to pay is the other side of the 
question — how much to buy, and when. For this the 
purchasing agent needs good, reliable information that 
gives him an accurate look at trends. 


For instance, when a purchasing man buys a commodity 
for 11% cents and six months later the price has 
dropped to 10% cents, he’s done a good job only if he’s 
kept his inventory down to minimum. The purchasing 
agent who doesn’t know the trend of prices can get 
caught with excess inventories in a period of declining 
prices, or be caught short on a general business upswing. 


Economists agree that to mean anything a trend should 
be based on factors like industrial production, sales, in- 
ventories, new orders, credit, employment, wages. These 
figures are reported once a month by governmental 
agencies like the Department of Commerce, the Bureau 
of Labor Statistics, the Federal Reserve Board, etc. 


This is the reason most reliable services are issued on 
a once-a-month basis. For example: 


A. Letters from leading financial institutions to their 
clients: First National City Bank Letter — Hanover 
Bank Letter—Guaranty Trust Letter—Cleveland Trust 
Company Letter. 


B. The National Association of Purchasing Agents 
Bulletin is published weekly, but NAPA consultants on 
economic affairs present their forecast on a monthly 
basis. The NAPA also issues its survey of the economic 
expectations of its members on a monthly basis. 


C. The Board of Governors of the Federal Reserve 
System issues its respected Bulletin once a month. 


D. The Department of Commerce issues its overall 
analysis of economic conditions and pertinent statistics 
in its monthly Survey of Current Business. 


E. Independent consulting economists customarily issue 
analyses to their clients on a monthly basis. For ex- 
ample: McGill Commodity Service; Lionel Edie Service. 


F. Corporation economists, whose whole function is to 
advise their own management, use a monthly cycle for 
their economic forecasts. For instance, Kaiser Alumi- 
num, Ford Motor Company. 


The economists who provide these services have adopted 
the once-a-month cycle for another good reason. Any 
shorter term could defeat the very purpose of the analy- 
sis, because it might over-emphasize short term ups 
and downs. This would actually distort the true trend. 


As to the purchasing man’s source for trend informa- 
tion, he can profitably use any of the services listed 
above that are available to him. In practice he generally 
prefers to use the trend information that is provided 
for him in his own business publication, which is inter- 
preted and presented in a way to serve the special needs 
of purchasing executives. 


information from Washington 


The purchasing agent needs information from Wash- 
ington, not in the form of spot news which he gets from 
the daily press and wire services ... but in the form of 
interpretation of current events as they apply to the 
purchasing side of business. 


The value of interpretation is not measured in the speed 
with which it is delivered, but in terms of its useful- 
ness to the purchasing agent. 


The ability to translate Washington news as it will 
affect procurement calls for an experienced understand- 
ing of the purchasing function. The development of this 
kind of information also requires well established con- 
tacts in the Capitol, painstaking research and skilled 
analysis. There is but one primary source of informa- 
tion from Washington of this caliber —the purchasing 
man’s own specialized magazine. 


information on products and processes 

The purchasing agent occupies a kind of “lookout sta- 
tion” for his company. He is always on the alert for new 
developments that can affect his own company’s product 
or production methods. This is one phase of the modern 
concept of purchasing for profit. 


Today’s purchasing agent, by training and experience, 
is highly qualified to explore every possibility for prod- 
uct improvement. He is in an especially strategic posi- 
tion because he is the line of communication between 
his supply sources and his own engineering, manage- 
ment and production people. 


Main source for this information, in addition to sales- 
men, is the purchasing agent’s own business magazine, 
a specialized magazine that reports information pur- 
chasing agents need about new products and new proc- 
esses, not as a technical engineer would want it, but the 
way the purchasing agent needs it. 


methods (how-to) information 


We have saved for last the most important of the pur- 
chasing agent’s informational needs — the techniques 
and procedures that are the backbone of modern pur- 
chasing. In one word, methods. 


Take Inventory Control, for instance. That’s a method. 
Without that method, spot prices would have no signi- 
ficance. A purchasing agent wouldn’t know how much 
his plant had on hand, or how much it needs, or how 
soon, or for how long. 
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Value Analysis is a method, too—a modern technique 
for scientific purchasing. The idea is that engineers, 
production men and the purchasing agent get together 
and examine every part, down to the smallest fastener, 
that goes into the finished product. Each is challenged, 
discussed, to see if it can be eliminated, replaced or im- 
proved. This is scientific purchasing. 


The list of methods in purchasing is a long one. It 
includes departmental organization, purchasing poli- 
cies, public and internal relations. It includes the rec- 
ords and systems and communications that are required 
to activate a purchasing policy. It also includes contract 
writing, a technique in itself that gets into legal obliga- 
tions and ethical practices. 


The function of purchasing is methods, and the need for 
methods or how-to information underlies every single 
purchasing act, from the need to the placing of orders. 


Where does the purchasing agent get the continuous 
flow of methods information that he needs? Of course, 
his own NAPA chapter meetings and conventions are 
important sources. He also swaps ideas with other pur- 
chasing people. But the only way he can know the best of 
what other purchasing men are doing, and be informed 
continuously, is through a business magazine devoted 
to all the industrial purchasing agent’s requirements. 


all this...and more 

No brief report of this sort can review all the informa- 
tional needs of the modern purchasing agent — much 
less assess their relative importance. But we sincerely 
believe that this summary suggests five important areas 
where specialized information is required. 


Nor can we report here all the sources of a purchasing 
man’s information. The daily press supplies some, and 
a good purchasing directory others. But the bulk of the 
specialized information the purchasing executive needs, 
with the exception of spot prices, is supplied, as you 
would expect, by his own purchasing publication. 


For 42 years, PURCHASING Magazine has provided this 
service for purchasing agents — furnishing essential in- 
formation and a constant flow of ideas. As the purchas- 
ing function grew in importance, this service was 
expanded. Sometimes the reverse has been true, with 
PURCHASING Magazine taking the lead in supplying 
ideas and information that helped purchasing grow into 
greater stature. With this background it is natural that 
PURCHASING is ever on the lookout for new services 
to render purchasing executives and the purchasing 
profession. Literally as well as figuratively, in our book 
the needs of the reader come first. 


How the information service 
of PURCHASING Magazine 
stacks up against these needs 


price information 

PURCHASING Magazine provides no spot prices. This is 
information that must be supplied every day, every 
hour, by ticker tape and the daily press combined. 


4 

trend information 

In its monthly feature, Pulse of Business, PURCHASING 
provides charts and figures that reveal price and eco- 
nomic trends of significance to purchasing executives, 
This trend information is interpreted by PURCHASING’s 
editors to meet the specific needs of industrial buyers. 


Pulse of Business has consistently earned Starch ratings 
in the middle to high 80’s... good evidence that these 
trend figures and charts are needed, wanted, and used 
by purchasing agents. 


In stepping up its publishing cycle from 12 to 26 times 
a year, PURCHASING can find no useful purpose to be 
served by increasing the frequency of Pulse of Business 
charts. On the contrary, more frequent publication than 


every other issue would tend to defeat the primary 
purpose of providing reliable trend information. 


The economic and market data section of alternate 
issues will present analyses of special situations in key 
commodity fields, regional reports on current business 
conditions, and a round-up of competent purchasing 
opinion and policy on problems of immediate concern. 


information from Washington 


This service is provided in every issue of PURCHASING 
Magazine. Its famed Washington Report interprets the 
news as it affects the legislative, judicial and particu- 
larly the executive branches of the federal government. 
The high readership of Washington Report, as meas- 
ured by Starch ratings, is due to interpretative report- 
ing by men experienced in purchasing and at the same 
time familiar with the sources of the kind of informa- 
tion purchasing men need. 


information on products & processes 
PURCHASING provides useful information in every issue 
on new and improved products, and on new processes 
as they are developed. This information is selected and 
edited specifically for purchasing agents by editors with 
a total of 97 years of purchasing experience. 


methods (how-to) information 

If PURCHASING Magazine provided nothing else, it would 
still serve purchasing agents effectively on the basis 
of the complete, well-balanced methods information it 
contains. 


Whole issues of PURCHASING have been devoted to value 
analysis and cost reduction methods. But every edition 
contains practical information, drawn from actual suc- 
cessful experience, on such topics as: how to organize 
for effective purchasing; how to buy for maximum 
ultimate value; how to manage inventories; how to set 
up efficient systems and records; how to deal with small 
orders and excessive paperwork; how to avoid legal 
entanglements; how to work with engineering and man- 
ufacturing departments; how to improve supplier rela- 
tions ; how to implement ethical standards; how to select 
and train buyers. PURCHASING is the methods maga- 
zine for industrial buyers ...and its editors know how 
to locate the best methods, to evaluate them soundly, to 
report them intelligently for purchasing executives. 


These editors are in constant demand as lecturers, not 
only by purchasing groups, but by educational and other 
business groups. Several of them are authors of man- 
uals and textbooks on various aspects of purchasing, 
used at many universities. 


Starting in January, PURCHASING Magazine will be pub- 
lished every other Monday. This decision, carefully con- 
sidered over several years, was taken primarily in order 
to present more methods information and to make that 
additional information more readable and, therefore, 
more valuable to purchasing men. 


For corroboration of this analysis... check 
these pages point by point with the man best 
qualified to do so— your own company’s pur- 
chasing executive. 


« Renewal rate 
consistently over 80% 
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$110,000,000 a Year 
Spent on Liquor Ads, 
Dealer Group Told 


M1aMI Beacu, Nov. 5—The dis- 
tilled spirits industry is currently 
investing more than $100,000,000 


a year in advertising and sales| 


promotion, Francis M. Fitzmaurice, 
vp of Four Roses Distillers Co., an 
affiliate of the House of Seagram, 

«told the National Retail Liquor 
Package Stores Assn. here last 
week. 

Mr--Fitzmaurice estimated that 
27% of the annual investment is 
made in national magazines, 43% 
in local newspapers, 10% in local 
outdoor and transportation adver- 
tising and 20% in point of pur- 
chase advertising. 

Contrasting business conditions 
today with those of a decade ago, 
Mr. Fitzmaurice said today “In- 
dustry is in paradox,” whereas ten 
years ago “industry was in para- 
dise.”” 


s He said that one of the most 
curious paradoxes in the distilled 
spirts industry today is the stock- 
ing by package stores of from 250 
te 1,000 brands per store, although 
60% of all whisky sales volume is 
generally done in less than three 
dozen brands. 

The tendency of consumers to 
purchase higher-price spirits items 
since the war, he said, is continu- 
ing. He cited the national switch 
from so-called “C” price brands to 
“B” price levels and to “A” brands 
and the growth in demand for im- 
ported whiskies, wines, 
liqueurs, gin and vodka, as indi- 
cative of the desire of an increasing 
number of consumers for quality 
and prestige merchandise. + 


FCC Okays WREX-TV Buy by 
Bob Hope and Syndicate 

The Federal Communications 
Commission has approved purchase 
of WREX-TV, Rockford, Ill, by 
a syndicate controlled by Bob 
Hope. Over the protest of Com- 
missioner Robert Bartley, who said 
further investigation was neces- 
sary, the commission authorized 
Continental Television Corp., 50% 
owned by Mr. Hope, to pay $2,- 
850,000 for the Channel 13 station. 

Other station sales approved by 
FCC include the transfer of WIIC 
Inc., licensee of WIIC-TV, Pitts- 


burgh, by Post Gazette Publishing | 


Co. to H. Kenneth and Margaret 
M. Brennen and Mary Thelma 
Bregenser for $500,000, and the 
sale of WROM-TV, Chattanooga, 
to Martin Theaters of Georgia Inc. 
for $722,500. 


Montgomery Retires as 
Exec VP of McGraw-Hill 


Paul Montgomery, exec vp and 


cordials, | 


‘Seventeen’ Forms New Unit 

Seventeen, New York, has 
merged its merchandising and pro- 
motion departments into one 
marketing division “in a move 
designed to broaden its merchan- 
dising facilities.” Heading the new 
division will be George Johnston, 
promotion director. Kay Corinth, 
formerly advertising manager of 
|William Skinner & Sons, has 
joined the magazine in the new 
post of assistant promotion direc- 
tor. 


“Redbook's’ Curtiss 
Cites ‘Dynamic’ Sell 
by Shopping Centers 


New York, Nov. 5—‘“The most 
aggressive, dynamic selling in 
America today is being done in 
shopping centers,” Donald L. Cur- 
tiss, merchandising manager of 
Redbook, told the Sales Executives 
Club of New York last week. 


“Retail sales facilities must be 
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sharply increased to match the 
population explosion that will 
reach its peak in the 1960s, when 
33,000,000 young people will marry 
and form new families,’ Mr. Cur- 
tiss said. 


® Today, 70,000,000 customers are 
buying $30 to $35 billion worth of 
goods and services in U.S. shop- 
ping centers, he said. During the 
next 20 years, the number of cus- 
tomers is expected to grow to more 
than 100,000,000, with additional 


1957 


annual sales totaling $75 billion, 
Mr. Curtiss predicted. 

Of the 2,400 shopping centers in 
operation today, he said, about 1,- 
200 regional centers are doing an- 
nual volumes ranging from $20,- 
000,000 to $80,000,000. + 


WIJMR Joins Porterfield 

John R. Porterfield, formerly 
with ABC Television and WNET, 
Providence, R. I., has been named 
station manager of WJMR and 
WFMR-TV, New Orleans. 


a director of McGraw-Hill Pub- | 
lishing Co., president of McGraw- | 


Hill International Corp. and Mc- 
Graw-Hill Co. of Canada, retired | 
Oct. 31 at the mandatory retire- 
ment age of 65. At the company 
it was said no successor will be 
named. Mr. Montgomery’s various 
responsibilities will be assumed by 
other executive officers of the com- | 
pany. Mr. Montgomery joined 


McGraw-Hill in 1934 as advertis- 
ing manager of Business Week, 
beeame publisher of the magazine | 
in 1945, and senior vp, publications | 
division, in 1950. 


I of the best 
prospects for appliances 
read America’s 

leading magazine 


Because Digest readers enjoy 
| _ more of the country’s top incomes, 
they buy more electrical appliances 
than any other magazine audience 


HAT YARDSTICK do you use to 


evaluate an advertising medium? 


The following measurements 


advertisers are spending 60% more in 
Reader’s Digest this year than in 1956. 
Ownership of electrical appliances: In 
American homes where one or more elec- 
trical appliances are owned—and where 
people are most able to buy new appliances 
—a single issue of the Digest reaches one 


person in three. 


Circulation: Starting January 1, 
Digest’s advertising rates will be based on a 
circulation of 11,500,000 copies. 
has the country’s largest magazine circu- 
lation—larger than the next two magazines 


combined. 


Audience: A single issue of the Digest 
reaches over 32 million Americans—of 


a = 


~~ waa" 


Poe < | 


show why 
for women. 


“noted” and 


whom 17 million are women. It reaches 
more men—and more women—than any 
magazine including those edited expressly 


Advertising readership at low cost per 
thousand: Dollar for dollar, four-color ad- 
vertising of home products in the Digest is 
“read most” 
and by more women than in any other 
leading magazine. 


by more men— 


Circulation concentration: 82% of the 


the 


The Digest 


Digest’s circulation is concentrated in the 
nation’s top-quality markets—where you 
find 82.7% of the country’s buying power. 


And Reader’s Digest offers you the 
greatest extra value of all: The faith of its 


readers—the kind of faith that creates a 


climate of confidence for your advertising 
message. More and more advertisers are 
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Purex Elects Stoneman 

Alan C. Stoneman has been 
elected president of Purex Corp. 
Ltd., South Gate, Cal. Formerly 
exec vp, he succeeds as president 
Adrien C. Pelletier, who was re- 
elected chairman of the board. 


Moseley Joins Globus 

Seth H. Moseley II, formerly 
corporate press relations manager 
of General Foods Corp., has joined 
Globus Co., New York, as public 
relations director. 


Exhibitors Weigh 
Sharing in Movies’ 
Institutional Push 


New York, Nov. 5—The motion 
picture industry may launch a $3,- 
000,000 institutional advertising 
campaign in 1958, it was revealed 
by the Motion Picture Assn. of 
America, an association of 10 ma- 
jor producer-distributors. 

Although the proposal has been 


in the works for a long time, a de- 
cision on the project will come at 
the Theater Owners of America 
convention scheduled for Nov. 20- 
23. The motion picture exhibitors 
had asked the industry as a whole 
for such a campaign. Willingness 
of the individual theater owners to 
part with the $1,500,000 necessary 
to make up their half of the “kitty” 
should be known at the end of the 
convention. 

Plans for the proposed campaign 
have been submitted by six adver- 


tising agencies with motion picture 
producer-distributor accounts. The 
probable distribution of the adver- 
tising money will be $2,500,000 for 
newspapers and spot radio and 
$500,000 for merchandising mate- 
rials, Taylor M. Mills, director of 
public relations for the Motion 
Picture Assn., told ADVERTISING 
AGE. 

Mr. Mills said six agencies had 
submitted plans for the proposed 
campaign, from which a composite 
campaign plan was drawn. Billing 


discovering that this kind 
people to action. 


Research shows that Reader’s Digest reaches more 
women of every age, more women in the “prime 
spending years,” than any other magazine studied.* 


of faith leads 


office nearest you. In Ne 


Reader’s Digest, 230 Park 
York 17, N. Y. 


For an analysis of how Reader’s Digest 
covers your best prospects, call the Digest 


MUrray Hill 4-7000; in Chicago, WHite- 
hall 4-2544; in Detroit, TRinity 5-9600; 
in Los Angeles, OLive 3-0380; in San 
Francisco, EXbrook 2-3057. Or write to: 


w York, call 


Avenue, New 


*Data from: “A Study of Seven Pub 
by Alfred Politz Research, Inc. 


People have faith in 


eader’s Digest 


Largest magazine circulation in the U.S. 
—over 1] million copies bought monthly 


lications” conducted 
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on the institutional campaign will 
probably be shared by all six agen- 
cies. since they all contributed in 
the planning stage, he said. Mr. 
Mills said the six agencies were: 
Donahue & Coe, Blaine-Thompson 
Co., Cunningham & Walsh, Charles 
Schlaifer & Co., Monroe Greenthal 
Co. and Buchanan & Co. # 


Stiglitz Appoints Two; 
Sets Sales Campaign 

Stiglitz Corp., Louisville appli- 
ance maker, has appointed Fred- 
eric V. Lacock vp in charge of sales 
and J. Arthur Jenkisson has been 
named a vp assisting Mr. Lacock. 
Mr. Lacock had been sales manag- 
er of Dresher Mfg. Co., Chicago, 
for the past five years; Mr. Jenkis- 
son was formerly sales manager 
of the special appliance division of 
George D. Roper Corp., Rockford, 
Ill. Stiglitz says it plans the “most 
concentrated sales campaign” in its 
history. New designs in the line 
will be promoted on a nationwide 
basis with special emphasis on the 
Imperial Sun-Aire gas dryer. 
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vestigation, 


ARMY TIMES 


ARMY NAVY AIR FORCE * 
REGISTER 


ARMY TIMES PUBLISHING CO. 


2020 M Street, N.W. © Washington 6,D.C. 


Every profitable investment in 
capital goods is preceded by in- 
estimation and 
evaluation. The strategy of reach- 
ing your maximum market and 
realizing your maximum potential 
should be determined by the same 
standard of appraisal and research. 
The Armed Forces number nearly 
6 million servicemen and depend- 
ents. Their annual income exceeds 
$9 billion. Their average age is 23 
years. They are the largest single 


PLANNING PRODUCES SOUND 
CAPITAL EXPANSION—AND SOUND 


MARKET EXPANSION 


specialized market in the world, 
and the buying habits which they 
are developing today will endure 
indefinitely. You can influence 
that development—now—through 
the mass coverage and massive 
impact of the world-spanning 
TIMES Service Weeklies. Learn 
the full facts and full significance 
of this vitally important market. 
The productivity of your sales 
promotion—immediately and 
ultimately—depends upon it. 


Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 


U.S. OFFICES: Boston, 


Honolulu, Los Angeles, New York, Philodeiphva, San Fi 
. FOREIGN OFFICES: Frankfurt, London, Paris, Rome 
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Marquette Cement 
Wins 2nd ‘Oscar’ 
for Annual Report 


New Yor«, Nov. 5—Marquette 
Cement Mfg. Co. last week re- 
ceived the gold “Oscar of Indus- 
try” for the best annual report of 
1956 at the annual awards banquet 
sponsored by Financial World. Sil- 
ver and bronze trophies were also 
presented to companies with an- 
nual reports judged best in their 
respective classifications. 

Walter A. Wecker, president of 
Marquette, received the gold tro- 
phy, for the report judged best 
of the 5,000 entries, from John 
M. Budd, president of the Great 
Northern Railway, last year’s win- 
ner. Marquette is the first com- 
pany to win the trophy the second 
time in the 17-year history of the 


competitions, getting its first Oscar; and third best in 100 industrial 


in 1947. 

Dr. G. Rowland Collins, dean of 
the graduate school of business 
administration, New York Uni- 


CONCENTRATED FOOD BUYING AUDIENCE 
CAPTURED BY OKLAHOMAN’S FOOD GUIDE 


Everything in the Oklahoman’s Fri- 
day Food Guide pertains to homemak- 
ing—no_ extraneous material is per- 
mitted. The result is a highly concen- 
trated audience of food-minded home- 
makers in a mood to make food buying 
decisions. 

This r.o.p. standard size section of 
food news and features—using full 
color—recipes, menus and food adver- 
tising is receiving enthusiastic coopera- 
tion and coordination by local food 
retailers. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES | 


The Oklahoman’s Food Guide sells 
food in a zooming food market. In 
metropolitan Oklahoma City alone 
food sales gained 40.4% (1956 over 
1953)*—the greatest gain in any met- 
ropolitan city in the great southwest, 
including Houston, Dallas, Fort Worth, 
San Antonio and Tulsa. 

Is your product keeping pace with 
this sales growth record in Oklahoma? 
Put this powerful food sales tool to 
work boosting sales for you! 

*Sales Management. 


published by 

The Oklahoma Publishing Co. 
represented by 

The Katz Agency 
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versity, and chairman of the board 
of judges, presented the silver 
trophies. 


® Recipients included: James M. 
Symes, president of Pennsylvania 
Railroad (best, transportation) ; 
Geoffrey S. Smith, president of .- 
Girard Trust Corn Exchange Bank 
(best financial institutions), and 
Lee H. Bristol, president of Bris- 
tol-Myers Co. (best, consumer 
goods). 

Silver trophies in the interna- 
tional classifications were award- 
ed to Michael L. Haider, president 
of International Petroleum Co., 
for the best report, Latin Amer- 
ica; and to J. R. Gordon, exec vp, 
International Nickel Co. of Canada, 
for the best Canadian report. 

Richard J. Anderson, editor and 
publisher of Financial World, 


awarded the bronze trophies to 
entries judged best, second best 


| categories. + 


Business Paper Ad 
Volume Is Up 3.4% 
for Year, Says ‘IM’ 


| Cuicaco, Nov. 5—In the first 
jten months of 1957, advertising 
|volume in business papers in- 
creased 3.4% (14,257 pages) over 
| the first ten months of 1956, ac- 
| cording to some 325 business pub- 
| lications reporting in the Novem- 
| ber issue of Industrial Marketing. 
|The month of October showed a 
lgain of 0.3% (154 pages) over 
| October, 1956. 

Industrial papers showed their 
first loss of the year in October, 
dropping 0.1% (44 pages) under 
October, 1956, but continued to 
show a gain for the year to 
date—5.1% (13,842 pages). Trade 
publications also reported a de- 
crease in advertising volume— 
2.6% (163 pages) for the month, 
and 5.1% (3,093 pages) for the 
year to date. 

The group of product news pub- 
lications reported an increase of 
4.1% (162 units) for October, and 
gained 1.5% (500 units) for the 
first ten months of 1957 over the 
same 1956 period. Class papers 
gained 3.7% (145 pages) for the 
month, and 5.8% (2,008 pages) for 
the year to date. Export papers 
continued to report an increase— 
4.6% (54 pages) for October, 1957 
over October, 1956, and 8.9% (1,- 
000 pages) for the first ten months 
of 1957 over 1956. + 


P&G Awards 60 Scholarships 

Procter & Gamble Co., Cincin- 
nati, has awarded 60 scholarships 
to 47 colleges for the 1958-59 
school year. Part of a program be- 
gun in 1955-56, the 60 awards 
bring to 240 the total number of 
scholarships now in effect. Each 
scholarship pays four years tui- 
tion, plus other allowances to stu- 
dent and school and is adminis- 
tered entirely by the school. 


RAB Advances Curry 

John T. Curry Jr., formerly 
manager of station services of 
Radio Advertising Bureau, New 
York, has been promoted to the 
new position of manager of region- 
al sales for the bureau. He will 
be responsible for RAB’s work 
among regional advertisers. 
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New Starch Consumer Magazine Report 

Shows that among all leading = 

consumer magazines in the report, 
PARENTS’ MAGAZINE ranks FIRST.. 


FIRST .. percent of Married Women 
FIRST .. percent of Families with Children under 18 


Cj RST in percent of Mothers 
FIRST .. percent of Mothers 18 to 34 
FIRST in percent of Families with Heads under 45 


(with children under 18) 


FIRST in percent of Readers married less than 10 years 
FIRST i. jerccn 0) Family incomes $4,000—$9,999 


SECOND in percent op Women readers with high school or college education 


(I1st—The New Yorker) 


In view of PARENTS’ MAGAZINE’s “first” in important magazine audience characteristics, it is entirely 
logical that among leading consumer magazines, according to the new Starch report, PARENTS’ also ranks 


FIRST in percent o» Families who buy more Food (825 0 more per week) 
FIRST in percent of Families who buy Life Insurance 
SECOND in percent of Families who buy Homes 
SECOND in percent of Families who buy Furniture or Rugs (3200 o- more) 
FIRST in percent of Families who own Automobiles 


FIRST .. ,...0:.; Families who own Automatic Washing Machines 


FIRST in percent of Families who own Automatic Clothes Dryers 


Pa nis 53 Ask your PARENTS’ MAGAZINE representative to show you a detailed 


Mee asene 


ewan seurnee ca tee: copy of the 52nd Consumer Magazine Report by Daniel Starch and Staff. 


1,775,000 WAMen 


Paid Circulation C,, consume 


THIS SEAL 


oF INCREASES CONSUMER 
6,000,000 CONFIDENCE 
toatl Readership Bi MACATINE © 2 AND BUILDS SALES 
mo erst Vi 


Families with Children 


PARENTS’ MAGAZINE 52 Vanderbilt Avenue, New York 17 + Atlanta + Boston * Chicago * Los Angeles * San Francisco 
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:* 217,900 Metropolitan Area Population 
i 15-County Market Area With... 

 % 587,400 Population 

* 183,060 Families With .. . 


Over a billion dollars to spend! 
_ FORT WAYNE NEWSPAPERS, INC., Agent 


The News-Sentinel * THe JouRNAL-GAZETTE 


Represented wv ee Co.—New ae ee Francisco 
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DuMont Labs Reports 
Third Quarter Profit 

Allen B. DuMont Laboratories, 
Clifton, N.J., has reported a profit 
of $20,000 for the third quarter of 
1957 from sales of $10,302,000. Dur- 
ing the same quarter of 1956 the 
company had sales of $12,019,000 
and an operating loss of $1,041,- 
000, which was reduced to a net 
loss of $439,000 after a tax carry- 
back credit of $601,000. 

For the first nine months of this 
year the company suffered a loss 
of $978,000 on sales of $30,151,000. 
For the first nine months of 1956 
the operating loss was $2,133,000, 
which was cut back to $923,500 af- 
ter a tax carryback credit of $1,- 
209,500 on sales of $34,490,000. 


Napier Tells How 
‘Viewpoint Errors’ 
Invalidate Research 


Cuicaco, Nov. 6—Most com- 
mon marketing errors are “point- 
of-view” errors, resulting from 
failure to get the facts and inter- 
pret them objectively, according 
to J. P. Napier, exec vp of A. C. 
Nielsen Co. 

Writing on “How to Reduce the 
Cost of ‘Point-of-View’ Errors” in 
the November “Nielsen Research- 
er,” Mr. Napier says error creeps 
in because few people will admit 
being other than completely ob- 
jective in their approach to a deci- 
sion. 


oti, aS sie ati 2 


ee 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co. 


Circulation: 458,373 daily °* 
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for industry —all kinds 
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Carling’s $20,000,000 brewery on a 35-acre tract on 


Atlanta’s South Expressway adds another industry 
to Atlanta’s well-balanced market. The brewery with 


an annual payroll of one million dollars is the first 


built in The South since 1935. 


Phenomenally growing Carling’s moved from 62nd 
place in the U. S. brewing industry to 8th in the 
past 7 years. From Atlanta’s plant 350,000 barrels 
of beer a year can be distributed to the Southeast. 
Carling’s adds another industry to Atlanta where 
no one industry is king, but one medium is—The 
Atlanta Journal and Constitution. Circulation well 


over half a million. 


512,559 Sunday (4.8.C. 3/31/57) 


Advertising Age, November 11, 1957 


Nine out of 13 “most common 
marketing errors” listed by A. C. 
Nielsen Jr. and shown in the same 
issue of “Nielsen Researcher” are 
point-of-view errors, Mr. Napier 
contends. These are: 

Failure to estimate the market 
potential accurately; failure to 
gauge the trend of the market; 
failure to establish the advertis- 
ing budget by the job to be done; 
failure to adhere to policies es- 
tablished in connection with long 
range goals; failure to test-market 
new ideas; failure to differentiate 
between short-term tactics and 
long-range strategy; failure to ad- 
mit defeat (and to change); fail- 
ure to try new ideas while a brand 
is climbing; and failure to ap- 
praise objectively a competitor’s 
brands. 


s (Mr. Nielsen’s list also includes 
failure to keep a product up to 
date; failure to appreciate region- 
al differences in market potential 
and in market trend; failure to 
appreciate seasonal differences in 
a buyer’s demand; and failure to 
integrate all phases of the mar- 
keting operation into the over-all 
program.) 

“Having the facts obviously is 
no guarantee of any objective de- 
cision,” Mr. Napier writes, “oth- 
erwise the list would be markedly 
different. 

“The insidious thing about this 
entire situation is that everybody 
has a point of view. Yet few will 
readily admit being other than 
completely objective in their ap- 
proach to any decision.” 

He cited the use of salesmen to 
conduct research as a way in which 
a decision can be warped by fail- 
ure to be objective. In reporting 
research data, the salesman might 
subconsciously ask himself: “How 
does this affect me?”—and then 
proceed with a clear conscience to 
answer the research questions from 
his own positive point of view. 


® Errors in gathering data can 
also come from a wrong selection 
of a sample or lack of a uniform 
definition of things to be meas- 
ured, Mr. Napier writes. 

Stumbling blocks in interpret- 
ing data include the following, he 
Says: Distrust of research data, 
over-optimism, pride of author- 
ship (of unsound ideas) and re- 
search to “prove” a point rather 
than research to learn. + 


Chambers, Wiswell Names 4 

Four appointments have been 
announced by the new Chambers, 
Wiswell, Shattuck, Clifford & Mc- 
Millan agency, Boston. Eleanor M. 
Hoey and David M. Guinee have 
been named print media manag- 
ers. James E. Lee is production 
manager, and Mrs. Gertrude M. 
McCarron is traffic manager. Miss 
Hoey formerly was media manager 
of Shattuck, Clifford & McMillan. 
Mr. Guinee was media manager 
of Chambers & Wiswell, and Mr. 
Lee was production manager for 
the same agency. Mrs. McCarron 
was bookkeeper at C&W. 


Freedman to Market Forge 

Sumner H. Freedman, former 
copy chief of John M. Lord & Co., 
Boston agency, has been named 
marketing director of Market 
Forge Co., Everett, Mass. 
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Important 


rate base announcement by 
“U.S.News & World Report” 


First, the page rates which we announced on March 25, 
1957, for the calendar year 1958, will remain in effect all 


through the year 1958 without change. 


Second, effective with the issue of January 3, 1958, 


the circulation rate base will be 1,000,000 net paid average 


1,000,000 


for each subsequent six months period in place of the 


960,000 figure announced August 21, 1957. 


This means that in 1958 “U.S. News & World Report” 
will have the lowest page per thousand rate of any news 


magazine or management magazine. 


H. L. BEHLKE 
Advertising Director 


see next pages 
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The growth of 
‘“U.S.News&World Report’’ to 


1,000,000 


(): What brought this growth about? 


A: The very same basic publishing policies that make this magazine one of 
the great advertising forces in America today. It is the one complete news mag- 
azine for business and professional people and their families, and more and 
more of these people are finding it best suited to their needs. 


(): What accounts for the steady growth of “U.S.News & World 
Report”— from 275,000 in 1947 to more than 1,000,000? 


A: It’s because ‘““U.S.News & World Report” devotes its entire content each 
and every week to the essential and useful news of our national life 
including world affairs. It gives this news complete coverage—in simple 
writing, easy to read, easy to understand. Never before has the demand 
for this news, gathered and analyzed in this fashion, been so great. 


(): What kind of people read “U.S.News & World Report”? 


A: The kind of people who have the biggest stake in the important news— 
high-income people of responsibility and authority, at their jobs and in their 
communities. Three out of four subscribers to ‘‘U.S.News & World Report” 


hold managerial positions in business, industry, finance, government and the 
professions. 


An essential magazine ... essential to more and more readers ... essential to more and more advertisers 
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* What has made “U.S.News & World Report” such an effective 
advertising medium? 


om. _ 


A: The facts here, of course. But more than that. Because ‘““U.S.News & 
World Report” publishes more pages of news than any other news magazine, 
advertisements have their best opportunity to ‘“‘stand out’’—to command the 
attention they deserve. Readers tell us they like the news in the advertise- 
ments. Advertisers tell us that this more intensive readership and greater 
visibility produce sales results. 


SOP 10006088 


SS Oe Be Ps oS a 


Sm Agren ON CIRCULATION: RATE anni? % 


275 000 


Remember, in 1958, coverage of these important, high-income people* 
can be had at lowest per-thousand costs of any news magazine, or any man- 
agement magazine. 

These are important advertising facts. Every one of them is made on the 
solid ground of either public records or sound independent research. 

Together, they spell out those concrete values every advertiser seeks— 
the values that make his advertising message move into action by the people 
most important to him. 


COMPLETE 


NEWS MAGALINE 


. a market not duplicated by any other magazine in the field 


Kk Lowest per-thousand cost for managerial coverage, lowest per-thousand 

cost for coverage of families with incomes of $7,500 or more. For more infor- 

mation on how “U.S.News & World Report’’ covers your best markets, call 

our advertising offices at 45 Rockefeller Plaza, New York 20, N.Y. Other 

advertising offices in Boston, Philadelphia, Detroit, Chicago, Cleveland, St. 
.. Louis, Los Angeles, San Francisco, Washington, and London. 


CIRCULATION RATE BASE PAGE COST PER THOUSAND ADVERTISING PAGES 
- Jt tt SE Es Ute OO Se 


MN ER ene Be Oy Oe RE es a ee eo Se SSeS 
‘47 48 49 "50 ‘51 '52 ‘53 54 '55 "56 ‘57 '58 ‘47 "48 "49 "50 "51 '52 '53 54 '55 '56 '57 '58 '47 "48 '49 "50 '51 '52 ‘53 °54 "55 '56 


America’s Class News Magazine 
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Retailers know where the money is 
...ln Boston 


2,200,000 lines leadership* 


over the second paper 


(1st 9 months, 1957) 


*Larger daily figure for each newspaper plus Sunday 


ONE contract delivers the BIG BU. 


The BOSTON HERALD-TRAVELE 


Boston’s Basic Buy 


PHILADELPHIA ¢ DETROIT « LOS ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. 


in Boston 


Advertising Age, November 11, 1957 


KICK OFF—About 2,200 24-sheet posters and 1,000 three-sheet posters 
began going up last week for Sun-Maid Raisin Growers of Califor- 
nia and its Sun-Maid raisins in 1%-ounce and 14-ounce packages. 
Smaller package comes in handy six-pack. Agency: Maxon, Chicago. 


Intertype Boosts Clawson 

William T. Clawson, formerly 
sales promotion manager of Har- 
ris-Seybold Co., a division of Har- 
ris-Intertype Corp., Cleveland, has 
been named director of advertising 
and promotion of the parent com- 
pany. 


Just look at the size 


of their practices 


1I3s,.S9Ss.2es 


patients monthly 


And for these thirteen million plus patients 


POSTGRADUATE MEDICINE doctors write over 


10,000,000 Rx’s on an average every month. 


Yes, your busiest doctors buy PosTGRADUATE 
MEDICINE solely to keep ahead. 


That’s why we say your selling dollars 


earn more in this, the busiest doctors’ journal. 


Are you sure you’re taking full advantage of it? 


Postgraduate Medicine 


Selling your busiest doctors 


31,272 Net Paid ABC* 


* Publisher's Statement 6 months ending June 30, 1957 as filed with ABC, subject to audit. 


for distinguished Service in Medical Journalism 
THE 1957 HONOR 


. PERIODICALS IN EXCESS OF 3000 CIRCULATIONS 


POSTGRADUATE MEDICINE 


f 


inpard 


AMERICAN MEDICAL WRITERS ASSOCIATION 


Paid-up Contracts 
Foretell Hike in 
Car Sales: Eggert 


Cotumsi1a, Mo., Nov. 6—Delin- 
quencies on automobile loans are 
today only 1% of accounts out- 
standing, compared with 3% be- 
fore World War II, Robert J. Eg- 
gert, Ford Motor Co.’s marketing 
research manager, told the Instal- 
ment Credit Assn. today. 

He predicted that there will 
soon be a sharp upswing in auto- 
mobile instalment contracts be- 
cause many of the existing con- 
tracts are coming up for termina- 
tion. 

“Instalment contracts,” he said, 
“will soon be terminated at an 
average rate in excess of 300,000 
per month, compared to the pre- 
vailing rate of approximately 200,- 
000 per month in 1956 and the 
early part of 1957.” 

Mr. Eggert denied that there 
has been any over-expansion of 
credit. “Over one-third of the na- 
tion’s families have $1,000 or more 
in liquid assets, which means con- 
sumers are now in a much strong- 
er position to assume and repay 
debt,” he said. 


= Mr. Eggert also said that it’s 
easy to predict who will buy a 
car on credit. 

He said that buying on time is 
heaviest in these three areas: (1) 
18 to 24 age group, (2) the west- 
ern part of the country and (3) 
the $3,000 to $3,999 yearly income 
group. 

Where is it lowest? In (1) the 
65-and-over age group, (2) the 
northeastern part of the country 
and (3) the $10,000-and-above 
yearly income group. # 


Gulf Publishing Elects 
William Dudley President 
William G. Dudley has been 
elected president of Gulf Publish- 
ing Co., Houston. He succeeds his 
father, Ray L. Dudley, who died 
Oct. 29 (AA, Nov. 5). Formerly a 
vp, he has worked in various de- 
partments of the company for the 
past four years. At the same time, 
Mrs. Ray L. Dudley was elected a 
vp of the company. 


sell to 

industry? 
| hace SRR > 

then you'll 

want to learn 

all you can 

about the man 

who buys 

for industry 

see pages 24 & 25 
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We try in our advertising pages to give our readers 


a balanced selection* of quality goods, services, and 
ideas in many fields, and to keep the magazine 
from becoming top-heavy in any one classification. 


*A publishing principle which has guided The New Yorker for thirty-two years. 
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Advertising 
puts EDSEL 
‘on the road” 


Eldon EK Fox advertising. A substantial schedule 


Advertising Manager, Edsel Division of Outdoor advertising was pur- 
Ford Motor Company, says: chased to introduce the Edsel. And 


“One of the fastest ways to putthou- by rotating copy and locations each 
sands of new Edsel cars on the month, a wide selection of the 18 
streets and highways in dominant — body models of this remarkable new 
size and color was through Outdoor automobile was displayed.” 


: 84% of all people living in households intending to 
purchase an automobile are poster readers* 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MeoIUM =O s. COM J 


DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Market Readers — Starch Continuing Study of Outdoor Advertising 
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Spot Radio and Reps 
Ride New Sales Boom 


(Continued from Page 2) 
put together. Blair is grossing 
more than $23,000,000, ADVERTISING 
Ace estimates. The two other big 
leaders in volume are Peters, Grif- 
fin, Woodward and the Katz Agen- 
cy. 


s None of the leaders will reveal 
sales figures, but one source close 
to the industry estimates that the 
top four—with either the Henry I. 
Christal Co. or Edward Petry & Co. 
probably in the No. 4 spot—ac- 
count for about 32% of the market. 

(It should be remembered that 
this refers only to radio. Most 
station representatives handle tv 
as well, and some in the “me- 
dium-size” group in radio volume 
would rank higher if the combina- 
tion of tv and radio were consid- 
ered.) 

The remarkable upsurge in spot 
radio in the past two years has 
seen Blair hike its sales 56% in 
the first half of this year over 
the last year’s first half, while 
Katz in 1957 is up about 25% and 
PGW about 20% (after a 35% 
jump in 1956). 


= The _ station representative's 
personal share in spot radio’s rise 
comes from commissions that are 
normally 15%, although there are 
variations down to 12%% and up 
to 17%. 

The big chunk of increased 
business has been in the major 
markets such as New York, Chi- 
cago, Los Angeles, etc., which are 
drawing the primary attention of 
the big advertisers turning to spot 
radio. In fact, some station rep- 
resentatives are hesitant to talk 
too much about the new prosperity 
because some stations in smaller 
markets are actually showing a 
loss. When they see reports of a 
spot radio boom, they want to 
know why they aren’t sharing in 
it, and the pressure goes on the 
rep. 

But other stations, riding the 
crest, have seen their spot radio 
sales rise as high as 110%. 


s Arthur Bagge, midwestern ra- 
dio sales manager of PGW, affirms 


that spot radio time sales in the 
25 top markets, and probably the 


EL PASO 


Capital City of 
Phe frbulous Southwest 


Largest Geographical 
Market in the Nation 


Covered exclusively by 
Two Separate Papers 
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top 50, are all up, but that “when 
you drop below the top 50, and 
certainly the top 100, you can find 
some markets with decreased vol- 
ume.” 

Because of all this, one of the 
secrets of success for station rep- 


resentatives today is a roster of 
stations in major markets. Blair, 
which has 45 stations, happily 
lists 29 of them in the top 50 
markets. Katz has 40 stations, in- 
cluding 23 in the top 50 markets, 
and PGW has 31 stations, includ- 
ing 10 in the top 50 markets. Of 
Christal’s 18 stations, all but two 
are in the top 50 markets. 

Top markets, as the term is 
commonly used in the trade, 
means tops in population—the 
places with the packed-in listen- 


Advertising Age, November 11, 1957 


ers. This is a pretty good measure, 
although not infallible. R. Roy 
Miller, Chicago manager of radio 
sales of the Katz Agency, observes 
that it is possible to go wrong 
evaluating a station by its city’s 
population. 

He cites Station WNAX, Yank- 
ton, S. D., a Katz client, which cov- 
ers a large area outside Yankton 
including Sioux City, Ia. WNAX 
ranks as the 4lst largest station 
nationally in number of listeners, 
but if you list it by population of 


Yankton, compared with other 
U. S. cities, its rank gets lost some- 
where in left field. 


s But WNAX and Yankton are 
unusual. Spot radio’s big upsurge 
is centered largely in the major 
markets. 

Last August station representa- 
tives could count 80 large and 
well-known national advertisers 
that had entered spot radio in the 
past year, advertising on what the 
trade calls a saturation basis, that 


“ ..the 


Frederick R. Cross is Director of Advertising at Stewart-Warner Cor- 
poration. Immediately following graduation from Kenyon College in 
1917, he entered the Army as a lieutenant of artillery. After the war 
he spent 2 years with an advertising agency and then 2 years in the 
Sales Department of Procter & Gamble. He then joined the Alemite 
Division of Stewart-Warner and in 1926 became advertising manager. 
Seven years later he was named to his present position. We recently 
visited Chicago and had the opportunity to talk with Mr. Cross about 
the part trade and industrial publications play in his advertising 
program. Here are the highlights of that discussion. 


Q Mr. Cross, just how would you de- 
scribe the Stewart-Warner operation? 


A We area large and highly diversified 
manufacturing organization whose prod- 
ucts are marketed internationally. We 
have 10 fully integrated divisions, each 
holding a place of leadership in its field. 


Q What are your major product clas- 
sifications? 


A Automobile parts and accessories; 
heating and air conditioning; aviation 
heat exchange equipment; casters for the 
household and industrial markets; mili- 
tary and civilian electronics equipment; 
lubricating systems and equipment for 
automotive, industrial, and farm use. 


Q in which of these fields did Stewart- 
Warner get its start? 


A We began as manufacturers of speed- 
ometers. 


Q When did the present organization 
come into being? 


A You might say that the corporation 
as we know it today dates from 1924, 
when we acquired the Bassick and 
Alemite Divisions. All other subsidi- 
aries have come into the organization 
since that time. 


Q How long has Stewart-Warner been 
advertising? 


A For some 50 years. However, our 
first regularly scheduled industrial ad- 
vertisement appeared in 1922, 


means for getting quick and 


Q Has there been @ steady growth in 
your use of the trade and industrial 
press over the years? 


A Yes. We now use close to 60 publi- 
cations in that category. 


Q Just what would you say your 
advertising philosophy is? 


A Well, let me say for one thing that 
Stewart-Warner has always been a 
strong believer in advertising. It is a very 
necessary part of our over-all business 
formula and certainly has contributed 
in no small way to the success we have 
enjoyed, 


Q How do you feel on the subject of 
consistency? 


A We have rather strong convictions 
about that. We not only believe that 
advertising should appear regularly in 
the magazines we use, but also that it 
should appear continuously year after 


year—both in bad times and good. 


Q Would you go so far as to say that 
intermittent advertising is wasteful? 


A Well, let’s just say we believe it is a 
mistake to advertise on a hit-and-miss 
or now-and-again basis—a mistake we 
refuse to make. After all, advertising is 
an integral part of the sales effort, and 
I don’t know of any successful organiza- 
tion that goes after sales on an inter- 
mittent basis. 


Q Do you base your advertising 
budgets on the percentage formula? 


A No we don’t. As I have said, we look 
on advertising as something to be done 
in a planned and iterated way year in 
and year out. But whenever sales slip off, 
we recognize the need to advertise even 
more aggressively. Now if we were to 
use the percentage of sales formula to 
establish our budget we’d be doing just 
the opposite—we’d be doing a smaller 
amount of advertising when business is 


off than when it is good. 
Q What are your advertising objectives? 


A We have several, of course. We use 
consumer r-edia, where appropriate, to 
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is, ranging from 24 to 200 spot an- 
nouncements a week in each mar- 
ket. Among the newcomers were 
such notables as Kleenex, Beech- 
Nut gum, Du Pont, Greyhound, 
Dow Corning, Plymouth, Schick, 
Tenderleaf tea, Ben Gay, Pepper- 
= Farm and Heinz, to name a 
ew. 


s Why this resurgence of spot ra- 
dio? As a starter, it’s probably 


In simple terms, spot radio is 
the use of local radio by national 
advertisers. Usually, but not al- 
ways, it means spot announce- 


ments, for which time is pur-| 
chased on as many or as few 


stations in as many or as few mar- 
kets as the advertiser feels are 
needed to give radio advertising 
support to his sales and distribu- 
tion. Spot radio also includes spon- 


|sored programs. Example: Local 


wise to clarify just what spot ra-|newscasts sponsored by a national 


dio is: 


advertiser. 


Spot radio’s selling argument is 
its flexibility and local impact. 
In the words of Lawrence Webb, 
managing director of the Station 
Representatives Assn., it “allows 
advertisers to pick the markets, 
the times, the stations and the 
local personalities who will do the 
most productive selling job possi- 
ble.” 


s When you ask time buyers and 
sellers why spot radio is doing so 
well, you get a variety of answers. 


Most often heard is that radio 
programming and selling both 
have improved greatly in the past 
several years. 
|= Six or seven years ago, gten' 
radio really began feeling the| 
pinch of television, radio rates 
kept coming down and the wheel-| 
ing and dealing was rather stren-| 
uous. It was not uncommon for) 
stations and their reps to make) 
deals with time buyers whereby 
time was sold at less than pub- 


deep penetration in 


build interest in and demand for our 
consumer products and services. We use 
the business and trade press—both 
horizontal and vertical—to create aware- 
ness of and interest in our products in 
their various fields and to make the work 
of our salesmen easier and more profit- 
able. Finally, we use advertising in selected 
media to sell our size, stability and 
diversity of product and field so as to 
publicize Stewart-Warner as a successful 
and progressive organization, one devot- 
ing a great deal of effort and money to 
research and development. 


Q Do you actually sell through ad- 
vertising? 


A We are actually selling all the time, 
but indirectly. None of our divisions 
are in the mail order business. Our 
advertising is designed to support the 
efforts of our salesmen by paving the 
way for them through making their pros- 
pects and customers aware of us and 
the products we manufacture, and to 
serve as “extra calls” between their 
regular visits. 


Q As the director of advertising, are 
you satisfied with the degree of accept- 
ance that today’s highly trained sales- 
men have for advertising? 


A i'm never satisfied. It’s a job that 
you have to keep eternally at, because 
salesmen, the very best of them, seem 
prone to overlook the importance of 
advertising as a sales tool unless you keep 


**We not only believe that advertising should 
appear regularly in the magazines we use, 
but also that it should appear continuously 
vear after year—both in bad times and good.”’ 


It has been my experience that almost every- 
body in business, at least everybody interested 
in advancement and business success, is an 
avid reader of his trade or industrial press.”’ 


pounding away—ever reminding them 
what a potent tool it really can be when 
used correctly. 


Q What have you found to be the most 
successful copy themes? 


A think that on the whole our most suc- 
cessful advertisements are built around 
case histories and testimonials. Naturally 
we can’t often use this technique on 
product announcements and the like, 
but when it comes to pushing an estab- 
lished item, I believe the case history 
type of advertising registers better and is 
the most effective—it permits us to 
tell how our products perform in actual 
use and what customers have to say 
about them. 


any industry” 


Q How important are trade and indus- 
trial publications in modern industry? 


AL think they play a most vital part. 
They are, in a sense, the nerve center or 
communications center for industry 
through which most news or information 
flows. They make possible the fast and 
accurate exchange of ideas and informa- 
tion upon which industry thrives. It has 
been my experience that almost every- 
body in business, at least everybody 
interested in advancement and business 
success, is an avid reader of his trade or 
industrial press. And such publications 
are of great value to advertisers, 


Q Would you say that the trade press 
is indispensable to the man who hopes 
to succeed? 


A Yes, I would say it is, 


Q Why are trade and industrial maga- 
zines of particular value to you as an 
advertiser? 


A They represent the means for getting 
quick and deep penetration in any in- 
dustry in which we have an interest, 
Their speed of coverage has a particular 
appeal to us, because even the best 
sales force starting out with a new prod- 
uct can’t be expected to get the word 
around to all customers and prospects 
fast enough. This is particularly true 
in industries where interviews tend to 


be lengthy and people difficult to see. 


Through the use of trade and industrial publications you are able to communi- 
cate with your customers and prospective customers in an atmosphere that is 
natural to them, most productive for you. In this respect, the responsible 
trade press serves a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and a 
strict control of circulation that assure confidence on the part of readers and 
advertisers. With such acceptance goes proportionate selling power. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


lished rates in order to get the 
business. Time buyers could shop 
around for the best deal; more 
and more the reps found them- 
selves selling low budgets, rather 
than spot radio. 

But in the early 1950s station 
representatives devised the “pack- 
age plan.” In 1952 it spread and 
became standard. Under its pro- 
visions, rates became cheaper as 
the amount of time purchased by 
an advertiser increased. Advertis- 
ers were encouraged to use spot 
radio on a saturation basis, taking 
advantage of the lower rates for 
greater frequency. 

Some of the sales results from 
saturation campaigns were grat- 
ifying, and still more advertisers 
were lured into spot radio as the 
snowball began to roll. 


® Today, with business very good, 
the deals are few—for the simple 
reason that no good station rep- 
resentative needs them. He can 
sell without them. 

Daniel Deneholz, director of re- 
search-promotion at Katz, said 


of Boosting Sales... 


...in this rich Oregon mar- 
ket. KVAL-TV, Eugene, and. 
KPIC-TV, Roseburg, give you 
the one combination that 
brings you complete cover- 
age of the Pacific North- 
west's Sth largest market... 
reaching 163,600 families 
with spendable income of 
$776 million! A great sales 
potential, just waiting for 


you! 


Contact your Holling 
man, or Moore an 
(Seattle-Portland). 
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WIDE, WIDE INTERESTS 


Engineering serves them ALL! 


e NOW asingle weekly magazine serves all the major interests of 
men engaged in product design, research and development 


e Authoritative editorial content assures INTENSIVE READERSHIP 


e Covers in depth key product development personnel 
at all levels of PRODUCT PLANNING 


e Rapidly INCREASING CIRCULATION gives 
you extra benefits 


e Greatly improved VISIBILITY for your message 


e Choose the BEST EDITORIAL ATMOSPHERE 
for your advertising 


e Vastly expanding sales potential for your products 
in the ORIGINAL EQUIPMENT MARKET 
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that station representatives are 
doing more to sell the concept of 
spot radio. “There’s been a hell 
of a lot of selling,” he observed. 

On the buying side, Thomas A. 
Wright, manager of the media de- 
partment, Leo Burnett Co., con- 
firmed that station representa- 
tives are doing a better sell- 
ing job. “Radio salesmen have 
changed,” he said. “They have 
stopped talking to themselves and 
are now selling radio for what it 
is, for its real values.” 


® Among the evidences of in- 
creased sales effort: 

In five years John Blair & Co. 
has added three new offices, in- 
creased its sales staff by one- 
third (to 28 salesmen), doubled 
its research staff (now four men) , 
more than doubled the sales de- 
velopment staff for preparing sales 
presentations (five mci:) and has 
added a station operation depart- 
ment of two men in addition to the 
Blair program committee, who 
study and make recommendations 
on programming for each station 
on the roster. 

On their sales calls this year 
Blair salesmen are carrying dim- 
inutive transistor phonographs, on 
which they play recordings of a 
few moments of the best commer- 
cials, best programs and best lo- 
cal radio personalities to impress 
customers with what can be done 
in spot radio and to help educate 
them in its best use. 

At Katz Agency, the present 15- 
man research-promotion depart- 
ment has been increased 25% in 
the past two years. Like other lead- 
ing station representatives, Katz 
provides “management consulta- 
tion” to its stations on program- 
ming, rates and sales problems. 
One man travels the country, lis- 
tening to programs of client sta- 
tions and their competitors and 
advising on improvements. 

The trend, particularly among 
the larger reps, has been an in- 
crease in this kind of service. 


® Roy Miller, of Katz, said that 
one aspect of the improved sell- 
ing has been that station repre- 
sentatives are doing more selling 
at the advertiser level, rather 
than limiting themselves to sell- 
ing in the agencies. “Today,” he 
said, “we are calling directly on 
Procter & Gamble, Colgate, Amer- 
ican Tobacco, etc.” 

But along with the improved 
service and stepped up selling, 
reps insist, has been strong im- 
provement in programming. Radio 
has turned to a low-cost and suc- 
cessful formula of recorded music 
and news, presided over by a 
flock of disc jockeys with per- 
sonalities varying from folksy to 
sophisticated, depending on the 
market. 

In a sense, radio and its disc 
jockeys have gone into the record 
business. With today’s program- 
ming, they are “selling” hit rec- 
ords for the record companies. 
Service is stressed, in the form of 


What kind of 
information 
does an 
industrial 


purchasing 


agent 
need 


Where 
does he 
get it * 


you'll find some clear-cut 
enswers starting on pages 24 & 25 


a heavy sprinkling of time and 
weather announcements, particu- 
larly in the prime morning hours 
from 6 to 9. 


s Many radio stations have taken 
to mobile units to give better lo- 
cal news coverage. In Dallas, 
station KTSA will use as many 
as six voices, including some from 
mobile units, en one newscast— 
offering variety, excitement and 
on-the-scene reporting. (A New 
York agency man commented that 


Dallas offers better news coverage 
than New York.) 

Mobile units are used freely for 
“human interest” interviews with 
a great variety of people, ranging 
from shopping housewives to high 
school students on their way to 
exams. All this eager talent, of 
course, is free. 


® Clifford J. Barborka Jr., vp and 
Chicago manager of John Blair & 
Co., said that station representa- 
tives today are selling “music and 
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service.” This, he said, applies to 
both network-affiliated and inde- 
pendent radio stations which are 
doing a good job of local program- 
ming in their areas. He believes 
further, that the term, disc jockey, 
is fast becoming inadequate and 
outmoded. 

“The old disc jockeys are giv- 
ing way to something better: to- 
day they are ‘on-the-air sales- 
men,’” Mr. Barborka said. “The 
hand-cupped-on-ear fellow who 
used to intone coldly and with 


exquisite diction that ‘this is the 
WBBM Air Theatah’ has been re- 
placed by a guy that you like—a 
salesman.” 

Another lift for spot radio, the 
experts say, has been improved 
commercials. Plenty of third rate 
commercials can still be heard on 
any station, but the best commer- 
cials are like nothing ever heard 
on radio ten years ago. 


® Advertisers today are making 
their singing commercials with 
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full orchestras. The good creative 
writers, who were largely lured 
into television over the past ten 
years, are cropping up again in 
radio. The top commercials today 
involve either good music or hu- 
mor. 

Among the good examples are 
the current spot announcements 
(representing 100% of the adver- 
tiser’s budget) for Contadina to- 
mato sauce and its “Who puts 
eight great tomatoes in that little 
bitty can?”—-a campaign (out of 


Cunningham & Walsh) based on 
the theories that commercials 
should be fun and that top talent, 
although expensive, should be 
used “because it more than pays 
off in results.” 

Another series of successful 
“fun” commercials, written by top 
talent, are the current Dodge spot 
announcements featuring the 
swept look and a disgruntled buy- 
er, so disgusted with his new car 
(unfortunately, not a Dodge) that 
he kicks a jack out from under it 


(Up: Clattering metal) and mut- 
ters, “Come on, let’s go find a 
Dodge dealer.” 


® Others besides Dodge voted as 
top spot commercials in a survey 
of New York and Chicago agency 
men included commercials by the 
Tea Council, Marlboro, Winston, 
Budweiser, Pepsodent, Beech-Nut 
and Pepperidge Farm. 

An example of what can and is 
happening to radio these days is 


what happened to the Tea Coun- 


cil’s singing commercial] for iced 
tea when used in spot announce- 
ments late last summer on WIBC, 
Indianapolis. Listeners voted it 
the No. 1 request tune; it out- 
stripped popular records by Elvis 
Presley and Pat Boone, after a lo- 
cal disc jockey commented that 
the jingle, a catchy one, produced 
by Leo Burnett Co., was a good 
candidate as a request number on 
his “Music Parade.” Easy Gwyn, 
the disc jockey, promptly received 
145 requests for the tune. 
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Food Retailers, Processors Place 
‘News’ Above All Other Dailies 


The Chicago Daily News is champion in 
food advertising among all daily newspapers 
in the nation, according to Media Records for 


months of 1957. 


According to Media Records, the Daily News also ootinnd 
tional champion in the evening field in general vip ante ; 
total national advertising; general groceries; total sl 
steamships; railroads; total transportation; total eager 
magazine; non-alcoholic beverages; medical; cigarette; — 
tobacco; laundry, soap and cleansers; meats, fish and poultry, 
and dentrifice advertising. 
The News not only is national champion in food “ten 
tising, but has been local champion in food advertising, » 
the records go. 
m "on aon and processors know from many — 
of experience that advertising in the News milage “ . 
products off store shelves because the Daily News 
cago’s home newspaper. 
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Mr. Gwyn, whose show is heard 
from 2:30 to 6 p.m. weekdays, 
then received in his mail a listen- 
er suggestion to name the top 
singing commercials each week, 
based on number of requests by 
listeners—a _ suggestion immed- 
iately followed by Mr. Gwyn. 


® Further attesting to the sales 
potency of local disc jockeys and 
other radio personalities is a sur- 
vey conducted by Pulse for the 
Radio Advertising Bureau, show- 
ing that 90.5% of radio listeners 
can name at least one announcer, 
commentator, comedian, disc jock- 
ey or other radio personality they 
listen to and have confidence in. 

About 86% believe these per- 
sonalities advertise good products, 
and $1.6%, the survey found, eould 
Mame the products advertised. 
They wete asked, “If your favor- 
ite personality recommended a 
new product, would you ever try 
the product?” More than 69% said 
they would. ’ 

The survey covered 72 homes 
in Atlanta, Cleveland, Housten, 
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Philadelphia, St. Louis and San 
Francisco. 


s What has television done to 
spot radio in its almost unbroken 
sales rise of the past ten years? 
Network radio got hurt badly, as 
the networks concentrated on tv. 
But spot radio, 
pressed at times, has actually 
benefited from tv in some ways. 
The big thing, the industry 
feels, is that tv has accustomed 


although hard} 


many advertisers to big budgets, 
—including new advertisers and | 
some old ones who, even in ra- 
dio’s heyday, would have choked 
at the thought of spending broad- 
casting dollars in the volume lav- 
ished on today’s television. 
“Television didn’t hurt us; it 
helped us,” PGW’s Arthur Bagge 
observed. “I don’t think we should 
| fight television. It has got adver- 
tisers to spend as much as 
| $6,000 or $8,000 a minute in New 


Best Buy’s Bundscho 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 + Chicago 1 


York, so when we come around to 
sell the same advertisers $400 or 
$500 worth of radio time a week, 
they don’t blink an eye.” 


8 With tv helping, at least in part, 
to change the attitude toward ra- 
dio expenditures, advertisers to- 
day are commonly buying 40 to 
50 spot announcements a week, 
whereas five or six years ago five 
or ten spots a week were the 
common thing. 

Among the most impressive bits 
of evidence of the strong position 
of spot and local radio today are 
the price tags on radio stations 
sold. Station WNEW, New York, 
which was sold for $2,000,000 
three years ago, was recently sold 
again for $7,500,000. Westinghouse 
recently bought station WIND, 
Chicago, for $5,500,000. 

These are tremendous sums for 
radio stations, whose equipment 
costs are low in comparison with 
television. As one observer put it: 
“From the prices, you’d think it 
was television stations being sold. 
You know darned well, when sales 
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How Spot Radio 


Overtook Network 
Time Sales, 1946-56 


National Spot Network 

Radio Radio 
1956 *$149,921,000 **$ 71,000,000 
1955 120,400,000 64,077,000 
1954 120,168,000 83,784,000 
1953 129,605,000 98,057,000 
1952 123,658,000 109,862,000 
1951 119,559,000 122,465,000 
1950 118,823,880 131,530,216 
1949 108,314,507 134,898,325 
1948 104,759,761 141,052,353 
1947 91,581,241 134,726,631 
1946 82,917,505 134,781,108 


* Estimated by Station Representatives 
Assn. 

** Estimated. All other figures from Fed- 
eral Communications Commission. 


like these are closed, that the 
stations are making money.” 

That they are. While station 
representatives were bringing in 


a spot radio gross of $149,921,000 


More “Long Green” for You! 


Ohio farmers gather extra bundles of greenbacks every 
month. And they’re extra big—make Ohio a top-third 


state in farm income. 


This steady cash buying power 


comes from the full range of crops and livestock, plus 
thousands of off-the-farm jobs. 

Your easiest, surest way to make “hay” in this rich 
rural market is through THE OHIO FARMER. It’s read 
regularly by 4 out of 5 Ohio farm families because on- 


the-scene editors write 


about Ohio farming only. 


You'll also want to cover 2 comparable states, served 
by MICHIGAN FARMER and PENNSYLVANIA FARMER. All 
3 magazines are published twice monthly, 4-color gra- 
vure printed to save you plate costs. It will pay to get 
details. Write 1010 Rockwell Ave., Cleveland 14, Ohio. 


1% Omo Heenan 


CLEVELAND, OHIO 


MICHIGAN FARMER, East Lansing 
PENNSYLVANIA FARMER, Harrisburg 


last year, the stations themselves 
grossed an estimated $340,800,000. 
Network radio, striving valiantly 
for a comeback, was still far be- 
hind, with an estimated $71,000,- 
000. On this kind of volume, profits 
are a cinch. 


# In ten years the number of 
radio stations has increased from 
1,063 to 3,200, as of the end of 
1956, while the number of sets 
increased from 60,000,000 to 141,- 
000,000, according to Station Rep- 
resentatives Assn. figures. 

Station representatives claim 
that spot radio’s 39% sales in- 
crease this year is the largest for 
any advertising medium today. 
Spot tv is up 16%, according to the 
Television Bureau of Advertising. 
Newspapers are holding about 
even. 

Where is radio—and particular- 
ly spot radio—going in the future? 

Arnie Johnson, facilities direc- 
tor of Needham, Louis & Brorby, 
believes that television will make 
no further serious reductions in 
radio listening because the pro- 
portion of tv homes in major mar- 
kets has just about hit the top 
(90% or more in the big markets). 
Since tv is now pretty largely a 
living room medium, having dis- 
placed radio there, there is no 
where else for it to go. 

“From now on, radio will be 
more of a sure thing” for the 
time buyer, Mr. Johnson said. 


® Radio, on the other hand, has 
been forced out of the living room 
and, as one rep put it, “We're 
glad of it—we have moved into 
most of the other rooms of the 
house: kitchen, bedroom, rumpus 
room, garage.” 

Car radios—and to some extent, 
even portables—may open new 
vistas for radio. Motorola esti- 
mates that 90% of the cars being 
made today are equipped with 
radios. The number of car radios 
has risen from 7,500,000 in 1947 
to 38,000,000 in mid-1957. 

The present rub is the difficulty 
in measuring the car radio au- 
dience. But some progress has 
been made, and station represen- 
tatives are looking to the day when 
enough pressure will be brought 
on the measurement services to 
give what the reps will accept as 
a full measure of out-of-home 
listening. Out-of-home ratings cur- 
rently run about 25%, or 35% of 
in-home ratings, one researcher 
pointed out. 


s “The station representative's 
next big project is going to be to 
make the advertiser aware of the 
importance of nighttime radio,” 
Katz’ Roy Miller predicted. “The 
audience is there, and in many 
markets, it compares favorably 
with daytime.” 

Sales arguments that the reps 
wiil use for nighttime are cost and 
type of audience. The cost has 
dropped 50% below what it was 
ten years ago for comparable 
types of audiences. Night rates 
now are averaging less than day 
rates and, so the story goes, ad- 
vertisers can find “some wonder- 
ful buys” at the rate per 1,000. 
Further, it’s a family audience. 

Another development with po- 
tential is weekend radio, in which 
local advertisers so far have 
shown the most interest. National 
spot advertisers, reluctant to use 
it at first, now are finding it dif- 
ficult to get weekend time. Net- 
works have made growing use of 
weekend radio, with NBC’s “Mon- 
itor” an outstanding example. 


® Radio, already booming substan- 
tially in the spot and local cate- 
gories, obviously has plenty of 
room to grow. Despite radio’s “‘el- 
der statesman” status in broad- 
casting, and despite television’s 
burly new strength, when you 
move around among the radio sta- 
tion representatives you can’t help 
getting an impression of youth- 
fulness, excitement and a promise 


of better things to come. # 
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_ THE SEATTLE TIMES reaches 7 out of 9 newspaper- 
r reading homes in Seattle—including 375,680 people not 
reached by any other Seattle newspaper. 

base 


MADISON, WISCONSINS 
to house the exclusive readers of 


THE SEATTLE TIMES 


(who read no other Seattle newspaper) 


Great city, Madison, Wisconsin. Beautiful and prosperous. But it would take more than 
three complete Madisons to house the exclusive readers of The Seattle Times — the 375,680 
people drawn from 117,400 homes — who read no other Seattle newspaper! This is the 
bonus — and exclusive buying group — you reach when you advertise in The Seattle Times. 
No advertiser can honestly afford to omit this important audience. 
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Kaiser's Aluminum 
Cans To Be on Store 
Shelves by January 


Curcaco, Nov. 5—Aluminum will 
will make a major penetration into 
the can industry in November 
when Kaiser Aluminum & Chemi- 
cal Corp. begins production of a 
new kind of drawn seamless alu- 
minum can for the Kraft Foods di- 
vision of National Dairy Products 
Corp. 

Consumers will see the new cans 
in January as containers for 
Kraft’s grated American cheese. 
Kraft already has ordered 5,500,- 
000 aluminum cans, to be manu- 
factured in Kaiser’s container plant 
in Wanatah, Ind. 

Another initial customer for the 
new cans is Air Reduction Co., 
which already is using the alu- 
minum cans as containers for its 
stainless steel electrodes. 

Kaiser’s first aluminum can ad 
will appear on “Maverick” (ABC- 
TV) Nov. 24. Kraft and Air Reduc- 
tion Co. both will be mentioned in 
that ad. “Maverick” will also car- 
ry a can ad Dec. 29. 


s Kaiser’s 1958 ad budget on the 
cans is to be “elastic” to enable the 
company to meet whatever market 
potentialities develop, according to 
B. G. Pomfret, Kaiser’s industrial 
ad manager. Tv and packaging 
trade publications definitely wiil 
be used in any event, he added. 
Young & Rubicam is Kaiser’s 
agency. 

Kraft does not expect to do any 
advertising noting the new con- 
tainers until January, when they 
will be in general distribution. 

Kaiser says its new cans offer 


several important merchandising 
advantages: 
e They will be easier to litho- 


graph because there are no seams. 
e They open more easily than tin 
cans and may soon be produced 
in such a way that they will re- 
quire no can opener. 

e Can bottoms fit snugly into the 
top of the can below, making for 
easier and safer stacking. 

e They can be easily recapped for 
storage. + 


Wesley Advances Two 

Clifford A. Rathkopf has been 
named an account executive and 
chairman of the new business com- 
mittee at Wesley Associates, New 
York, and Goldie Heller has been 
named creative art director. Both 
were formerly associate art direc- 
tors. Miss Heller continues as 
chairman of the creative board. 
Mr. Rathkopf joined Wesley more 
than 25 years ago, Miss Heller 13 
years ago. 


Offset Users... 
NO TYPE USED 


No metal 
type was used 
in setting this ad, 
only FOTOTYPE 
for display and Justi- 
Type Paper for body 
copy. So easy, anyone 
can set good-looking 
ads, catalogs, house 
organs, presentations, 
etc., to be reproduced 
by offset, zincs or silk 
screen. Save up to 90% 
over ordinary methods, 
Over 300 styles and 
sizes shown in new 
64-page type book 
Write today for 
free copy. 


Henry Holt Buys Two Books 
from Home Guide Inc. 

Henry Holt & Co., New York, 
has purchased New Homes Guide 
and Home Modernizing, semi-an- 
nual consumer magazines, from 
Home Guide Inc., New York, ef- 
fective with 1958 issues. Holt’s 
magazine division also includes 
Field & Stream, purchased in 1951, 
and Popular Gardening, bought in 
1955. 

W. Wadsworth Wood currently is 
publisher of Guide and Moderniz- 
ing, and Warren T. Mayers is ad- 
vertising director. 


Dorfman Joins Rockmore 


Robert Dorfman, former general 
sales manager of S. Augstein & Co. 
who resigned May 1 for an “ex- 
tended vacation,” has re-entered 
the advertising business as a mem- 
ber of the planning committee of 
Rockmore Co., New York agency 
which recently was assigned the 
Augstein account (AA, Oct. 21). 
Mr. Dorfman was with Augstein 


DIPPERS—Nalley’s Inc., Tacoma, is 
introducing a new extra-thick, 
corrugated potato chip to be used 
for dipping. Newspapers and tv 
will be used in the promotion. Pa- 
cific National Advertising Agency, 
Seattle, is the agency. 


for 17 years, starting as advertis- 
ing manager. 


ment action from first to last. 


Advertising Age, November 11, 1957 


Marketing Concept 
Should Pervade All 
Management: Hobart 


New York, Nov. 5—The key to 
successful marketing management 
lies in cooperative planning, with 
marketing experts taking part in 
all management thinking and ac- 
tion from the original conception 
of a product through its production 
and distribution, according to Don- 
ald M. Hobart, senior vp and direc- 
tor of research of Curtis Publish- 
ing Co. 

Addressing the measurement of 
management conference of the So- 
ciety for the Advancement of Man- 
agement here last week, Mr. Hobart 
said that marketing is not just a 
phase or stage of management, but 
that it permeates management, 
management thinking and manage- 


s “Marketing planners must sit in 
on the original planning of the 


product and on every phase of its 
production,” he said. “They must 
take over when the finished prod- 
uct or line of products has been 
manufactured and is ready for dis- 
tribution.” 

Too many products are designed 
only by the factory, made by the 
factory, produced by the factory, 
in accord with factory limitations, 
Mr. Hobart said. Instead, he said, 
products must be designed for the 
consumer. Thus, cooperative plan- 
ning between production men and 
marketing men must begin with 
the product itself, he said. # 


Patton Opens Oakland Office 

George Patton Advertising, Hol- 
lywood, has opened an Oakland, 
Cal., office to service its client, 
Riviera Convertible Sofa Co., Los 
Angeles, in the San Francisco Bay 
area. Riviera will enter that mar- 
ket with the opening of showrooms 
Nov. 14. The agency’s new office, 
at 1227 Clay St. will be headed by 
John Reavis, former ad manager 
of KRON-TV, San Francisco. 


DOMINATE TAMPA - ST. PETERSBURG and 239 prospering communities with top-rated WTVT. Inter-urban 
Tampa-St. Petersburg, 34th in retail sales and 10th in retail sales per capita, belongs on every major-market list 


The WKY Television System, Inc. » WKY-TV and WKY Oklahoma City « WSFA-TV Montgomery 
Represented by the Katz Agency 
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Caummisar Weed Caldwell Truex Earnhart Perry Wernet Lowe Irwin Macdonald Sasser Lindsey 


PRESS PROMOTERS—At the National Newspaper Promotion Assn. central region meeting L. Wernet, Sun Commercial, Vincennes, Ind.; Arthur J. Keeney, Repository, Canton, 
in Rockford, IUl., were Basil P. Caummisar, Louisville Courier-Journal and O.; Wayne Botkin, Star & Press, Muncie, Ind.; Jack F. Newman, Enquirer & News, 
Times; Robert N. Weed, Minneapolis Star and Tribune; Janet Caldwell, Cincinnati Battle Creek, Mich.; Fred N. Lowe, Detroit Free Press; Joel L. Irwin, Cincinnati En- 
Enquirer; Earle R. Truax Jr., St. Paul Dispatch and Pioneer Press; Charles Earnhart, quirer; Steward Macdonald, Waukegan News-Sun; J. W. Sasser, State-Times and 
Dayton News and Journal Herald; Russel C. Perry, Journal Star, Peoria, Ill.; Norman Morning Advocate, Baton Rouge, La., and D. A, Lindsey, Post-Crescent, Appleton, Wis. 


R. R. Grey Joins Ad Council tising Council’s Hollywood office; McGovern Joins Flexees brassiere, foundation, swimsuit and Food Sponsors of 
Robert . Grey, a member of the | Nov. 1 as the successor to Robert} Wynne McGovern has joined} Caltex divisions. She was formerly 
NBC-TV promotion department in |C. Coleson, who is retiring Dec. 31|Flexees Inc. as director of adver-| with Bernhard Altmann Corp. in TV Film Shows Are 
Burbank, Cal., will join the Adver-|as Pacific Coast representative. tising and sales promotion for its|a similar capacity. A : 
Up 49%, Ziv Reports 


New York, Nov. 5—Food spon- 
sors are on the upward march in 
tv film syndication, according to 
Ziv Television Programs, tv film 
producer-distributor. 
Such sponsors—among which 
Ziv includes makers of beer, wine 
and soft drink products—are up 
49% over the past year among 
buyers of syndicated film proper- 
ties at Ziv. Processors, distributors 
or retailers of foods and beverages 
make up 37% of its current syn- 
dication sponsors, the producer- 
distributor reveals. 
Ziv reports by categories its food 
sponsors breakdown: Bakeries 
18%; supermarkets 16%; food 
packagers 16%; meat packers 15%; 
soft drink bottlers 13%; dairies 
11%; beers and wines 11%. 
Individual gains over the two- 
year period are: Soft drink bot- 
tlers, up 200%; meat packers, up 
53%; supermarkets, up 37%, and 
dairies, up 35%. # 


Panama Maker to Perlman 
Ecuadorian Panama Hat Co., 
manufacturer of men’s straw hats, 
has appointed Philip J. Perlman 
Associates, New York, to handle 
its advertising. A campaign is 
planned to run in Life, New York 
Times Magazine, The New Yorker 
and Sports Illustrated. Lester Har- 
rison Inc., is the previous agency. 


BUILD With the Only 


ACCURATE Complete Listing 
of Over 3450 
RELEASE Business, Farm 


phe} pees and Consumer 


BACONS 


‘PUBLICITY CHECKER 
6th Annual 


2 EW 
ALL for 1958 


NEW PERMANENT OVER 2000 
NUMBERING CHANGED 
. LISTINGS 
New system gives permo- FOR 1958 
$ nent serial pombase to 6%" x 9%" 
h tine. Makes 
fist building vane and easy. 320 pages 


@ EDITOR CODED— Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 
magazines. Pin-points publicity— saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%" x 9%” 
size, 320 pages. Write for your copy today. 


PRICE $18.00 Sent on Approval 
Name 

Company 

Address 

City. State 


Bill: 0 Me 0 My Company 


BACON’S CLIPPING BUREAU 
14 E. Jackson Blvd. Chicago 4, Illinois 
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BY COMBINATION OF NEWSPAPERS 


Sun-Times, Tribune 68% 
Tribune, American 62% 
Sun-Times, American 59% 
Sun -Times, News 59% 
Tribune, News 57% 
News, American 55% 
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Coverage of women under 45° 


BY INDIVIDUAL NEWSPAPERS 


PS a oe ee ERI aT TRE 


All women under 45 in city and suburbs -100% 
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Sun-Times 38% 


Rae, \ ae 

| Tribune 42% § 

‘ v 

Opa. Sa NO SINGLE DAILY 
American 32% COVERS A MAJORITY 

OTN ev irsecr 
News 28% 


*1957 (No. 5) report from Chicago Daily Newspaper Coverage and Duplication Study. 
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BY COMBINATION OF NEWSPAPERS 


Sun -Times, Tribune 72% 
Sun-Times, News 64% 
Tribune, News 61% 
Tribune, American 61% 
Sun-Times, American 58% 
News, American 56% 
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men under 45° 
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Coverage of men and women under 45° 


BY COMBINATION OF NEWSPAPERS 


Sun-Times, Tribune 
Sun-Times, News 
Tribune, American 
Sun-Times, American 
Tribune, News 


News, American 


70% 
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59% 
55% 


) All men & women under 45 in city & suburbs =100% ‘ 


BY INDIVIOVAL NEWSPAPERS 


q Sun-Times 40% 


ri 
“y 


Tribune 43% f 


» News 31% ; 


‘ American 31% 


a 


Gam 


nd 


page) MS 


vomen 


WEES LE ie 


NO SINGLE DAILY 
COVERS A MAJORITY 
SY ITSELF 


Pie rae <i: eS ie : pie Ne gre Ne ear cs ek 3. Sean a ef? 222m re rg A yt a eg XS te era ieee Ne a am ee ae Nth Meiete - | 2a se er |: | 2 Weenies 2. : 
ig fh eleanor |, atl iat ee ae A rans 2 ae ts ee: PV ovetL. s -) 4 eee eo Be hee Repeat 2 eas ar ee Se ets: ae ies oe ae 
So ae a ee i ae agen GR a Se | cai ee are ee. ee 
eae 7 eee comers | | See muatrect ee air es aa pei “ay Pte he ed ki a oe reer Sameer rer eter : Sila gg...) Bred ie eee ier oe a ceo Seema 
Ser ee ee a eas Ro pe Si ol a ie ae eam ce aye | ie Be gh ain pis sts ee ie ee ae Rie 2 Se ee cate ie Sie. te ae Reape Wii", ae Nie eee, : ee pel ge ach y eens pas 
ee ep: Aone << eee | eee ie SE eee E or ee de> 1 Mae teen eee chee os so ee AIR {) Uae eer he "a Be. TR Stee meme = 
oe Se A ca Me. Beh ili a eee. = eee ee ee "ite org. + ee ile eee Rane ea Es SM eee ay Se ae ee es eS ee ys oo es # : 7 sya Sere 
bol. os 1, m ae > pcites ee 
is iy am aa ay 
; ai a 
uaa ss Noe cess hs ie ee 
. Payne ¥ ee bs See tS cen a Bans oo 5 ec SS Sues . “d ree 
a) ‘ ance wea Ae = 4 ore i ps « " ~ GOES! ; 
: 2 : £3 ‘ = z tine 
alieeras SE Legs wae) e ae 
4 y i .~ % 7, i. . as BR a 7 US rt, Ue as 4 ae 
Si BE igs Sip» capers os ~eegegeee™ - sae Da ln > —-* bea: s r eee 
_ BS aan 
arte} ; d ee. ae oe 
4 ; Been 2 ee 
< an ae eat ba 
org : 5: 
“4 , " . ¥ . "y : 7 
ts Pad : + ? : ¥ tee Ae eS eee ef a ieee one is ee bMS eS em sae 
x 7 - 4 i en Retin: > SKN Se na wi aa re rx, he age ae 3 : oe. an. ae + Ts ie te a 
Rite , | a - ? ‘ s : ae 
s é< ‘ iat, a J a a oe BER , us ae f ie 
riont Z2,newsvaver©rcs to. Cn. TO og 
; we wa © ~ : \o ae * + » 
; ; ster re a ———. =e Pees bn ea _* 7 : iors es eee i ees 
y tes oa ae “as re a oh py ee — ee = * fink z - aw Stee Peet Be ee Pa oe 
Dae ea terk ph Sh 
7 Rae ake 
‘ ee ahd Ped 
Sk i oe» EBLE te A ELON he PI GT 0 AT REI BIE i Rat KS ee as pr aed = Ie — asi eer: 
F a ; z : sat 
~— en fh e q ioe 
7 * ni t = << A 
i 4 i ww <. 
; . >= y 
i f £ UW WA 
: \ “Ss 
; _ w ’ ¢ i) ’ Neca Zz : aa 
i LA 5 i a ka Ete, Piss ae 
»” ; / - f/m owe 
: | Ss ~ "aa 
= ’ : ait 
- a Pon pe Cie 
as 2 i - - 0 mel ran ape Be ; ' : 
a F oe g ca 2 gies a ae n a oe ee. 
- ie put Oe a ~V VS SS WN 
ee ae ee ‘ ri | ae V4 ; _—,, — ! : 
; ‘ ae: ait : i 14 » coe YY “=, aes: 
a ek ee $ | 4 . wire te eo ee 
) ( ) ee 33 eee = es ; / : r ss Asee a eee 
; ee ag eee eer, eS p -~ = Y \ - oe 
4 CO AR ae a a ;' > ¥ hai oS 
} 2 et ig UE eee tee ' ta 4 ’ ie Be ug oF 
. : 0 en ee a a —_ ant eo ees j 
CSS - ee an hei ‘ ~ gyi Times | fe 2 . 
| = ae j an ort om ie -e ; : é B 3 ' sue as Pe. oak : 
re as ee a ae hk a Sa =  - S ic’ Bin gn 
; fe ee sun-TIMES . nr = ~~ ee: 
; i ~~ . ee Fey i th big Senet ih oii 2 an ; neta 
f e - - ¥ a . ill : Te Fae ’ a wv" ieee 3 a y a) 
4 a ~ 4 eL% ’ j Fue r¥ : Ke. Pam. or. 4 LAR aFe 
: a, ~ J Fuw’ * "Sn ¢ f wiser ope ies tauiee SON YC “teeta A 
— Os aoe mnt . yw a Lulé ro lye on ee a i yee 
Ts ae ; 4 ; * et” sya? (al Se ee ete ny Nase ela a ; 
} 3 ‘ ay Bet ee “il Rc HE ag, : 
a . ty <a 4 i rain t Mas Sgt so em Sa 
PS ad Sia. ee ape ee * . 9 
ae r 7 \ a b ——. ee ete iE al, eer 
& * ee Ce, Bae ee ee. a 4 
ea ’ ; _ 2 Vi : - — f " <= oe 1 ee ee ie cae, 7 ee _ c Se 
i - ee ; ae ’ ent eee 
pas l = —_ “{ ? re {= rime nm ae 
th ~*~ cipecwarg 
a = ~ | : OF.» Tae eee 
ar wi, . ' ; felts 
! . = hn ba Cee 
; ties is” . — > x — ‘ ; : : 
¢ seat tal or ae . 
a wae : . i ew — )\ , Rg - 
Se one . t= 5. : = - 
ae | : —— Be gg 
elaaaas 
po - 
mig aa 
kes eA eee 
ei ie 
Be = a 
oe “ee ee 
ha aac 
bee eae 
a ee : 
we a epee z 
al 4 Se 
eae . en t iW ie ns Se 
sia TERT STEAL EATS eae a 
ae -. = e 
igh ae Laie Ses ; 
tal es j a 8|6f 
eg: ee Sale 
3 a eee 
: ae toe an ao 
9 ewe = 
3 eee: 
s- lek sale 
a es ae SR gee hy ; ne a ceili zt : ee 
ahs * : ee yas + mS Alert ee . : ; i. et a 
Poiees b ag! ; rile s en. , , : Sener ; 
Rese 7 on + x *. : ~/ ae - ee y ae € oe 
Fr Wie i i ~~ eas | ra i ¥. & £ . an ’ pre in b aie re Sitter io! 
oe 7. _ . : .x . 7 oe 7 ’ = “aE sear 
“ ae i army ‘ben set i - ‘ alee Sade. e Poe 8 3 an . 3 : 
SP ee 7 " Ny nai ae gare my tae pa @ Pe Pes aw es ‘ 
ae. 4 . v = : , s z 
i, ee ane en ni ee SW abet ei A Lys Se See ee * ors =e Sis = b 
ae, Sete a ie Se je le oa ie = Loo ae ia ee gs eels Ba 4) ei Cea. Pr ale sae ci 8 e leat erie a 4 aes ee, Lubes St: aie @ a. 
a see ee ee Se eee ag & i ee si Se gia te oe ER ote 5 Se a heey es = ee cr mae 
oN Se ae ‘ "agile a5 Geib mere Ska Sah sagt aR A Age Ei ie ao get ga ~ aie aaa va Be 2 ee Brae Ts oe Se rea eis ; ee 2 Si cay eee ae a tats oe ; : 
em. pier ey Oe ig ee I a Se eats. ak nee On Pe «eg eimai rags : Tere tae, gine : Be ene aE A AE cad ee tee > Sige es Aen BS ee ee pe PE rs oy so iia 
a een 3 Fie ict Sey eet nt ae aan” «a een preremaee yh ota Reams es. eget pee Sorc a engine ocr Ce a ee a 
(P20, ty Sane Reese n etee ape = 25S Dy Pe chat neg ee RE a eS RR eal ee ea eRe en Creme Re aS ee ye SS er SE ae ee PR ES a svat peemaeece yee rN. ACNE ENESCO ee er ee a EE RMN GRE meme nor TERN — acre 


50 

“And I would raise with you 
Celler Urges Legal for your serious consideration,” he 
said, “the question of how long 


Aid for Would-Be two, or at the most, three Ameri- 
can enterprises can contro] this 


Pay TV Investors cieei Ms the ineietito of on00n. 


New York, Nov. 5—Rep. Eman- | 000 American homes for a period 
uel Celler (D., N. Y.) last week/|of three to five hours per day, to 
advised would-be pay tv opera- | the exclusion of others who have 
tors to get some good legal ad- | something to offer and who desire 
vice before they put risk capital |to compete for the attention, pa- 
into pay television experiments. tronage and good-will of our peo- 

The congressman, long an out-| ple. In a democratic system even 
spoken opponent of subscription| the technology of scarcity cannot 
tv, spoke before a meeting of the 


tolerate such a condition.” 

Mr. Porter ended by noting that 
“pay tv is prepared and anxious 
to go the route of wire if Congress 
and the FCC believe the limited 
television spectrum should serve 
only the present sponsored system 
of television.” + 


FM Group Sets Push 
to Add New Listeners 

Southern California fm station 
operators have organized for a 
campaign to increase the fm listen- 
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ing audience in that area by 150,- 
000 new listeners by Christmas. A 
principal part of the promotion will 
be the boosting of the FM Tele- 
Verter, a unit which allows the 
reception of fm broadcasts on a tv 
set. 

Named as committee to get fm 
broadcasters behind the TeleVerter 
and other means of promoting the 
medium are: Jack Kiefer, KMLA, 
chairman; Harry Maizlish, KRHM; 
Art Crawford, KCBH; Al Schwartz, 
KBMS; Morrie Buchan, KGLA: 


Phil Brastoff, KFMU, all of Los 
Angeles, and Mason Ingram, 
KFSD, San Diego, and Bill Taylor, 
KWIZ, Santa Ana. 


Dan Miner Adds Dog Food 

Dan B. Miner Co., Los Angeles, 
has been appointed to handle ad- 
vertising for Sturdy Dog Foods 
Inc., Burbank. The company says 
it now has distribution through- 
out the West and plans for inten- 
sification of this coverage. Mogge- 
| Privett is the former agency. 


Radio & Television Executives So- 
ciety here. Arguments for the oth- 
er side of the question were pre- 
sented by Paul A. Porter, counsel 
for Paramount’s International Tel- 
emeter Corp. 

Mr. Celler repeated his earlier 
assertions that the Federal Com- 
munications Commission is with- 
out authority to authorize pay tv 
—even on an experimental] basis, 
which he said would turn into a 
fait accompli once the “profit- 
hungry entrepreneurs” get going. 

Mr. Celler, who has already in- 
troduced a bill in Congress “to 
prohibit preemption of the air- 
waves” by pay tv, said that Con- 
gress will consider legislation to 
halt such a move if the FCC goes 
ahead with a pay tv trial. 


® The congressman charged that 
FCC Commissioner Robert E. Lee 
has “disqualified” himself from 
participating in a decision on the 
pay television issue by pre-judg- 
ing the case through the presenta- 
tion of his views in a Look article. 
He said the other commissioners 
should request Mr. Lee’s removal 
from the panel when it considers 
trial pay tv. “Otherwise,” he said, 
“the commission would stultify it- 
self.” 

Mr. Porter asserted that the 


WocHECK CHILTON 


If you sell anything for the insurance 


present television system is being 


hampered by a “limited and, for 
the present at least, legal monopoly 


in television.” 
Among the specific cricitism he 
leveled at present-day tv: 


1. It provides only a_ limited 
service to the public. 


2. Local and regional advertis- 
ers complain that they lack access 
to the market place because of 
cost. 

3. Mediocrity in programming 
due to the cost-per-thousand con- 
cept, the necessity for mass ap- 
peal and other factors. He quoted 
from previous speeches by Con- 
gressman Celler to point up what 
he considered the sad state of cur- 
rent tv fare. 

4, It does not provide sufficient- 
ly for community identification 
542,000 combination cartoons, is 
and local self-expression. 


® Mr. Porter argued that pay tv 
| has the potential to help get at 
| the source of some of these limita- ° 
| tions. He said all the pay tv sys- 

tem proponents are asking for is 
| “some access to the American 
) home” to give the public a chance 
| to make its choice. 
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Linde Co. Boosts Brown Anime Says It Can 


Irving (Pete) Brown Jr., for- 


merly crystal products sales repre- | TV C -omm j 
sentative for the eastern region of Cut ercial 
Costs Up to 50% 


Linde Co., New York, a division 

of Union Carbide Corp., has been 

named manager of gem sales. In| New York, Nov. 5—Anime Inc. 
this position, Mr. Brown will be says that it can cut the animation 
in charge of sales, sales promotion, costs on a one-minute tv commer- 
advertising and publicity for|cial by as much as 50% through 
Linde’s line of man-made sa-/|use of a new electronic process. 
phires and rubies and other Linde- Developer of the process is Cine- 
made gems such as titania and | mation Ltd., Toronto, which as- 
spinel. 


a new company in the production 
of tv commercials. 

Anime reports that patenting 
the process is impossible because 
integral parts of the operation are 
already in use in other industries. 
The producer would therefore only 
describe the new process as a 
push-button electronic tripping 
mechanism, which relies on the 
technique of the motion picture 
camera. 


achieved through eliminating 80% 
of the hand drawings and hand- 
opaquing formerly necessary in 
producing animated tv commer- 
cials, Mitch Leigh, executive pro- 
ducer of the company, asserted. 
Because of these savings, An- 
ime also allows advertisers to pre- 
view their animated commercials 


on 16 mm. film and make any 
changes that are necessgry, he 
| said. 

Two advertisers, Beneficial] Fi- 


| signed exclusive rights to Anime,| # Savings under the method are | nance Co. and Norex Laboratories, 
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...the most frequently quoted insurance 
paper. Issued monthly, this publication, with a 
circulation of more than 16,000, reaches men at 
the management level both in the field and 
home offices of the nation’s leading insurance 
companies of every type—fire, life, casualty, 
accident and health. Readers report that they 
use The Spectator as a reference piece and 
keep it on desks or in files, where it can be 
consulted frequently and easily. Recent sur- 
veys indicate that it covers 90°; of all insur- 
ance offices having eight or more employees—a 
huge market for office furniture, equipment 
and supplies of every kind. Annual expendi- 
tures for such items by life and property com- 
panies alone are estimated to top $106,000,000. 


cu) 


business... you can sell better in 


THE SPECTATOR 


cu) 6 


The Spectator is published by Chilton Company, one of the most diversified 
publishers of trade and industrial magazines in the country—a company with 
the resources and experience needed to make each of 15 publications outstand- 
ing in its field. In keeping with Chilton policy, the staff of The Spectator 
devotes full time to the field the publication covers, striving for editorial 
excellence and strict quality control of circulation. In achieving both objectives, 
it has earned the confidence of readers and advertisers alike. 


Chilton 


COMPANY 


Chestnut and 56th Streets ¢ Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist « The Iron Age « Hardware Age 
Spectator « Automotive Industries « Boot and Shoe Recorder « Commercial Car Journal 
Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone « Motor Age + Gas 
Optical Journal & Review of Optometry « Hardware World Distribution Age + Book Division 
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are currently trying out the Anime 
process with an order for 10-sec- 
ond 1.D. announcements, he said. 
On tv spots of this length, the pro- 
ducer said the process is able to 
reduce the animation costs by 20%. 
In addition to producing com- 
mercials, the new company has 
started a film syndication opera- 
tion offering stations a series of 
two-and-a-half minute films il- 
lustrating top songs to be used as 
programming material for tv disc 
jockey shows. = 


Business Dictionary Published 
The “Dictionary of Business & 
Finance,” compiled by Donald T. 
Clark and Bert A. Gottfried, has 
been published by Thomas Y. Cro- 
well Co., New York. Mr. Clark is 
librarian, graduate school of busi- 
ness administration, Harvard Uni- 
versity, and Mr. Gottfried is with 
the Research Institute of America. 
The 410-page dictionary covers the 
fields with which the business ex- 
ecutive comes in daily contact— 
from accounting to work measure- 
ment. Price is $6.95. 


REGIONAL 
BAKERIES 
SALES SOAR! 


EDDY BAKERIES, sponsor of 
THE CISCO KID in nine North- 
western markets, report thru 
Givens-Davies Advertising 


Agency: 


“The Cisco Kid’ is do- 
ing a tremendous job for 
EDDY BAKERIES. Sales in all 
areas have showna marked 
increase in spite of heavy 
competition. These in- 
creases can be attributed 
directly to the show. Bak- 
ery executives express keen 
satisfaction with the pow- 
erful sales punch packed 
by ‘The Cisco Kid’.”’ 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 
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THE RURALIST COVERS INTENSIVELY 
MISSOURI'S 80,656 TOP COMMERCIAL FARMS 
95.5% of all MISSOURI RURALIST subscribers LIVE ON FARMS.* 
MISSOURI RURALIST subscribers OWN 375,000 
Automotive Units (tractors, trucks, cars). Due for 

early replacement are 122,957 of these units.* 
In Missouri, the REAL farm market is the 
MISSOURI RURALIST SUBSCRIBER MARKET. 


*Petroleum & Automotive Markets (1957). 
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MISSOURI RURALIST 


STATE FARM PAPER FOR MISSOURI 


Johnson Blasts 


‘Policy of Cutting 


Consumer Buying 


Increased Spending by 
Consumers Could Combat 
Inflation, Says JWT VP 


PitrspurGH, Nov. 5—A strong 
stand against the theory being ad- 
vanced in Washington that the na- 
tion’s economy needs a “breather” 
to prevent inflation was taken 
here by one of the advertising in- 
dustry’s top economists, Arno H. 
Johnson, vp of J. Walter Thomp- 
son Co. 

Speaking at the fourth annual 
Conference on Business Prospects, 
sponsored by the University of 


What does 
Fort Worth 
Mean to the 
National 
Advertiser 
in Texas? 


the most rapidly expanding 


a 


IT TAKES 


MARKET! your products. 


without the use of schemes, premiums or contests 
“Just a good newspaper” 


FORT WORTH Fort Worth Star- Telegram influences 
NEWSPAPER TO virtually every home in the metropolitan 
area, and in addition reaches 
SELL THE out to influence a large portion of 
FORT WORTH West Texas, pre-selling customers, 


assuring more sales and bigger profits for 


LARGEST COMBINED DAILY CIRCULATION IN TEXAS 


Standard Rate and Data Service has 
ranked the Fort Worth metropolitan area 


areas 2 country . . . new skysc rs — 

are being constructed, freeways crisscross POPULATION 41st 

the city, new ultra-modern ‘suburban CONSUMER SPENDABLE 
shopping centers are everywhere, and mile INCOME 37th 
after mile of residential areas are being built. TOTAL RETAIL SALES 34th 
You see aircraft production, automobiles FOOD 46th 
3 being assembled, the meat packing DRUG 32nd 

industry, the oil industry, and a wide NDIS 
| diversity of industry responsible for uncontrolled ee gah 
growth. You soon realize that Fort oe wits 
Worth has really got what it takes. rece meee 


Newspapers published in cities other than Fort Worth do 
not penetrate the metropolitan area with ample 
coverage to be considered merchandisable. The 


Advertising Age, November 11, 1957 


Pittsburgh, Mr. Johnson advanced 
the thesis that American business 
should start an increased selling 
effort now. He argued that con- 
sumer buying of goods and serv- 
ices must increase rapidly over 
the next ten years “if we are to 
avoid inflation by utilizing to the 
most efficient extent our greatly 
increased capacity for production 
of nearly all types of consumer 
goods.” 


s Contending that the real prob- 
lem in 1958 will be to boost con- 
sumption to keep up with the 
nation’s growing productivity, he 
asserted that “any significant de- 
crease of demand in our economy 
of mass production, automation, 
and mass distribution could quick- 
ly raise unit costs of products con- 
sumers buy and could break the 
‘break-even’ points which deter- 
mine profits in industry.” 

The belief that consumer buying 
and a further rise in living stand- 
ards should be curtailed as a way 
of controlling inflationary pres- 
sures was pushed in many quarters 
last year and still continues this 
year. 

Mr. Johnson hit the spread of 
this idea as “unfortunate.” 

He contended that consumer 
buying builds inflationary pres- 
sures only when there are short- 
ages—“and there are _ certainly 
very few shortages in the consum- 
er goods area now.” 

He noted that even in consumer 
durables—automobiles, appliances, 
furniture, carpeting, etc.—which 
represent 13% of consumer ex- 
penditures, there is little short 
supply, adding: 


s “For most of these products, as 
well as for most of the rest of the 
87% of our standard of living, an 
increase in consumer demand could 
improve efficiency and productiv- 
ity and could lower costs rather 
than cause inflation.” 

He further asserted that he 
thinks an increase of at least 50% 
in consumer demand over the next 
ten years, rather than any curtail- 
ment of consumer purchasing, is 
needed to support our production 
potentials. 

Such an increase would require 
a gain of $140 billion in the na- 
tion’s retail sales total, he said. 

To accomplish such a big in- 
crease, Mr. Johnson suggested, 
millions of Americans would have 
to change broadly their level of 
demand for the infinite variety of 
goods and services and invest- 
ments that measure a standard of 
living. 

He added that the importance 
of selling, advertising, packaging, 
merchandising, premium incen- 
tives, and consumer credit as forces 
to bring about these necessary 
changes over the next ten years 
can hardly be over-emphasized. 


® To support his plea for greatly 
increased emphasis on selling, Mr. 
Johnson marshaled a mass of sta- 
tistical data. He backed up his con- 
tention that the public can afford 
to buy by showing that total con- 
sumer debt of about $161 billion is 
lower in relation to accumulated 
savings and in relation to discre- 
tionary spending power than was 
the debt level in prewar years. + 
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A vital new department 
covering Man's new world 


At 6:30 p.m., October 4, when Moscow Radio an- 
nounced the launching of an earth satellite, this world 
of ours took on vast new implications. 


Starting at that moment, and in an all-but-im- 
possible race against the clock, NEWSWEEK prepared 
its now historic 5-page report, “Into Space.”” Thus 
it became the first national publication to bring to 
all America the implications—scientific, military, 
diplomatic and political—of this new unknown in 
one easy-to-understand report. 


Now—A New Department 


And now, in a further refinement of this newest 
facet of editorial service, NEWSWEEK has initiated 
“Space and the Atom,” specifically devoted to the 
steady, ever-amazing development of a different 
world. It will keep you informed in depth on these 
vast new horizons of man. ‘ 


ei 


Here, immediately as they come, you will read the 
facts and the significance of progress in man’s race 
to the moon, and in the related field of atomic power. 


From now on NEWSWEEK will be providing the 
up-to-date wrapup on this different new world 
of satellites, rockets, atoms. Not just the news, 
but also analysis of the background forces and 
people, the influence of integrated movements, 
and appraisal of the probable consequences. 


NEWSWEEK gives the news and its significance—in 
all fields of major importance or interest. 


... the magazine for 
com- mu’ ni-ca tive people 


re tee ae - * RM ig Mie ii, - 
a ts Mf ge ee ee it eee er ea Na >. ee ee 
ee a ee on hk ln ge eer eG) ee. ta Pe dale AMS car UN Re ORT et ie ee i et. ie oe ae vs a eer Sa) rt cy var a Sa ae Re ee ies le 
7 i he a PS ar ee Bic pete aR CCA ia MM 8 eee oe TT ty 0 eS on > a an a ae Beene Ce we a : ao Dna ee ne 
wef ‘oe a) a yo oe is es ees Oe Sa ai, i ihe tg aca | Sl RC NR Pc ea Dre a pe a a ar So Pine (Teas 2 eee ‘ i, Bese near he Pee mAh 
a ae oe ee Bie y : oa ea era : eet ES ace Rapes? Rar Oke a i ig a eet 2s ee 2 ae #2 - got Soh 8 cide emma 
x bike ee es, — ree * Be ates aa 1 a” eater, a : ee = ee Bs a eae RES ee ane area, ee eS ae oe oe ga oe 
; oa BS : , a ties palin Seat Rods ah ieee te iit aa ie Peers ae Fa Siew Eehee Ae eee es % : F sii iS eee ae ae Re aes sud Se ’ ee Fe 
+) aeaeecees & Bee eee eae Bees “ ee ee | en Eee eo ee cere 8 ‘ Oo Ea ee t Bi tas Hh eee 
| Ftp ee ee 3 ReERS sone. ses ps ae ig ae ape ee RAINS ag Ta ER er Be ee : 5 es ee ae aa : Pa sy - 
3 Ae eee eg ae Sams ee ps ep. Oe nee Le ee See ee Sat Eee — Pe ae, Ora : eee ebb rere et , ise ae 4 2% 2 
ee ees eee ; Eis “ , Ea, , 5 . si a 
& . oe oe he 
‘ ae 
8 
= Re A oe, 1 ae e 
: antes eaee : isk fi eee 
if et eg See Riots tas nate oS cer tur Gaereraytaes Case, thos oo OF Ogu a doer a ay ee ear a eee Rea sige mre: ise targets. © ke Ny ee tet ti © ie ee art a oe ca 
— Pe ae ea Sa abe eae Tere heals a esse pe ee wes Tiler age ae at pa i ext Sa a J ae = : Ras a: ree = 
hy a ee ee er ie ar i gba fe al ee een ae Fay Ty ae E ye ‘ c » ' ao. ST 
TEE aT co 
Y ai eet -” eee 
a ae =). SD ie 
2 os Mee Ay 
ro Me 
jc - — 
i) ie iey: ie 
ie ee moe 
Ba as i. = 
ee oi. ras: 7 
Be soar : 
Toe dein Sag 
4 “ ¥ Se a reeiats OOP GAY Da Is sa ES eee a a ee in 
: i ce 3h ee Rg orks Re nee tama ne Oe gaa Se ier: War ieee 
ra Bare eae erg ae er ceretven a ae Seco) I" a a ee ta Pk Sa ees i yi on pa ne ee "oe ones 
. macy = ee) aes at soe ess ra a ae See Beard Pow cx ce el ee “deeds Sie ue eat = ee Sa ee en eens 2 Si aes caters ai 
F sare ap pO She en pitas eA oe wy Aer es: MAS a Tee bi ie eae cae 2k ‘ea Mai et a 
lag i ae ee yt ie ‘ OY oe ae 
eden Pee. gemeaiet tee naa este de es alee eee i i ee Poa, ae ee: ’ Non a a la 
Fa Bote a pete et Sie eee i Pagel Mp a Rie ph ee radioed ame eee 
ion . sem te Oe TBR eS os. is MMM cs on . en! oe sana ay 
ah Bos a ee TR eget 8 2 ence IRAE iy 4 Bi ee at Late Sulina ete CW Ne 
fe ay - ie eee Oe eee Ee Se Ae se ae a ee eo”: ee sete 
: Pe ee kc SS end yo ae ae a Oe Se ete ae Re cn ee ee ee ae a so rh) ce co ie = hah. 
27h pene -_ ee Sere ES ee es 9 tA eae oe ‘ ' pS et ae © isn =P te . ye ae aaa z: 
‘ : hoe Cees oe 5 ie ie beet” ge ae ee ig = oe so lr Rai La Dy 
: é tek a Ror eens- Peecienaait Te ic 1 ae ial any oe) ae Bite ee y % 
i 4 BA jag PN RE eee " oe eo y s* - , ai aay bo oe ~ yet es: ‘ 8 s' 
; eee eM OS gee ey ee yet ees Wt, 7 _ ao eee ff mire ty 
| ge ee PP Ti ace Pion oa Se eS, a ee ae ie pia ae eee 
ray pEapiriis : pene 6 oa 2 Se aie “ie oo” cee dial : ghee oc eae a BY Fe ak F 
: Se : os ian og = : - ic ONE Cet 2 ad alla ary mea 
: oa oe... at ee eee Ge, ei erent Se cea ene aoe tain Sica 
; eR are. “or tik ae Cree giesstailg ie a 
ryt ie tk ae * ia oere : i aes eS ic oer Ret ane : Sy eae ep 
; : (2 ee ae > eo a abel Pay ie * . gO a 
7 e Fa are: it lille ite we aw : de * i fa RP ete 
fr A ieee reat aa Pe ee: re 22 5. ie Para ‘at iy 
wrk oes ey a ae ae - ree 4 - 
2 i Ve : “2 es «oe Vane : eager * . é ie @ 
| Be Sere, eee ane. ane sgh ies ety. ee oe 
: a en Sa es a ae SN) Ue a a. ee gees: oe ae: = eae Se ees 7 tal , 
Stas ipeap icy ee” oe eee ae eo ee” ier + pleats Re ce. 2 “s 
: eae ee ee x foe ey ee ee eee eee eee. Lo 2 x a cig as ne wien, Tome se NCE, Sere 
: ‘eae i i Can sie SECA eee Nels. ee a ie gee ee aoe abe es Re Fe HN a, Oe ane ay 
ee TE eee ee re eee ey : , eee ee an 2 e ee ede eer a ane he pA erg ms Flag aea 
Rte ee a! oe ? sik 5 F Be! a gine i delhi - : v nara g' hie A 
" soma he eee Pe inpuaie = eo ey ara = & Mi ge wiht 
i? > eet Bi re ee Sg tee we dy ee, , oe r i 
pe ie ' pee ee EE CA einige ae eS 7 Soe 
: Bp See 2 4 i eee se ae ee 
Dante 32°: ee BE ee A arate haere > 
: seat Oe Els eee te a ene oct ae ot te 
sie et 7 hea ete ER ete ee ee ee a ee i 
: Pa a a ‘i ge ie ae peri ee ory uep ome ie 
rake. ey cha eS A agit "oo Eee ne ea are) 5 oa ke 
eis. ei es rg , ie Ei vitae Siw, Tinie ee ot. ede ane 
ao Pe) aa . pata ak ee ihe he ee oS eligi 
<x . es | os Zi. EF et Sate toa vo. he » * a. le 
" Sete an.) <ceme PES ane ail ena aon) — et oe . 
ae ee ot ey - = CS Lt ne Tae ee vcs t aa 
i By eR oc ee Sta teen Ss Ree Oe ae eee i ee 
4 <y Burn) he) aan aly A a EG ee erro 7 
° & fh 
7 . > m. ry NY: a Sat . 2 - ‘- ie t ii 
pi i fs ee a ee Rae. ae ata Py ee Ree ‘tea ‘ * 5 3 3 
Ne i * . ea . sf : yi ale 
a ppesiandicas ala as Btn ee 
, sieeae’ s 6 qc Sila ea A a a oe a 
, te =~ : 5 his Petey ae tre Ge ae we Sr, aN 
iy ; xr paarener rein ye 31+ ‘ 1 ae ” me Pies a a 
3 et Eee fe aa eae ‘ a Raha 
a Be : 2: fay Se hee ae 
é Sige < a ee poe pee ee Rete ie yo ee 
Pn me JN ri ~ AES ee a: 
“ ee aiid , . a ate ee aa 
- pees fe rie ; . nak hail tae veces os Rae 
: Be epee , -? E f : = SE epi 3 i 
: Pree dE aa as oh ie SP eat Eset: |e aes : ie ae ahi = Nae 
es Gat en ares DEN ’ pi me ee eee 
‘ Se ee oo Se ERM MEE aes er ate a haa ° . ees ato : a ; INI a ee a a a ee. ae 
ies ee < imn  S 3 Gina j . ais! pens ren a eee + ere caeay ioe eae 
hashes eee Ah ee eee a, eae ea ae ON tee es Ses eek a5 ge eo 2) ae ee ee. ae Be dince “+ 4s 2 i ie coer 
: Bs) oe ‘eahieie ese ro 2 Ge Pea RE ner et eae: Se ue Se ge, Ss sane : i sao Ei F pee "takin Brie =. eves : a ty cs 
Bit ee ae BE er 0s cae i? ane lg ge lit ets areata eee rg Se Pe ORR a a aes 2 hy eae PTEe SS ee eae 5 Pe se, f 
c Saber absense tad oS eee Nabe Bey io pe a eg Srey re ae Wipe. 4 soe aon ies naa a i } cy ge = Vis 
s ae SI IM ARG 220° 7 OS re Pea ee oe ee ae ORME Geers oe de 
- MEE be RSS sear es RTC, ARES OR OE aI -, ees ees —— eC, Bae fei ae ce er 
iy a5 IMLn ae Ee im Saree NG note foe see Rates phe ee bres ON oe ‘caper ve - ee, 
; ated i pe os a mele fei ra as See ci Ra ae eS ey es bie 5 iates ai : + ae 
Sani. wee we ers eS ae Ee ee eee os ge 4 Se eee ee 
is Rion: ee eer any Pen ieee, fours, - at at re ae eA ‘cae oe ales a". aes : ig 
¥ eg ote ce, ae et oa Sih ge in ee aS f ang ke ea 
- a ete Lee ne ee ee Pad: es as - me : 
ee hc a alas ae ? ae ee, * SE i sala cee i 3 {re 
ie i See Se ee eo a . ee pA ay 
oe "elgics Saadanen sero, et at Shee 
dh Wr sant aS faa ee ii . : Pea Pap nee a 
* : Sen ge £6 Sea, ee Te Poe: 
‘uceere | ~ a! Seta. “eee anew 
4 a. tee ee By ee oe eee ge 
° Wiese te : pao an 
: - ees: : / ¥ a7) Soe é cl 
Riga debe i. See : eae. 
eat Tees gate) 2a piglet iy ca _ pis 
Pan quik a, ry nif a it 
i ort eee 4 Pie , > nak és ae 
sy eee Ge aR ere a aes Bo - VN om eRe LE a Gi igee' eem malas esc See 
is pie he B. <7 A } rs Big oF ie sl sn Ee etre ae Ce: De, 
j yee m- ’ : ER Re See ar ats é 
ni eee ae Sk BR ‘ Cr. e.. = i : 2 “a 
eat) Mee mE ee ey ee te as fans eer eae 
a ae oo. i fil bes Ay ‘ Me ea ag PL ee agit gl ‘ ire M ee * 
ba ee ‘ ae ro. ae oak Vat c 5) ag lu seceieies, tkeibetic eR a Se Se ab Ea eae mabe e. idle 
’ rea A Sn te et st aa dil Gita Aer Ny a =, See ee ys Seo hie c : oe Fie 
ES) eee ae OP ee a Sr oe ee pickin. fi : ae j , ary: 
: Ce cece ee ae a ae Me ges Ne a F . : . . P he ca 
ee ; . » - - P As Soe ries ae 
aa . rae 
agi oi 
oat Eom Ca ae 
ae wrey | aa Gi 
Foe ip © bebe ae 
pe iby rigs 2 ee 
i eye Nae oe 
nes oes ae 
‘if riireg no Mla 
~ by 
of ; re eral te 
os Witte 
a Rat 
et * Sie 
ia ‘ res 
zs i Eat Or ge 
Pn ed 
as a 
i en 
‘ hr, Lg 
a 4 a ee 
fea mee: ieee M+ 
sy 2 Net: 
ities a's —————— TE 2 + 
m3 ss — Mea 
. — ok 
ae ; ACN Soa 
eek , een 
a ee se 
aoe : 
ae é : 
er ae ; 
| <3 4 » | | 
; ’ | : 
| eel 
% ay Mal 
: 4 : = A Psa 
esis 
; 4 Lier " 4 pat Ty 
F P Sr : 7 '* 
3 3 w- " ca 
i ‘ ~ y 
eae 
. ag se 
ashi Qen ! ey | 
< ee * Leet ee . 2 . J Spires 
eee in a b : Yo eS ot Be 5 i boo 
3 in = r , i eee ee. Be Sag —— et aa is a site 
‘ : ot 3 ai Be y eye § i ; a ae Ae a ; Pal ot See es oo ee 1 4 Molise. Ae i 5 Sai 
ie ee : ee AREF ye arias tally TN sce eee a ? ie * . ; Fi 
3 Bes ; r : Sm rein yee a eae Ss a Nae al ieee he ae hive tniee a ' jac : Pe Os - pais, 
fad i . 4 
; i i aie cee. eee es aoe Hie <"% “ ae aoe tie 07 Ae ee se ee ee pee = kee = vee ah “ aia, eae ay a 
: a Poca : i : : Oe ee : See eg Ra ae i cali at 2 aa, . (igs ae gin : en a) ee oe te 
Pee ea ae ce ; eee te, a ae disniue = ; Ra ee coe ae es Wists. 3 #3 ae. fet een eee Read: eae J ae 2 oo! yah ce Oe a, a, eae 
: ’ t oe oe ‘ : HOP ee fe «dee a ee oe fe ee Boer ee 2 kg, Soe ae ae ee, es Re a Sc RO ee Tes, > mec nmemnee emma ree my MoT 
. i ‘ is a Fe ee oa Os ple ee il iy b betes ete Beaks De eS ead a ae ae Oe ty: See x - i=] a 
ied li vi ales ( 4 2 GING i ail MR ated Sei St Re 


In New York, where there are seven 
good weekday newspapers, it is particu- 
larly significant when “‘market-wise’’ 
department stores single out one of them 
and give it far more advertising than 
any of the others. That newspaper is the 
home-going World-Telegram! 


There can be only one reason for 
such decision...results! Prompt buying 
action by substantial families who buy 
more and more often! 


Here are some figures to remember, for 
any advertiser selling any worthwhile 
product in the world's greatest market— 


The total of 1,221,345 lines for August, September, October represents 
a gain for the World-Telegram and Sun of 306,923 lines, or 34%/,, over 
the same period of 1956—Source: Media Records. 


During August, September and 
October, department stores placed 


1,221,345 lines of advertising in 
the World-Telegram and Sun— 
268,780 lines more than in the 
second weekday newspaper! 


New York World-lelegram 


The Sun 


A SCRIPPS-HOWARD NEWSPAPER 


The choice of New York stores to build traffic all week long 


125 BARCLAY STREET, NEW YORK 15, N.Y. + BArclay 7-3211 

Or Scripps -Howard General Advertising Offices : 

230 PARK AVENUE, NEW YORK CITY + CHICAGO + SAN FRANCISCO 
DETROIT + CINCINNATI + PHILADELPHIA + DALLAS 
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Swedes See Soccer 
Matches as Wedge 
for Commercial TV 


STOCKHOLM, Nov. 5—The world 
soccer championships—scheduled 
for Gothenburg next summer— 
may provide the wedge for the in- 
troduction of commercial television 
in Sweden. 

Holger Bergerus, general secre- 
tary of the Swedish football] asso- 
ciation, indicated here that his 
group may ask the Riksdag, Swe- 
den’s parliament, to authorize a 
special telecast, supported by ad- 
vertising, to cover the matches. 

The Riksdag was the scene of 
fierce debates recently on the sub- 
ject of commercial tv (AA, July 
1). 
The football association has 
deposited 2,000,000 crowns ($400,- 
000) with the Swedish National 
Radio, which operates television 
here in cooperation with the gov- 
ernment telecommunications de- 
partment. However, it is estimated 
that the total cost for tv coverage 
would run to $1,400,000—and this 
amount is beyond the means of 
the sports group. 


= The coverage would not be for 
Sweden alone. Facilities exist for 
the linking of national tv systems 
in Europe, and in the past the 
soccer championships—which are 
comparable in Europe to baseball’s 
World Series—have been telecast 
simultaneously in different coun- 
tries. 

It is recognized here that tele- 
casting of the matches would be 
a matter of prestige for Swedish 
television—-and the country as a 
whole. 

There remains then the ques- 
tion of funds. It is considered a 
good possibility here that the gov- 
ernment, rather than bear the 
cost itself, will permit a special 
telecast, financed at least partial- 
ly by advertisers. 

Sweden expects to have some 
200,000 sets in use by next sum- 
mer. # 


Chicago's WGN-TV Begins 
Color Programming 

WGN-TV (Channel 9), Chi- 
cago, began a limited schedule 
of color telecasts beginning with 
the weekly “The World Is Yours” 
filmed travelog Nov. 8. The sta- 
tion will also colorcast “Ding Dong 
School” beginning Nov. 11. 

WGN-TV becomes the second 
Chicago station to originate color 
shows. WNBQ has broadcast all 
color locally since April, 1956. Sta- 
tion WBBM-TV carries network 
color shows, as does WNBQ. The 
city’s fourth commercial tv sta- 
tion, WBKB, handles neither local 
nor network color. Ward Quaal, 
vp and general manager of WGN 
Inc., said more color shows would 
be added to the broadcast schedule 
in the near future. 


ABC Radio Signs WCRT 

WCRT, Birmingham, went on 
the air Nov. 1 as an affiliate of 
ABC Radio. The network has not 
had an affiliate in this market 
since WSGN left the network 
Sept. 20. 


R-E-A-C-H 


- industry Purchasing power: 865, 


_.. multiple car owners: 49%.2- 


Chicago Agencies to Merge 

C. Wendel Muench & Co., Chi- 
cago, is completing plans to merge 
with Henri, Hurst & McDonald, 
Chicago, within the next two 
months. 


Farm Paper Hikes Rates 

California Farm Bureau Month- 
ly, Berkeley, Cal., will raise its 
rates, effective Jan. 1, 1958, due 
to increased costs. A b&w page 
will cost $567. 


Book Gives Advice 
on Getting into TV 

“How to Get into Television,” 
by Robert Spencer Solotaire, gives 
advice to the beginner on what 
preparations he will eed and 
how to make his first break in tv. 
Case histories of successful tv ca- 
reers are given with lists of places 
to apply for training and jobs. 

The book includes information 
on opportunities beyond the writ- 
ing, acting or directing of shows 
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such as educational tv, closed cir- 
cuit tv, developing program ideas, 
tv research, religious, farm and 
Armed Forces tv, spot sales, net- 
work representatives, agencies 
and ratings services. It winds up 
with tips to the job applicant on 
how to go about finding a job. The 
book is published by Sheridan 
House, New York. It has 189 
pages and sells for $3.75. 


Hendrickson to Beaumont 
Joseph T. Hendrickson, formerly 


assistant to the president of the 
City Bank & Trust Co., Reading, 
Pa., has joined the media staff of 


Beaumont, Heller & Sperling, 
Reading. 
Lawrence-Schnitzer Opens 


Lawrence-Schnitzer Produc- 
tions, an affiliate of Robert Law- 
rence Productions and a producer 
of tv commercials, has begun op- 
erations at 1040 N. Las Palmas, 
Hollywood. 
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new sales you can make—automation’s own unique maintenance market 


There’s potential for continuing new sales in every automated 


production system. Here’s an example. 


Plant X has just installed new automated facilities. But like every 
new machine ever made, it has some “bugs”. In this case, it’s 
motors. They’re failing under sustained loads. 


Somebody has to act—fast! Result: You can sell motors here, 


fast, if they’ll do the job. 


The reason: Every second an automated line isn’t running, it’s los- 
ing money. When something doesn’t work right, everything stops. 
There’s nothing more important than getting the machinery started, 


and keeping it running. 


That is why automation’s maintenance is a whole new market, dif- 
ferent from any other industrial market. And that is also why it is 
so important to tell automation engineers what your products can 
do now! The impression you make today may get you a good 


customer tomorrow—for life! 


idea 10 


a whole new crop of engineers is learning how to be your customers 


Engineering colleges everywhere are doing a pre-selling job— 


for you and for everyone who sells to the automation market. 
They’re teaching new engineers how to “think automation”. 


Sellers benefit two ways. You and your future prospect have 
“common ground” on which to meet. You'll be able to spend 
less time explaining automation and more time selling. The 
second benefit—you are continuously supplied with more and 
more customers. Every engineer who enters industry with a 
basic understanding of automatic manufacturing systems will 
probably be your prospect in some way sooner or later—if he 


makes use of his knowledge at all. 


Most important—these potential new customers are learning 
automation as pure automation. They are given basic knowl- 
edge which applies to many different problems and _ proc- 
esses, in many different industries. In other words, they’re 
being taught to “think automation” in exactly the same way 
AUTOMATION magazine is written. In fact, AUTOMATION is 


“e 


usually required reading for these future customers of yours. 


NN Oe er ee 


the magazine of 


“ 
e+. 


ideas 


failing under sustained loads.” 


given basic knowledge.” 
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Shame on Self-Do 
Car Washers, Cries 
Cé&W’s Vollbrecht 


Curcaco, Nov. 5—“Advertising’s 
job in the car wash industry is to 
make people practically ashamed 
to be caught washing their own 
cars,” John Vollbrecht, head of the 
creative department of the Chicago 
office of Cunningham & Walsh, 


Advertising Age, November 11, 1957 


the American Auto Laundry Assn. 

“The car wash business has 50,- 
000,000 competitors—the 50,000,000 
who wash their own cars,” said 
Mr. Vollbrecht. 

“This industry should utilize the 
kind of psychology that makes a 
man socially outmoded if he 
doesn’t have a power lawn mow- 
er,” he said. “There’s no more rea- 
son why people should wash their 
own cars than change their own oil 
or cut their own hair. 


change what has become almost a 
folkway—but people can be wooed 
from washing their own cars. The 
day is coming, with or without ad- 
vertising, when all cars will be 
washed automatically. Advertising, 
however, can bring that day here 
years faster.” + 


(Text of Mr. Vollbrecht’s speech 
available on request. Write Perry 


R. Thomas, Cunningham & Walsh | 


Inc., 6 N. Michigan Ave., Chicago 


Norman, Craig Names Five 
Norman, Craig & Kummel, New | @ 
York, in anticipation of increased | © 
1958 billings, has made five addi-| 7 
tions to its staff. They are Florine | Me 
R. Robinson, copy supervisor, for-| 
merly with Batten, Barton, Dur- 
stine & Osborn; Robert Olson, ac- 
count executive, previously with 
Warwick & Legler; Irving Adels- 
berg, manager, tv department, for- 
merly with Biow Co.; Lawrence 
W. Foden, merchandising manag- 


said at the annual convention of “It takes skilful selling to/}2, Ill.) 


er, formerly with Colgate-Palm- 


for advertising ‘4 marketing f sales executives 


idea 11 


automation’s basic needs give you three direct, effective ways to sell 


When you get down to basics, there are just three reasons why an 
automation engineer wants any product. He needs it because it 
performs a process, links processes together, or controls processes 
and their handling systems. 


Advertisers and sales personnel are finding these three basic needs 
automation’s most effective “door openers”. When you talk in 
terms of these needs, you’re selling effectively because you're talk- 
ing your customer’s language. 


The AUTOMATION representative who calls on you will be glad to 
point out specific examples of advertising that are getting results by 
using strong appeals to the basic needs of the automation market. 


idea 12 


“__. most effective ‘door openers’.” 


advertising brings action—fast—when it reaches the right readers 


You get action in the automation market when you reach the men 
who are responsible for making automation work. You'll find them 
in every company using or contemplating automatic manufacturing 
or processing. They almost always have management’s blessing to 
act—immediately—when they discover a new or better way of low- 
ering costs, producing more, or improving procedures and equipment. 


Here are some examples of the action many companies are getting 
by advertising to these men in AUTOMATION: 
Meyer Machine & Tool Co. 


“It might interest you to know that in the short time we have advertised 
in AUTOMATION, we have made three excellent contacts, one coming 
three days after the first issue was in the mail.” 

George H. Kendall, Mechanical Engineers Consultants 

“We consider the response in AUTOMATION the past year, in relative and 
comparative analysis with other trade journals, to be superior to any mag- 
azine known to our offices. (And we use other magazines continuously.)” 
This is the reason so many leading companies are depending on 
AUTOMATION for effective sales communication with the automa- 
tion market. 


You'll find many more ideas in AUTOMATION’s new booklet, “10 ways 
these salesmen can help you do your job better”. Write for a free 
copy today. 


(This is the third advertisement in a continuing series) 


automatic operations A|UITIO/IMIA/TIIJOIN 


“_ .. discover a new way of producing more.” 


a [PENTON] Publication / Penton Building / Cleveland 13, Ohio 


GEORGE P. MACGREGOR has joined 

Campbell-Mithun, Minneapolis, as 

vp and supervisor of the Pillsbury 

refrigerated products account. He 

most recently was vp and director 

of marketing of Outdoor Adver- 
tising Inc., New York. 


olive Co., and Robert E. McGinley, 
merchandising field staff, previ- 
ously with D’Arcy Advertising Co. 


TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


Now—in many markets—three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 
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Another first for Davenport Newspapers! 


Editor & Publisher's judges declared 
Davenport Newspapers top winner of the 
Food Color Ad Competition for 3 
colors and black ads. To carry off sales 
prizes in this rich, top-ten Midwest market, 
let Davenport Newspapers carry 

the full colors of your products ROP. 
You'll win with black and 
too, in Davenport 
Newspapers! Do what 
other successful advertisers 
are doing. 


white, 


DAVENPORT 
NEWSPAPERS 


(© MORNING 
. acieets 


Represented by Jann & Kelley 


"THIS et WITH ROP COLOR 


COVERING DAVENPORT, IOWA; ROCK ISLAND, 
MOLINE, AND EAST MOLINE, ILLINOIS 


Advertising Age, November 11, 1957 


Keezer Sees 7% 
Cutin Business 
Capital Spending 


(Continued from Page 2) 
capital expenditures by industry, 
Dr. Keezer said. In answer to ques- 
tions, he admitted that a downturn 
on capital expenditures is likely 
to put a brake on the economy, but 
he emphasized that the survey is 
purely a reporting job, not a pre- 
diction or an interpretation. 

Outstanding points in the current 
study include the following: 

Most companies plan to main- 
tain or increase expenditures on 
research and development in 1958. 
About one-third of the companies 
reporting said they plan to make 
substantial capital expenditures 
after 1959, as a result of these re- 


search programs. However, it was 


North Carolina’s 


NTERURBI 


HAS THE LARGEST POPULATION OF ANY 


METROPOLITAN MARKET IN THE TWO CAROLINAS 


North Carolina’s INTERURBIA . 


= Ee Dominated by 


wimy-tv § 


. . FIRST in Total Population and 
the largest metropolitan market in the two Carolinas. Inves- 


: tigate INTERURBIA plus the entire Prosperous Piedmont where 


3 more than 2,000,000 people are influenced by WFMY-TV. 


MARTINSVILLE 


as Lo 


SOUTH BOSTON 


HIGH POINT 


A - DANVILLE 
a 
mount Airy REIDSVILLE ™ © 
oe GREENSBORO 
| HILLSBORO 
See BURLINGTON * DURHAM ) 
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ae LEXINGTON @ ASHEBORO 


noted that there is usually “a lag 
of about seven years between test 
tube and tank car.” 


= The drop in '58 capital expend- 
itures is concentrated in manufac- 
turing, where plans call for a 16% 
reduction next year. In explanation 
of this, Dr. Keezer said that so- 
calied manufacturing expenditures 
represent 40% of the total compa- 
nies included in the survey. Offset- 
ting the decline in this category is 
a planned increase of 3% by elec- 
tric and gas utilities and small in- 
creases by the petroleum industry 
and by the transportation and com- 
munications industries, other than 
railroads. 


s But, the survey shows, almost 
all major industries—and all size 
groups of companies—are now 
planning to spend less in ’58 than 
they reported earlier in the spring 
of ’57. Then, Dr. Keezer said, the 
survey made indicated an over-all 
decline of about 6%, whereas the 
current survey indicates a decline 
of 7%. 

The main reason for the drop in 
manufacturing expenditures, the 
survey shows, is the sharp increase 
in manufacturing capacity. On the 
average, manufacturing industries 
operated at 82% of capacity in 
September. The ideal rate is esti- 
mated at 90%. 


s Capital spending is reported 
holding up relatively well in the 
chemical process industries. Plans 
for 58 are up 5% in petroleum 
refining, and off 4% in chemicals, 
7% in rubber and 9% for stone, 
clay and glass. 

Large declines are reported for 
the basic materials industries: 24% 
for steel, 38% for nonferrous met- 
als, 24% for paper and pulp, 17% 
for machinery and 28% for metal- 
working. 

The automobile industry plans 
to spend 30% less next year. Rail- 
roads plan a cutback in capital 
spending of 27%. 

Commercial business companies 
reduced their expenditures sharply 
in '57, the report says, and plan 
further reduction in '58. 

Effects of changes in the defense 
program are showing up in plan- 
ning by the aircraft industry. Only 
18% of the aircraft and parts com- 
panies plan higher research spend- 


-ing next year, and 27% are cutting 


back. This is twice the proportion 
of any other industry in regard to 
research, # 


Roddy Forms TV Company 

Bill Roddy, former newscaster 
with KPIX, San Francisco tv sta- 
tion, has opened his own tv pro- 
duction company, with studios at 
Pier 3. 


MEMOGENDA 
© 


¢ 


SANFORD 
CARTHAGE e 
e 


wfmy-tv 


GREENSBORO. N.C, 


Renresentcs by 


Harrington, Righter 


™ KANNAPOLIS 
+ 


. 
TROY 


2 
ALBEMARLE 


GREENSBORO-HIGH POINT- 
WINSTON-SALEM 


(3 Stetions) 
Greensboro: a Peint—Gullford County —Map 
Lecation F- 


Winston - Salem —  Peneth County —Maep Locaug 
hee NKDS consumer market map and date 
ning of the State 


& Parsons, tne 


Avoid confusion of scraps of paper . . . lost 
opportunities . . . forgotten duties and ap- 
pointments. Use the MEMOGENDA. Permits 
constant survey of work ahead .. . results in 
working without strain. Checks out completed 
tasks and builds valuable history of activity. 
Users say they gain more time for living by 
making the best use of their working hours. 
MEMOGENDA is a 96-page book, wire bound 
in a flexible leather-like covering. The right 
hand pages (81 x 11) have numbered lines, 
one for each item. Opposite pages are for 
additional memos . . . includes instructions 
for use, an annual reminder, 3-year calendar, 
and active telephone list. 

Price $30 a dozen F.O.8. factory, or send $3 
for sample, postpaid. Full refund if it isn’t 
the best investment you ever made. 


KANO LABORATORIES 
1024 Thempson Lane, Nashville 11, Tenn. 
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WBOY-.-TV Starts Programs 


s > PROVE AD CLAIMS 

y. Plan new campsigns... based on 

bad murs expertly designed studies, authen- 
research titut 


lcated Dp 2. 
Clinical trieis . . . toxicity studies . .. sensitization 

.-, biological screening . .. product improve- 
ment. No obligation for estimate. Call or write 
Arthur OD. Herrick, Director. 

NEW DRUG INSTITUTE 
130 Eest 59 St.. New York 22 * Me 8-0640 


A new Friendly Group station, 
WBOY-TV, Clarksburg, W. Va., 
began formal programming Nov. 
10. A special dedicatory program 
is scheduled for the following 
week. Avery-Knodel represents 
the new station, which will carry 


S. F. Agencies Merge 

Frank J. Schlessinger, remain- 
ing principal of Robert B. Selby 
& Associates, San Francisco, has 
merged his accounts into D’Eve- 
lyun-Guggenheim, San Francisco. 
Robert Selby has left the agency 
business to return to the news- 


Advertising Age, November 11, 1957 


Frigidaire’s Trade-in 
Plan Helps Dealers 
Sell New Appliances 


Dayton, Nov. 5—Frigidaire di-| im 


vision of Genera] Motors Corp. has 


announced an aggressive program 


both NBC and ABC programming. . . : 
to increase major appliance sales 


paper field. 


by stimulating demand for re- 


placement of the 95,000,000 refrig- 
erators, ranges and washers sold in 
the past 10 years. 

The new sales plan is based on 
the theory that the greatest oppor- 
tunity of expanding today’s mar- 
ket lies in speeding turnover of 
postwar appliances, Frigidaire said. 

According to the spokesman, the 
average refrigerator being traded 
in today is 14 years old. Taking a 
page from the auto industry’s 
book, Frigidaire is directing its 
plan toward replacing postwar ap- 
pliances with new models and 
merchandising the trade-ins to 
budget buyers who want to “step 


KA} VBA IK 
A EMRRR™ 


EVEN IN JAPANESE IT’S: “Sell the POST INFLUENTIALS — they tell the others!” 


up,” though not necessarily to the 
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Bonus 


IN 
BAY CITY 


@ 
BovoaN PRE ae “Ystey ee LA KE PaICH IGAN 
om | Mh 
Bey. a oN NO Retail sales amounting to $135,000,000* 
“Stheos Rn for 1956 in Bay City were 41% greater 


MONT MOR Y as on Alusoe, » a3 
A Y 


Us 

WY » than the national average according to a 
fir AST , recent marketing survey.** Food sales per 
family were 38% higher. Automotive 
equipment and supply spending exceeded 
the national average by 36%, and spend- 
able income was up 18% over the national 
average.** Here is a target area in which 
your advertising can aim at a substantial 
bonus. 


Atlents 


CRAWFORD 


Bay City is a solid, prosperous, stable 
market supported by the buying power of 
16,600 factory workers in over 108 area 
industries. To that total, add 13,300 other 
wage and salary earners. Home ownership 
is a record 76%, with $65 million worth 
of new homes since 1950. 


One advertising medium puts Bay City in 
your corner. The Bay City Times has 
93.2% coverage of all the homes in the 
city zone. In addition, this powerful news- 
paper’s influence offers more than 20% 
coverage in 8 more adjacent counties. 


overt 


. <a este “. a Sane c \ The Bay City Times will make profitable 
. Nee oy eS UNE C®> een, sales for you. Be sure it’s on your schedule. 
ence a + a) -—— 
. j tv i—~ pee ‘aia *Estimated from Michigan Sales Tax Collections— 1956 
| NL . . 


The Bay City Times 


e Evenings and Sunday 


Carried 15,016,176 lines of advertising in1956 ¢ Serving N. &. Michigan and its $150,000,000 tourist industry 


[ BAY CITY TIMES «= THE ANN ARBOR NEWS 


THE SAGINAW WEWS — JACKSON CITIZEN PATRIOT 


D THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch,'260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 


Superior 7-4680, Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401'; Williom Shurtlift, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 


DEPARTURE FROM TYPE—In an unusual 
departure from the type of liquor 
advertising in which the bottle is 
usually the dominant symbol, Sea- 
gram-Distillers Co. is using an ad 
with a safety pin as the focus of 
visual attention. The ad is being 
used in 72 newspapers in 46 mar- 
kets in 810 and 1,000 lines for the 
company’s Seagram’s 7 Crown 
whisky. Warwick & Legler is the 

agency. 


newest appliances. 

To aid the dealer in appraising 
the trade-ins, Frigidaire has de- 
veloped a true-value appraisal 
guide. The formula is based on the 
age of the appliance, resale demand 
for its size and design, brand pop- 
ularity and condition of the trade- 
in. 


® Unlike “blue books,” which 
list specific prices, the Frigidaire 
guide features a flexible formula 
designed to permit the dealer to 
adjust for local market conditions 
when appraising trade-ins. At the 
same time it provides a standard 
basis from which a dealer’s sales 
force can calculate allowances. 

The new replacement selling 
program also includes sales train- 
ing and promotion plans to help 
dealers go after the big market 
consisting of replacement of post- 
war products, Frigidaire indicated. 
In addition, Frigidaire is expand- 
ing its used appliance sales pro- 
gram designed to help dealers 
learn how to recondition trade-ins 
and merchandise them at a profit. 


NTA Network Sells Two 
on Holiday Films 

NTA Film Network, New York, 
has sold six one-minute participa- 
tions in its Shirley Temple “Holi- 
day Special” feature film shows to 
both Phillips-Van Heusen Corp. for 
Van Heusen products and Tech- 
nical Tape Co. Phillips-Van Heu- 
sen also bought six one-minute 
participations on NTA’s “Premiere 
Performance,” while Technical 
Tape ordered a single one-minute 
participation on that show. 

The Shirley Temple films are 
seen in 63 markets, while “Pre- 
miere Performance” reaches 134 
markets. Grey Advertising Agen- 
cy handles Van Heusen, and Prod- 
uct Services is the agency for 
Technical Tape. 


Hector 
does 


it! 


See page 122 
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ozens of Sputni 
The Kremlin Has Them 


Concealed... in Kilowatts! 


Dear Congressman: 


We could have launched our own satellite 
sooner. We have the money and we have 
the know-how. 


Because we didn’t, your constituents won- 
der about our leadership in science . . . and 
in Washington. They fear that much of the 
world may believe the Soviet boast: “The 
U.S. has lost its world leadership, even in 
the field of material progress and resources.” 


As a Congressman, you know that such a 
belief can prove costly to our security in 
many areas. 


Outer-space is just one of dozens of places 
where the Soviets are employing “superior 
material resources” to destroy faith in U.S. 


leadership. 


Take the Near East. There are many rea- 
sons why it is becoming more of a tinder- 
box daily. Here’s one: Rich and powerful 
U.S. can’t compete with Russia in buying 
enough radio kilowatts to make our peace- 
ful intentions known to vast numbers of 
Arabs. 


A Time Magazine editor says that U.S. 
“Truth Broadcasts” to the Middle East are 
so weak in kilowatts that they can’t be 
heard by millions of Arab radios. 


But Russia-financed “Radio Damascus” 
gets into all Arab taverns and many Arab 


homes. It comes in strong, clear and con- 
tinuously with hate-America incitements. 


The Arab world is just one of many places ° 
where the U.S.A. is being out-Sputniked. 
The Kremlin is out-thinking and out-spend- 
ing us in India... in Indonesia... in 
Iceland, wherever Russia thinks the truth 
about U.S. policies is in conflict with Soviet 
scheming. 


You know why, Mr. Congressman. You 
know how recently you voted to slash the 
President’s budget for U.S. Information 
services . . . how much consideration you 


gave to party politics, how little to global 
statesmanship. 


What will you do when the wext U.S.LA. 
budget comes up? What can you do even 
before that, to see that our Information 
Services do a better job . .. in quality as well 
as in kilowatts? 


The outer-space Sputniks have given you 
the urge to vote new appropriations for 
USS. satellite development. How about more 
funds to match the Kremlin’s dozens of 
other, nearer-to-home Sputniks? 


TO READERS OF AD AGE: The above message is placed by an advertising 
man, who, like many others, thinks that the U.S. Information Agency is 
doing a pretty poor job for many reasons besides inadequate funds. But 
considering the vital and gigantic job of mass communications to be done, 


SEND ABOVE LETTER TO YOUR CONGRESSMAN. SIGN AND MAIL IT NOW. 


a poor agency is no excuse for a niggardly appropriation. 


Of all citizens, we in the advertising business understand this. Of all 
citizens, we should be leaders in awakening Congress to the need to do our 
country’s communication job ADEQUATELY. You are asked to do one or 


more of these five things NOW: 


1. 


2. 


Fett teeter es ess es ee es ew es ee ee eee 


Box 824, Advertising Age 
200 E. Illinois, Chicago 11, Illinois 


gressman"’ letter. 


Here's a dollar. Send 20 reprints of “Dear Con- 


Cut out above “Dear Congressman” letter, sign and mail it. Better yet, » 


write your own. 

Send for reprints of above and distribute them to other citizens to sign 
and mail. 

Hand reprints to local editors and broadcasters and ask them to com- 
ment on the message. 

Send for an ad-mat of above (or have it re-set) and run it in your local 
newspapers. Get it sponsored by your Ad Club or other club, or place 
it at your own expense. 


. Send a contribution of any size to help pay for running such a message 


in other newspapers and/or news magazines. 


Also send an ad-mat, which includes a coupon 
offer of reprints. 

—___— Here's my contribution of $ to help 
pay for running such an ad in newspapers and/or 
news magazines. 


NOTE: Sponsor of this ad also solicits your comments and 
will reply to them. 
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33,100,000 people live in the Northeast. LOOK 


39,050,000 people live in the North Central. LOOK 


1'7,950,000 people live in the West. LOOK 


3'7,600,000 people live in the South. LOOK 


All data in this report are from the latest nationwide survey of the LOOK 

average-issue audience, based on people aged 10 and over. The 9 Census regions 

are combined into 4: Northeast includes New England and Middle Atlantic; 

North Central includes East North Central and West North Central; West includes Mountain 
and Pacific; South includes South Atlantic, East South Central and 

West South Central. The study, entitled The Look Magazine Audience, April-May 1957, . 
was conducted by Alfred Politz Research, Inc. Copies are available on request. 
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reaches 6,800,000 


reaches 8,200,000 


reaches 4,550,000 


: 


reaches 5,250,000 


National advertisers have long recognized the importance of all geographic regions in effecting sales. 
™ For people in every section of the country buy, or influence the buying of, most consumer products and 
services. As the latest Politz study of the Look audience reveals, LOOK reaches broadly across all regions... . 
* penetrates deeply into each of them. In your market, whether it’s all people or specific people, LOOK 
delivers one of the largest magazine audiences ever assembled. LOOK—The Exciting Story of People 


people read LOOK 
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At Night... 


It Looks Like HELL 


But it’s the fires of teed at the 
world’s largest steel mills 


Lighting Gary's Skies 


Second largest city in Indiana. b> my Retail Sales 1956 
*Population 1956, 168,884 se gh By am 

Second largest Ind. city zone Eating and ouare,t $17,378,000 
*Population 1956, 211,084 General Mdse $37,540,000 
Gary Trading Area population Automotive $31,714,000 


Gas Stat 13,973,000 
285,000, 1957. (Estimated) Dregs EY 
*(U. S. Census) 


Effective Buying income per family 
$7,355. 
Only one newspaper can give you effective coverage in the 
prosperous Gary Area. 


L The Gary Post-Tribune 


Gary’s only newspaper. 
Daily and Sunday 


Coverage: City Zone better than 95%. Entire Area over 90%. More than 
twice the coverage of all Chicago newspapers combined in this market. 


pr fatives: Burke, Kuipers & Mahoney 
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COSMOPOLITAN—Ford Motor Co. is using tv spots with the theme, 

“Proved and approved around the world,” to promote its 1958 Ford. 

J. Walter Thompson Co. is the agency; the animated television com- 
mercial was produced by Playhouse Pictures, Hollywood. 
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. . and this figure makes Canada your best customer 


—bigger than the next four leading customers 
added together. 


This ‘market can*be bigger when your advertising 
reaches the maxinum number of Canadian business, 


i 


BNA means Business Newspapers Association 


Spent over 4 Billion Dollars in the United States last year 


professional and industrial men. The overflow circu- 
lation of United States’ business papers does NOT 
reach this maximum. Only Canadian publications are 
‘read by over 80% of your customers—a fact we can 
prove! Just write us, 


Motivationist Mayer 
Lags in ‘2I' Quiz 


New Yor«x, Nov. 5—David 
Mayer, president of Market Psy- 
chology Inc., increased his win- 
nings on “Twenty-One” (NBC- 
TV) to $45,000 last night, but 
when he returns next week he 
will be on the short end of a 17- 
to-10 score. 

After defeating clinical psy- 
chologist Nelle Hurley, 21-to-0, 
the motivation researcher failed 
to answer a question correctly for 
the first time in his six weeks on 
the program. 

His opponent, legal assistant 
Paul Bain, could have dethroned 
Mr. Mayer right there if he had 
signaled a halt to the game. But 
he did not—and Mr. Mayer will 
have an opportunity to pull even— 
or go ahead—next Monday night. 


Griswold-Eshleman Boosts 
Meredith, Stadthagen 

Ted R. Meredith has been named 
director of market development 
and Heinz Stadthagen has been 
named director of media of Gris- 


Ted Meredith Heinz Stadthagen 


wold-Eshleman Co., Cleveland. The 
marketing directorship is a new 
position in the agency. 

Mr. Meredith joined the agency 
in 1948, and has worked in media 
and sales. Mr. Stadthagen was as- 
sociate media director and direc- 
tor of research for the agency. 


Toronto Copy Club Elects 

The Copy Directors Club of-To- 
ronto has elected Neil Craig, Vic- 
ers & Benson Ltd., president. Oth- 
er new officers include Hugh 
McConkey, McConnell, Eastman 
Co., vp; Stan Varcoe, James Lov- 
ick & Co., secretary, and John 
Watson, James Lovick & Co., 
treasurer. 


Victor 


—the welded force of over 110 member ae ° 
publications—and all Canadian. q To sell Canada : advertise does 
137 Wellington St. W., Toronto, Canada. in Canadian business papers it! 


See page 122 
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Tuesday, October 8, 1957 


Kansas City Speeds 
Its Super-Loop Plan 


BY THOMAS BUCK 


[Chicago Tribune Press Service) 
Kansas City, Mo., Oct. 7— 
This “ heart of America” me- 
j tropolis, once known chiefly 
for its Pendergast political 
Scandals, today celebrated a 
rebirth of civic spirit and 10 
years of progress in a big job 
}of modernizing itself. Specifi- 
ically, the celebration pertained 
_to the opening cf the first side 
of a rectangular pattern of 
super-highways which will 


> | one of the first cities to get 


7 | program under way. 
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<——! veloped central business dis- 


>. | struction and public facilities. 
«| The target date for completion 


} 


‘form a new loop for a rede- 


trict. 

However, civic and govern- 
| mental leaders took the super- 
{highway ribbon cutting as a 
| springboard for telling the na- 
| tion of its achievements as 


an effective urban renewal 


| 1980 Target Date 
Ultimately, the program en- 
visions a new central business 
district costing upwards of a 
‘billion dollars in new con- 


is 1980. 
At least 45 per cent of a 


major railroads serving Kan- 
sas City, and representatives 
of major airlines. 
Plan Radiating Roads 

A total of more than 125 
million dollars has been com- 
mitted for the downtown 
loop of super-highways and 
two new bridges. Not includ- 
ed in this figure is a 100-mile 
network of five super-high- 
ways radiating from down- 
town for connections with 
major cross-country highways. 

The entire rectangle of 
downtown super-highways ‘is 
scheduled for completion in 
10 years. The feeder network 
of 100 miles, now part of the) 
federal ‘government's inter- | 
State road building, is about 
15 per cent completed. 

Thru a new state redevelop-| 
ment law giving some real! 
estate tax relief, private devel-| 
opers have made a big dent in 


|redeveloping Quality hill, the | 


run down fashionable section 
of Civil war days. 
Quality Hill Progress 
Private developers now have 
provided Quality hill with a| 
new 5 million dollar apart- 


450 acre tract within the 


‘expanded civic center and 
‘more underground parking 
faciliies with landscaped 
plazas. There would be a 13 
block central core of depart- 
ment stores and shops shut 
off completely from vehicular 
traffic. 
| Transportation within this 
‘central shopping district 
would be provided by two 
moving sidewalks, each more 
|than five blocks long and built 
lat the second story level. The 
‘old streets within this central 
core would give way to a park 
‘like setting. 
Rebirth of Spirit 

“ Actually, this program of 

rebuilding downtown Kansas 


i i 4S pain 
ae ce ablets 


| City is the result of a rebirth 
of civic spirit that arose after 
the city got such a bad name 
because of the Pendergast 
scandals,” said Carl B. Rech- 
ner, chairman of a banquet 
sponsored by the downtown 
committee of the Chamber of 


_|Commerce as a climax to a 
- day of civic celebration. 


“It was the psychological 


+ ‘time for a resurgence ‘of pub- 


lic spirit and ideals. The 
Chamber of Commerce re- 
alized that Kansas City al- 


5 |Teady was being hit by decen- 


_tralization, so the downtown 


ment project, a quarter of a| 
million dollar men's club! 


super highway loop would be| puyiiding, and a 2 million dol-| 


rebuilt with new office, Te-|\lar home office building of 
:_|tail, and commercial build- 


— ings, high rise apartments, an | ation. 


ithe. Hereford Breeders associ- 


| 
| A new combination public| 
library and board of education 
building and a new State of 
|Missouri building are in the 
,active planning stage for the! 
icivic center, the basis of 
which was formed in the late 
1930s by the construction of 
skyscraper city hall and cen- 
tral courts buildings. Several 
museums and a long mall are 
planned for this area. The 
civic center will cover 30 
acres. 
A land clearance authority 


row area. This is among three 
larger tracts in the central 
business district now slated 
for redevelopment with new 
commercial buildings. 

Typical Parking Facility 

Typical of parking facilities 
of the future is a new block 
square plaza parking garage 
for 1,300 autos next to the 
municipal auditorium. 

As one of prime promoters 
of redevelopment of the down- 
‘town area, the Kansas City 


Star summed up the situation’ 
thusly in its lead ‘editorial’ 


today: 

“This is Kansas City’s day 
to dramatize a decade of prog- 
|ress. It is a decade of sweep- 
ing changes in the face of the 


IN 


has cleared a five block skid| 


$5 committee was organized in| city around the downtown dis- 


on 4 
> better 
P arantee. 


tH 


{1940 to spearhead the re- 


‘building of the central busi- 


ness district.” 

Rechner added that down- 
town business and commer- 
cial establishments at that 


rry {time had a 20 per cent va-| ahead.” 


| trict. It has nro 
| Plans that go farie } 
wild dreams of a Tec 


\Today we celebrate. Tomor- 


| row we turn to the many great 


problems and : 


tasks still 
| 
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Thank You, 
Chicago lribune 


Thanks also to these other 
outstanding publications 
for stimulating comment 
on Kansas City's downtown 
redevelopment program: 


DALLAS MORNING NEWS 
DENVER POST 

FORT WORTH STAR-TELEGRAM 
INDIANAPOLIS NEWS 
LOUISVILLE COURIER-JOURNAL 
MEMPHIS COMMERCIAL APPEAL 
MINNEAPOLIS TRIBUNE 

NEW YORK HERALD TRIBUNE 
NEW YORK TIMES 

ST. LOUIS GLOBE DEMOCRAT 
ST. PAUL PIONEER PRESS 
WOMEN’S WEAR DAILY 


(other comment arriving daily) 


’ 


This Chicago Tribune story relates Kansas City’s progress in 
its huge trafficways, rebuilding and modernization program. 
The $500,000,000.00 project, now in its 10th year, was high- 
lighted by the recent opening of the new Sixth Street Express- 
way, an event attended by many members of the nation’s 
press. 

A total of $125,000,000.00 will be spent for the downtown 
loop of superhighways and bridges, exclusive of a new 100- 
mile network of 5 expressways radiating from downtown for 
connections with major cross-country highways. 

A practical, imaginative, big scale effort . . . sparked by 


energetic, farsighted leadership . . . typical of this dynamic 
forward-moving community. 


ANSAS CITY STAR J 
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And the remedy for one is the remedy for both! Tatk to her more often. Her memory’s 
too short for once-or-twice-a-month messages alone to register. Every advertiser knows 
this. The question is how to step up your advertising frequency today — at efficient costs. 
The answer is with CBS Radio daytime drama. Where as little as $10,000 delivers 20.7 
million commercial-minute impressions a week — 3.2 impressions on each of 
6.4 million listeners. And, equally important, where your product story is delivered to 


an audience tuned in on purpose...to listen. THF CBS RADIO NETWORK 


That’s why drug product advertisers like Carter Products Inc., 
The Mentholatum Company and Pharma-Craft Company buy 
daytime dramatic serials on CBS Radio, to deliver their selling 
messages to an attentive housewife audience, on shopping days. 
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Advertising Age, November 11, 1957 


resents a Picture Portfolio of the ANA Meeting 


Because of interest in the much-heralded Frey report on agency 
services and compensation, the fall meeting of the Assn. of Na- 
tional Advertisers brought forth an unusually large number of 
top advertiser, agency and media executives. (The complete 
text of the preliminary Frey report, plus comments from many 
of those who gathered to listen to it, appeared in last week's 


Advertising Age.) During the three-day meeting AA’s camera- 
man roamed the corridors and meeting rooms of Atlantic City's 
spacious Chalfonte-Haddon Hall and snapped many of the na- 
tion’s top advertising brass as they renewed old acquaintances 
and exchanged shop talk. On this page and the three following 
AA presents a collection of pictures from the meeting. 


PATRICK GORMAN 
Bryan Houston Inc 


BEN FROST 
Calvert Distillers Co 


BATENBURG 
sgh Plate Gle M PLUNKETT 

lumbia-Southern Chem 
JACK BARLOW 


ysi 


FERNOW 


Pittsburgh Plate Glass € 


‘e 


ROLAND MARTINI 
Gardner Advertising Co 


HARLES CLAGGETT 
urdner Advertising Co 


. 4 LARRY VALENSTEIN 
FERRY SHAPPELL Ef 

GER BOLIN <a Sealy inc ? 

tinghouse Electric 
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CONRAD JONE 
Bc Allen & Hamilt 


CUNT FRANK 


inton E. Frank Inc 
ROBERT BOGER 
McGrow-Hill Publishing Cc 
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HARLIE McLAUGHLIN 
ACK MORRIS " Atlas Powder Co 


F&M. Schaefer Brewing Ce 
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Advertisers and Agency and Media Men Exchange V 


BRAD HOUGHTON 
Four Roses Distillers Co 


JACK SACKS 
Washington Post & Times Herald 


JACK CUNNINGHAM 
Cunningham & Walsh 


\ 


FE HOWARD 
john Hancock Mutual Life 


id 


JOHN VECKLY 
Stee! Corp 


EDWARD VON TRESS 
Curtis Publishing Co 


JOHN SWEET 
US. News & World Report 


PIKE SEYMOUR 
Advertising Research Foundation 


HARRY SCHROETER 
National Biscuit Co 


REG JOHNSON 
Johns-Manville Sales Corp 


DICK LOWELL 
U. S. Plywood Com 


RAY WEBER 
Swift & Co 


i O@ 


BOB PIGGOTT 
Pet Milk Co 


LYLE POLSFUSS 
Green Giant Co 


SAMUEL A. HARNED 


Consultant 


BOB BISCHOF 
Stote Form Mutuol 7 
. ' PAUL BELKNAP 
Needham, Lous 6 Brocby 


ae 2: ete ae ” - Sn 2 Py 
pe hut Pe ae SS 


WILLIAM WALRATH JR 
Dscor Moyer & Co 


ANDY 


Lever Bros 


EARL KEES 


peneral Mil! 


ARROLL NEWTON 
B8DO 


BOND 


e 


MEL JACKMAN 
Pennsyivanic Railroad 
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Plus Who Came to Hear the Frey Report 


GLENN MARTIN 
8. F. Goodrich Co 
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: : é : Homitton Beach Co 
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EUGENE OLSON 
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Kimberly-Clork Corp 
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Aluminum Co. of America 
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Meredith Publishing Co 
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New leader among Houston newspapers is The Houston 


Post. Total daily circulation of The Houston Post is now 
largest of any Texas daily, morning or evening: 213,198." 
The best newspaper buy in the South’s Number One 


market is The Houston Post-first in total daily circulation. 


*As filed with A.B.C. for six months ending 
September 30, 1957, subject to audit. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


oS att nl An Seco ia Meteo lk Os oe a 1 ha Sage gS ee 
Re ee ge el eo a. a a ee. cr ‘a 
5s “y= We ie ee eee ~ ee. le hy NO oc: RR i ee i Coe A” ean Ogee i eae ese Dies Wace ‘ cee ey ee m :: ae le y “she, ARV eee ee para gee a ee 
(St SE ea ee en co 8 See. ; Aba ee:. Be: Se ames ee Ya ee AO i IG \ P - Pee 2 Sree : eee p. SO a eee ait 
* (68: Te ea et eanees ee Shs id i a ee ee ae * eee Seek, Ra co a rrr «uh ee ee ate Sr ar Te “ee oe eee. Bn + led aoe fo OS a Se 
- A Se ee oS ne ee at A Si Sree Oh ile glia fin” gk a el eR ee Seis ge eer ‘aay SORE TRGR Fy RC Pca le kee a 
Sete Sas ae Be re "3 eae ‘ ee “i 7 Ree ie «eer, Ba, alg ee el tes See: ae ee es 
— aie ee eS ae. 7 ie ey es eh an ae a8 Ge : Amey Peter ee ee . — - bg oe ay PME ny gs. % ites ¥ "<i bars he ee Bea fF > See eee ie - rex 
rt © cee >. ele he = 2 2 eee aimee Sh Bie els 7 2. ree “ie i : : ga ae Ran "a aN a ae ae enone ne . Bs A SEae rere ~: 
Bers ‘ea ee ieee ea. ee eee Thee Bi = ot, Son ere eee 1 ee eR ere > ee 
\. <a ™ ‘ ‘ : 
a : , eee 
ace ae 
‘ ioe a 
iy oh Lom 
: rei At neal ¢ 
_ . . 7 sar a yee ae ee ee eae a = ee = 
: ea Pa i ; ee ee ee ee RO. ate oe 2k ee ob ae ees Bai 
: i oe * Se : eo sa Br cae oe ee ee ee Gah, ae 3. Saas  akee | ta eee oud itn: alle hc 2 Mian ea Be hi i = fy oe + 
Se Mes al SOR: AMM ee A aay or a i RRA Se rE Oe eg eo ee ae eI ie om ; : e 
gee. |e : ee, eee ee 3 BS Sa S82 oy ORI a ican eae Fs ey. he ee ae 2S, 5 Aig at ge am ae ‘ ee 
Rat > oa - oe re 2 les eee a ie ig BRS Es ie SO a a eee SY hea Sue, Me. ee sip ae Na =) Sy ie = ney Sisto oS ete reat 
eee) 4 a vie ees Bees ie ch a eee 7 Epa ree mac aen re eee or ie. een eee |). gs ee Ge et om 
7 eee gaya eo. Bete i ay Py ee Soe eh Cres! 628. ea ee ( ie 2 oes Ba se ie ie Se ot tienes hy 
ae a sere ‘ a oti Lip cpm TE ag gree a “ieee eee ernie eee Mee cgi uh I gg Ne ¥e me ee miele 
pie fe), Be on A ig oc le * 3089 tp earns tt be sil ty fe: oe saa ages Meek i eee ade | RE Eel a ee r Ro eet : 
ee Pl 2. Se aes a | Pe eat lt oe Be a Be ay ee ts ge a weedy * ee. fe ES oY gl ree ge tpi is \ 
e ore ee at nee ae sect jel ee ae ene ae he es, Mee Lg ae een Se hou ee ee atte a i... 
; Sapte? its re Toate pe ee Ce ORO Ce ey Ep 2 eee: u pees A Se ko sale ear Son ae fo SRN aaa ok ee Pee Se ea a ei » 
ce ge ie 6. er mae pene: ‘uke So ea ohio 2k ich Pee Se ce ne ee a hy ee Baty ‘ : eee 7 ‘ 
a te ae > eee . “ae a eee mee oe — eee 9, Chri Deh con MG, OL oa Te inca cae ee ee Seieas oe ae eke ate an 
= c ee. ‘ os Sonn AA Re ame lig mete A ema 1 eS geiees™ see i a -_ 7 nes oe ’ So ig AN i a Re aan a i ae ee a ne ees ee 
ies ee . cra fe viele 7 et st ie ore eee ee ee mee ecu ee : i ‘ \ fea 
55 » ra tienihnamniel oe 2 : ts coats esl. ee ee oo oT eee eae er se . E é Peal ei 7 
Og oka © CO ae ae 0 ie a . oe ee Oe Se ke ee ei. ae ete id Pets = 4 Mae ae 
aes eae. Pa ee er ke eee a phaet ey ; PS ee Seer eae hoe =e 5 oes a : eee 
ae ee 7, Rit aie ee MM iat mee See ok Pes HE Tee ere E = ih oe oe Dae ge rial eA eae nor eat Taree Ht 
a ery . 2 : ae ae - pase a Se a Te ee ee cool XE oo eee r et ie Ups Tae 5 al : = - a ; er a ace ae ~~ # ‘a wy Bae 8 Gog ee a aa ae 
; a ee Sg Ss oma ee ae eed Pe fo Geese ea So Te ae eam auchige © ee, ai Sy, Ea 5) eres A eiegeom eR Pt he 
Beco 5 ah lea. ia Sy Biget ee a Ee ie Sa ee cea ea =e ss, aes bs zm: i Sb ae a ‘eka Fs Ste a an aa a 
4 ie ee . a eee der NS SES OM oe ee i) pate” ay tlhe ganna ae ere ae igen aa ee aes oe Ses ages) eee rao, aed 
i Vey. na Pek j ea : RR Re ies Toe ES ETRE Oe Smear 6 Ie TPO ee i ee Sa re ee ee eer eo ah oe a a 
e: eeeeremn i ey Re an aise es i a ie, Bie es : a) ae Bria ee Bs eee roam isk 
a Gar te he ae PEP gees © ake Bo #0 saat! 
= a , ; F = 
t iS epi 
. i 4 
: id oe ae <a 
; To ‘ Pee gS ee oh i. ee Coane 
‘ 5G = eee : aoe ae 
4 meen %4 eee 3 sie ; Bt 
ig “t See me, J ee 
; ra ee Pa ae a oe 
Px BAYS Sevens 1 a ee wk ‘ SS -* 
4 a arn Pra . ae 
| Pete is, =! as Bat i aa ey 
i “ae aa eee eink 
fog i area zeae 
a a a; . ae 
a a ey . : “ ee 
: | bi ae i a. 
Be: af Co a Pate ps ; oe PA's = Gi oe 
<a if ee - y i é ' 1, Meta me Sa ae : Re) 4 Se A ee ee a — eae 
.: s eee Sone ee eee Sis ee ee he ‘omen 2 ee eo ae ae Be 9 poe een By inher ak: 
: ote : gee eM : re ee ie ie Ay) “fae ae hi RPS eS OT tales pn eee f me 4 ee eS acne a ee Pi oho Sb aie alse ne 
ig es 2 ae eee baa Tk ltteer Se teen i Se ae ae SS ore ee i ae ee RET el Oe me ae Sed Eee ei ee ee se eee ee See ra ee ea Ae oy, 
ie ek Set sed are ai <i pel eae ji eeaeigege: g: ae a fo Soe: tes a= ie lcai Apia race yo ei os Tarik ; ee Le ane a regi irae ek ean pe Se oe ie een 
he ee ee Res cree eal rae oe Cre 2s eres a ey Me coun, | eee ae wae ec lata ee ‘ hee ee ee < eee ‘ Yate 
aL ee Ls ri Fat P nore ay Le ae “ at a De reat Sige ke, ewe) era Poe ee AS Bee ay a ae 8 ae Ne. tics Ate. Seer Se eS ee Ps ee hae 5 is 2. a a ie ee 
J Bs oy “yee Se ne Oe rea oi, de d + ag RIE yi Sy, ot eater er acca eRe a TE ees ae Gee eee OS See ae PL me Stir eee ame, ie iy re . 
- PUT Caer I eB 7 Ne crv ate Pe eS Gade | ena cone ya, pelle Ne eh Bron aad a ae hel 
a me Saye eee : haus Eo ae bat a et aie ae ee pee Fie oe oe og aah ee ae need wv Eee + i ae RS (ea “a Sis oil 
= Og ota = ran ga eae? ree gu oo kes BS SL 0 an © ieee Se eee ees ny 5 Tee * ac Miers 
‘ pays ete Oh i ee Celt % Ba) 1 * o = a i Re r i . eee ee 
box ‘. . ‘ . Sa a ae ss ee ee) « 
ie ea oes ro : tng 
: > Kee 4 : Sa . ae 
ry . te i rl pa 4 ia ine Ope Bele a 
rae ‘ ¥ as a at = aes ey abel ae, eh Ee ee 2c) asl eel ta, 
i eee ee z eee ge } s9 om wea wes _ ee ee Be eae af) evs) 4 orange 5 
ie Perma og eo : CRE OEM kc ee hy a hoe he A im ce a) 7 Be ee 
= teh os oc i a hn tote Ps eS ote ep ae Ba pe OL ae ae ti ' MD as oe har Do a 
A Me ia ee Pe cs ai See gros eh ie ae, ae 7 we vate a ee. i 
fe 7 gt Se 3 bs Be ee a ie ex) oss engl oe eats : ee 
iy ie Cea eee ee ee ce - 
Pie e ; ein? feel Nacht a ah ial a ee eer , 
ae as a a we 
oe ere Spgs : ‘ oa : 
ee : > z “ : 
‘ : iis ta to es F iki sti ‘ag eaera me Ave 
util is j : : altel se oli ye ao pa tay Eig ene 
‘i } } sa bh tas ey? pirie tl Gia ee a Ee: eon ee cee arate Jasp 
i ae se eee Pr ee ee a nee 2 NRE eee kee Better )25 
ae ance! ies Pe de) nee inet ts a ee ie a Se EF pas fate we 
Ps ee a ees ce oa at ate eee ENG 6 Ma RS a s awe tats Ryeare = 
Det ner ey Srey cli, ee en aie Me = eee ae ig a gates peer eR 
a eel Sey ae baie Se te — : ns aes 
os a i. opieet = aa te, ee . eae eg ee x Teh — 
pe oF ‘cua gpl ant fone Papago Re ibs. dud 
ae: ‘lalla Aa (2 Ba ea) a ca 4 iO Shee ar Bo ON: ae 
= ee ee > ff paca a. ~<a ea, ea 
i fa “wh a peated i ae. E BBs g é ess Sree 
= Bs ie Bees: oN a Se oe See ase ie : pace 
coe ie i. A a A 3: ee en 3 eae eee er Ain gree ae bogs Pia 
iF cae ‘ “a es i. ee is ots een ee 5 : ep 
= Be SS ee are he ee ba. ee tear: i d igeltaa 
- Ba 2 Sn pe ee See ae aie Oe hee eins Shige 
4 ak a ee S Bee gaye, ey Yan : Sate of AOL 
rik BS 8k ee % ‘ = A ee sian? 7a , 
- . . pani 
= ~ Seen y : ‘6 a 
int . . ae B . ‘ a 3 Dh! i : Ae oo Ly eee 
" be de y Pe ae PE SS Eo a 5 ee Ae Ce og gare AY et Meet aoe 
x ‘ re : ‘ : 3 Fiore Ean i: eis A ie ae he es Jig vat fe Ss sae OR gi oats AO oie pnb > PP li RL oleae 
= ‘ ; ae . oe ree cae PR Lae ie rR eye ee ae Sager, TS ae ene amy i 2 A Rats ae Tih este ape her «2 eal Segue Oe eae bat ee a uae Ue Ls ee 
a pO eee DEER fe i norris ee py” co agemmere aml eee ee See! eT. one 
2 lo ee Rot a Nuon go CE ene ian ei Tie ee meme get gees aaa LG ala Me re se atabe ae pei) = Soe ra he eee Rah a TEL Param ene sy ke ON ABR ees Pe obec abate 
be oy ie ot TLR. Oe Mee, Ti hy i oe eM ce eer MI ao ea i ‘ eee Dae oe ieee Fe ee EN He DP Sickert > Ol gee 
sg , eae 3 "i gles a eee a ee ia ag ig Rape I ee Saget ae Facet We eae : eee : : ; 
a oie > a eae a= pi ESS pecemmmeeal : APG ae 
ie 4 ares "i eng . syn ere sa a 2 of carpeting a Ti : “ s# ; 
Soar é ; : a ees 5 feet a i a3 > ae ee, os hee ag 
. = a a Se ee 8 E ee an s ‘ wee: ror os le eae at . r r _ Sq Fe fb: 
es ¥ rs hae “ ee : : ans errs a a eine 4 ton: ie ae sof : oe 
re Saas. =i ia : pen ‘ kta ‘ I Be ae 
a ae Pe: = | eg 
* ae ae Oe = ead . SoS 
sf faye! ae = ey oe 
a elle a ue ‘ : ‘ 
“a macs 3 : Ba : 
=: EA. a y ; : 
ae Cae: >: é 
* sie oe f ye Bnigees 
Be! : ae : it ae ong Me 
a li p m ek oe ee 
ie eT iy sari A ty t a | Ree S gee 
ee , _ ae os ee ae arisen Soke. ‘ rj Fw Uae Nt oe glia Re Soe 
ea. a * eo Bt ae ee sa * . lea ee f B Bp ee ome Qe heen el pg eG hc, niet e 22 ee yh Slee e g 3 ae , nd " 

: SC A a oe ee : ee ae Sa . cae peer Re ees ee Pe Sa a Sat a es i ga eae aa fi Je ret ? : : ae ote 
am e ‘ Ri at sae < Pel ne BEA eyety ahi. iy eee ene Sear, : ey a fae i ae a i) yor : 2 rates te a 
sh i Va | eee g re ia if Pog ee ee eee ae PRR Me sc ie Ce: gene te Ao = @ ¥ ae epee aa es ’ gs ; Sean 
at ae i ss : A E : . i Bs. 
“ee Wee ee 

\ ae 
ok. Un eects 
E15 — . Ba pe lip 
fe to ees : Pee a 
= ; : a Aine) eae 
pau ¢ a Aigheres 
i fa a - 
ie 4 eee 
oe = ioe SG 
sm ra 
rey bh tem 
ahi ictoiiee 
sy er ae 
Re: yc 2 
‘ BY ai AEs 
ice Pie es He 
i sear 
i ey : 
1 Rat? kd 
idee Wit 
ie ‘pee? 
wae y m4 L AyeNere 
giao —_ EON « 
: oa ae 
“3 OS ats 
wee ae ee 
aa ie 
(og a 
ee te 
Cit 
4 Waizaas 
iS, e 
ie f - F 
te 4 a * F 
a 
; SN 
iad ; ees 
RS hy ee 
re Sea 
+ gp rtgee 
ee See ke 
“F ei 3 3 Stan i PO ° 
ey aH4 a a ee af» 7 aD Se Se 
eae 3 : — 
ee! * - ‘ * ee renee “noe i il a 3 ase. 7 oe Secs ais ioe 
, 4 E f 4 LOVE a ag alg a a IR age MRE Sy il Rak ea EL Falah fete : (--osap teaeieet anemia 
Be ok ke pes si is ia ca ie SI eg erage oe of aaa ee ee 
: a ae ‘ ste a a — — ere Se a iin gen eee oh rae Se RE Ls a ee a al ee ey ae te LS <p Sree tad eRe 
me: 4 Bi < - “ ” es 32 i Ls games er . acini ima — - eee Oe ce err heey ss ety f Bie tae ats E ee te a ye ey eel aa 
ae eee! ae Sa ae Cee i i Me 7 S86. shane ee Bar ee aaiiee is 3 <oe eet im ties ‘ . “re Pe * aie er i » et, Sanit. os lg A pal i ANT ie Ie a | os, 
ry ate Tee ge eon Maa Pits E e ls, Smo SN oA dae 5 ye anime age! Pal ai i ae - eae mie acs A a8 ree " mou ke Se ae ee Cn £18 or, keri eG, ee 8 PRES ES sis ES re 3 
he Rs ei Pree uae ake a ee pee ee ee wea | a eee re ea sa on CMS Care a . ia eee a ne ee ce MRI au es aa 
arti i tags ee ake aaa) Rema : oe petit, he d ROS de ie Lely Git we ee Ramer arias Wise Se a ey ing VE Cae ets ee ee oe yee ee ee — i tg Agrees oy ee A SO Va El eee eae 
ee, ee en ae: od a en ag eR a Be pth ena oe cae te a Sie, Sg RBG 0 0 Chl a he haa 8 SS on te IN ie octane pe ee ee 
en ee a See Ee oe a ee ae” a a eg ee a ee ee - ye a — i a eee: or ae 
eM * Sr Raa ic es NR, ge ey uy Drtadel 2) ay yo Se 


Advertising Age, November 11, 1957 


bers and Guests Talk Shop 


BOB GRAY 
Esso Standard Oil Co 
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BARRETT WELCH 
Foote, Cone & Belding 


WILLIAM MATTHEWS 
Foote, Cone & Belding 
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Bulove Weich Co 
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Bulove Watch Co 
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N. W. Ayer & Son ss > 
2 HAY McCLINTON 
Reoch, McClinton & Cc 
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JOHN REEDER 
Benton & Bowles 
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HOWARD GRAY ' ; . iw 
R. J. Reynolds Tobacco Co 2 mae. NORBERT CONSIDINE JR 
Pe a Bive Bell inc 


WILLIAM CARR 


McCall ¢ 
RANK BRAUCHER Wi 


Mog @ Advertising 


HARVEY CONOVER 
Conover -Mast 
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Blow Knox Co 
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Al GOETZ : ieee Se BILL MURPHY 


ASR Products Corp el au a Eau . tt Shell Oil Co HAREY Condes ‘ee 


Fuller & Smith & Ross ’ : 
+ Beet JOHN THOMPSON 
‘ U.S. Plywood Comp. 
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"Hidden Persuaders’ 
Brighten Existence, 
Says Ad Researcher 


RicHMonD, Nov. 5—Without 
“hidden persuaders,” the world 
would be a very drab place. 

This is Dr. Howard Hadley’s 
answer to Vance Packard’s best- 
selling book on motivation re- 
search, “The Hidden Persuaders.” 

Dr. Hadley, research director of 
Morey, Humm & Warwick, New 
York, told the Art Directors Club 
of Richmond last night that there 
is nothing wrong with persuading 
people to do things by methods of 
which they are unaware. 

Actually, he said, “hidden per- 
suasion” goes on all the time—in 
advertising and in our daily lives. 

“Whenever we use color,” Dr. 
Hadley pointed out, “we are using 
a hidden persuader. Color is an 
extremely powerful factor in our 
lives, whose action is usually un- 
realized. 

“Take lipstick, for example. 
When you face your wife at the 
breakfast table, doesn’t a little lip- 
stick make up for bad coffee?” 


s Another “hidden  persuader” 
cited by Dr. Hadley is brand 
names. “If the hidden persuaders 
were to be eliminated,” he said, 
“we would be smoking American 
Tobacco Co. No. 5 cigarets instead 
of Hit Parade cigarets. Instead of 
washing our clothes with new 
Blue Cheer, our wives would be 
using Procter & Gamble’s deter- 
gent No. 2—heavy duty.” 

Dr. Hadley said the elimination 
of “hidden persuasion” would re- 
sult in a world something like 
this: 

“In our personal life we would 
not smile as we meet a friend. 
When someone asked us how we 
felt, we would reply with the 
truth instead of ‘Fine.’ Our clothes 
would be black and white. Women 
would wear hats only for protec- 
tion against the elements. 

“Of course, the whole cosmetics 
industry would be out of business 
... Instead of automobiles, there 
would be motorized bicycles. For 
breakfast, we would use ground- 
up wheat kernels instead of 
Wheaties...” 


® This “adds up to a very un- 
lovely picture,” Dr. Hadley con- 
cluded. “As a matter of fact, it 
sounds quite a bit like Russia. I 
dislike making the comparison be- 
tween Russia and America on the 
basis of hidden persuaders, but as 
a famous author once said, ‘Man 
does not live by bread alone.’ 
There is a place for hidden per- 
suaders, and I for one am glad of 
it.” # 


‘The Complete Shopper’ 
Bows in New York 

A new shopping magazine, The 
Complete Shopper, has made its 
bow, published by C. Joseph Scott, 
former newspaper man and adver- 
tising salesman. Offices are at 55 
E. 54th St., New York. The Com- 
plete Shopper has a circulation 
guarantee of 26,000 and a bkw 
page rate of $450. Back cover 
advertisers receive a certain num- 
ber of copies free with their im- 
print. Free distribution is made 
through more than a dozen mid- 
town hotels, New York bound 
planes and ships of several lines 
and on the Wednesday shopping 
train of the New Haven Railroad. 

The magazine plans to publish 
12 times yearly, but there will be 
a combined July-August issue 
and a second November issue. 


Little Joins Tidy House 

Charles R. B. Little, formerly 
an account executive with H. H. 
Monk & Associates, has joined 
Tidy House Products Co., Shen- 
andoah, Ia., manufacturer of 
household cleaners, as sales pro- 
motional manager. 


Michael Dann to Head 
Henry Jafte Enterprises 

Michael Dann has been named 
president of Henry Jaffe Enter- 
prises, New York, producer of the 
Dinah Shore shows, “Command 
Performance,” the Shirley Temple 
fairy tale series and other tele- 
casts. Mr. Jaffe moves up to 
chairman of the board. 

Mr. Dann resigned as vp in 
charge of programs sales for 
NBC to take the new post. Wil- 
liam Phillipson, a top official with 


the production company, has been 
promoted to exec vp and general 
manager of Jaffe Enterprises. 


Coste Heads New AFA Group 

Advertising Federation of Amer- 
ica has formed a new committee 
to implement the AFA-Federal 
Trade Commission joint project 
to combat untruthful advertising 
practices. Felix W. Coste, vp, 
Coca-Cola Co., is head of the com- 
mittee, which numbers several 
dozen members. 
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YOUR SALES STORY IN M-M 


... is like getting an endorsement 
to the KEY PEOPLE in more than 
60,000 PROTESTANT CHURCHES! 


Moopy Monti y is the largest interdenominational 
magazine in the conservative field—cuis across all 
denominational lines. M-M is important to adver- 
tisers, because it is important to 100,000 subscribers. 
Write today for market brochure and sample copy. 


MOODY MONTHLY « 820 N. LaSalle Street * Chicago 10, Illinois 


INDIANA'S 


BEST BALANCED MARKET 


Lafayette — 
West Lafayette... 


LAFAYETTE 


FAMILIES 


“INDIANA’S BEST BALANCED MARKET” 
can be covered only by the Lafayette Journal and Courier. 100% City Zone 
circulation plus 63% coverage in the nine-county Retail Trading Zone produces 
readership in a market with a high level of income plus a high level of spending. 


LAFAYETTE 


WEST LAFAYETTE 
INDIANA 


POPULATION 


RETAIL SALES 

EFFECTIVE BUYING INCOME 
GROSS FARM INCOME 
FOOD SALES 

AUTOMOTIVE SALES 

DRUG SALES 


Your Key To Greater Sales In Northwestern Indiana 


Indiana's Best 
Balanced Market 


JOURNAL:"COURIER 


SAW YER-FERGUSON-WALKER COMPANY 


217,700 
65,400 
$244,370,000 
$370,994,000 
$160,558,000 
$ 50,137,000 
$ 45,502,000 
$ 7,997,000 
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TV Viewers Confound 
Slide-Rule Forecasts 


(Continued from Page 3) 
before some of the dark horse can- 
didates of the new season appeared 
are hopelessly awry. 

Several Sunday night advertisers 


now find that their carefully cal- 
culated expectations have been 
knocked out of kilter by a slow- 
talking cowboy named “Maverick.” 
Last year, on the first Sunday in 


aati. 


FINE PHOTOENGRAVINGS 


faurence 


INCORPORATED - CHICAGO 
547 SOUTH CLARK STREET 
WABASH 2-6284 


FOR OVER 25 YEARS 


ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS’? IF 
NOT, WRITE OR PHONE TODAY. 


The World's Largest Rotating 


Weather Forecaster 
Spectacular... 


...i8 now available for 
lease. Located in the 
intersection of three of 
Chicago’s busiest traf- 
fic arteries, Madison 
Street, Ogden Avenue 
and Ashland Avenue, 
in the very heart of 
the city, this six-view 
gigantic display is 
equipped for every 
flasher trick in the 
spectacular art, to 
catch the eye of the 
250,000 people who 
pass this intersection 
daily. 


The plastic turtle now illuminated with both interior and 
exterior lighting will be replaced with suitable plastic figure 
and newly designed copy. 


VICTOR SIGN & DISPLAY (O., INC. 


807-13 WEST 16th STREET e CHICAGO 8, ILLINOIS 


November, ABC drew a 7.5 Tren- 
dex rating with “Amateur Hour” 
in the 7:30 to 8:30, EST, period. 
Last Sunday night (Nov. 3) “Ma- 
verick” scored 19.8 in the same 
time spot, against 25.9 for CBS 
(Jack Benny and half of the Sulli- 
van show) and 11.6 for NBC 
(“Sally” and half of the Allen 
show). 

In the half hours where the big 
favorites of Sunday night were in 
direct competition, the latest cow- 
boy hero bested Steve Allen by the 
score of 20.4 to 15.4 and was with- 
in 2.5 rating points of the pace- 
setting Ed Sullivan. 


s The available national ratings 
are for early October; in these re- 
ports both Nielsen and ARB show 
“Maverick” trailing Sullivan and 
Allen, but they also demonstrate 
clearly that the newcomer is a 
strong contender for the Sunday 
night audience. 

A good example of an advertiser 
who realistically chose to take a 
calculated risk and then found that 
risk a good deal more than he cal- 
culated is S. C. Johnson & Son. 

When that company decided to 
pour a big chunk of its ad budget 
into full sponsorship of alternate 
weeks on the $200,000 “Steve Allen 
Show” (NBC), its executives real- 
ized the program was still having 
a terrific battle with one of tv’s 
most popular attractions. But they 
had not anticipated two strong 
competitors, since they bought Al- 
len in mid-year—before Kaiser de- 
cided to book “Maverick” in the 
Sunday night lineup. 

In discussing this purchase re- 
cently, an executive of Johnson 
indicated that the company al- 
ready is wondering how it is going 
to fare on this expensive buy with 
a three-way battle for the audi- 
ence. 


® It is not too unlikely that some- 
thing of the same sort of thought 
may have passed through the 
minds of the decision makers at 
Eastman Kodak, which a few 
months ago, in the pre-““Maverick” 
days, signed a $5,000,000 contract 
as alternate sponsor of the Sulli- 
van show as of Oct. 6. 

Chemstrand and Royal McBee, 
which co-sponsor the new Joan 
Caulfield situation comedy, “Sal- 
ly” (NBC), also are feeling the 
pressure of this unexpectedly 
strong competition. Chemstrand 
bought into the time period, ex- 
pecting to be out-box-officed by 
Jack Benny on alternate weeks but 
hoping to make up for it on the 
weeks when “Bachelor Father” was 
on. This new tv advertiser had not 
counted on being trounced every 
week by an upstart cowboy. 

But all four of the above men- 
tioned Sunday night advertisers— 
S. C. Johnson, Eastman Kodak, 
Chemstrand and Royal McBee— 
signed contracts covering a 52- 
week period of 26 alternate-week 
telecasts. It should be emphasized 
that none of these advertisers has 
asked to be let out of his contract. 


= However, there is one advertis- 
er—R. J. Reynolds—which has 
already decided it has had enough 


of competing with Walt Disney’s | 
latest offering, “Zorro” (ABC). As | 
of Jan. 5 Reynolds will move | 
“Harbormaster” from CBS to ABC, 
where it will follow “Maverick.” 

“Maverick” has captured most 
of the headlines so far, but it is 
not the only cowboy show to do 
well in the fall rating sweepstakes. 
ABC has digested the October 
Trendex findings and reports that 
practically all the horse operas— 
returnees and newcomers—are do- 
ing well in the battle for viewers, 
despite predictions that the public 
was being offered more shoot-em- 
ups than it could possibly absorb. 

The network noted that nine 
half-hours of new “adult” west- 
erns rated last month scored a 
25% higher audience share than 
their non-western predecessors in 


the same time periods the previous 
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year. 

One such newcomer is NBC’s 
“Wagon Train” (Edsel, Drackett, 
Lewis Howe), which, in combina- 
tion with CBS’ re-runs of “I Love 
Lucy” (Gold Seal and Sheaffer) 
has knocked down the “Disney- 
land” share of audience by 25%. 


# All of which goes to show that 
what a contented tv advertiser 
really needs today is a reliable 
crystal ball—and, of course, some- 
body who knows how to read it— 
somebody somewhere west of La- 
ramie. ¥ 


Crabb Associates Opens Shop 

Richard Crabb, formerly with 
the agricultural division of E. H. 
Brown Advertising, Chicago, has 
opened his own agency in the 
Kemper Bldg., Chicago, under the 
Richard Crabb Associates shingle. 
Mr. Crabb says the agency will 
specialize in agricultural accounts. 


Nicholson Joins ‘Vogue’ 
William R. Nicholson, formerly 

with the New York Times, has 

joined the sales staff of Vogue. 


Bruce Eells Leaves, 
TPA Realigns Staff 

Bruce G. Eells has resigned as 
vp in charge of the western divi- 
sion of Television Programs of 
America to become executive vp 
for the new television film sub- 
sidiary of United Artists, New 
York. 

Walter Plant, former TPA vp 
for the central division, will move 
to Los Angeles to replace Mr. 
Eells with TPA. Arthur Spirt has 
been promoted from the sales 
staff to manager of the central di- 
vision of the tv film producer-dis- 
tributor, and Stanley Levey, for- 
mer spot manager for TPA, was 
named to the new position of na- 
tional director of station sales. 


Pace Joins ABC Stations 

John H. Pace has resigned as 
exec vp of KAKC, Tulsa, Okla., 
and KIOA, Des Moines, to be- 
come general manager of KABC, 
Los Angeles, and managing direc- 
tor of KGO, San Francisco. Both 
are ABC-owned stations. In Los 
Angeles he replaces John S. Han- 
sen, who is resigning; this is a 
new title in San Francisco. 


He WANTED a 


TOP NOTCH AD MAN 


... and got replies 
from 43 applicants! 


Total cost? Only $13.75 for the single 
classified ad in Ad Age. 


It’s almost too good to be true — the ease with which 
you can hire good men through the Advertising Market 


Place in Ad Age. 


And, of course, it works both ways. No matter which 
side of the fence you’re on—buying or selling—use the 
Advertising Market Place for quick, low cost results! 


For each week’s issue of Ad Age is read by almost 150,000 
key advertising, selling and marketing executives. And 
The Advertising Market Place is one of the best-read 
pages in best-read Advertising Age! 


Use this handy coupon to mail your classified ad today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1 State 


2 lip ond mail 
this form to 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 
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Colors Cen Be 


ae 


== = TA 


TROUBLES—Paint selection as a mar- 
riage problem and how to solve it 
is the theme of this one-color 
Sherwin-Williams paint ad to run 
in Good Housekeeping and other 
magazines this fall. 


Sherwin-Williams 
Adapts Godfrey's 
Style to Print Ads 


(Continued from Page 3) 
conducive to creating a comforta- 
ble home atmosphere. 

The other ad, planned for Read- 
ers’ Digest and other magazines, is 
headed “Now you can have new 
rooms in a day.” It urges home 
redecorators to refer to their Super 
Kem-Tone dealer’s copy of “Color 
Harmony Book,” a color matching 
and comparing aid. 

Other magazines on Sherwin- 
Williams’ fall schedule are Amer- 
ican Home, Better Homes & Gar-" 
dens, Farm Journal, House & 
Garden, House Beautiful, House- 
hold, Living for Young Homemak- 
ers, McCall’s, Progressive Farmer, 
Sunset and The Saturday Evening 
Post. Family Weekly and Parade 
will also be used. 

Sherwin-Williams plans to re- 
main out of tv for the rest of this 
year. = 


In 3 Months, K&E 


Scores Net Billing 
Gain of $7,750,000 


(Continued from Page 2) | 
counts to enjoy the facilities of | 
a larger agency (AA, Sept. 30, 
Nov. 4). 

As a result of an error in tele- 
type transmission in last week’s 
AA report on the Brylcreem-Eno 
switch, the account was listed as 
a $7,000,000 one. It actually is 
billing around $3,000,000. 


s Atherton & Currier, the cur-| 
rent agency for Brylcreem and 
Eno (K&E takes over Feb. 1),| 
protested the account loss by 
pointing out that the “success of 
Brylcreem speaks for itself” (AA, | 
Nov. 4). It also wishes to make 
the same point about Canada, 
where it is losing the Ritchie, 
business to two Canadian agen-| 
cies (AA, Oct. 14). The agency 
issued the following statement to} 
AA: 


“In regard to our loss of Bryl- 
creem and Eno antacid in Canada, 
we would like to point out that 
there, Atherton & Currier mar- 
keting strategy has helped Bryl- 
creem to completely dominate the 
market during the course of the 
past five years. 

“In Canada, too, Eno antacid 
has, during the past four. years 
dominated the market to an even 
more striking degree, far out-dis- 
tancing its nearest competitors.” 


Seamprufe Names Agency, 
Brinker Ad Director 

Seamprufe Inc., New York, lin- 
gerie manufacturer, has named 
Frances, Morris & Evans, New 
York, to handle its advertising and 
merchandising. Gibbons-O’Neill is 
the former agency. 

Seamprufe also has appointed 
Allen Brinker director of advertis- 
ing and merchandising. He for- 
merly was an account supervisor 
at Nathan Fein Advertising and 
Wexton Co. 


Supermarket News 


PAID CIRCULATION REACHES” 51,171" 


*jJune 24 issue. ABC Publisher's Statement 6/30/57 


Mace 5. ae 


75 


Great strides have been made 
in the arts and methods of mass 
communications, but the 


newspaper continues to be 


the bedrock of automotive 
advertising programs,” 


Rhys M. Sale 


President, Ford Motor Company 
of Canada, Limited 


EXCERPT FROM AN ADDRESS TO 
THE ANNUAL CONVENTION 


OF THE NEWSPAPER 


ADVERTISING MANAGERS’ 
ASS'N. OF EASTERN CANADA 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


55 University Avenue - Toronto 1, Ontario + L H. Macdonald, General Manager 
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WEIGHTY AWARD— 
Charlotte King 
points to diminu- 
tive replica of 
the first prize in 
the contest being 
conducted by 
Globe A-1 flour 
in Los Angeles 
County. 


Consumer Prize in 
Globe A-] Contest Is 
25-Ton Granite Hunk 


Los ANGELES, Nov. 5—This week 
Globe A-1 flour will kick off a 
five-week, tongue-in-cheek contest 
promotion, in which first prize is a 
21-ton block of granite, plus a com- 
plete set of sculptor’s tools. Other 
prizes include a towering gilded 
Greek statue with a clock in its 
stomach and 48 authentic artist 
berets. 

A $200,000 ad budget will be 
concentrated in newspapers and 
radio. The contest will be an- 
nounced via two-page ads in the 
Los Angeles Times and the Los 
Angeles Examiner Nov. 10. It will 
be confined to Los Angeles County. 

The contest springs from reac- 
tion to a newspaper campaign 
which ran earlier this year. The 
ads featured famous art works, 
such as the “Discus Thrower,” and 
“Venus de Milo,” with humorous 
caption lines tying in with Globe 
A-1 flour. The contest was con- 
ceived when customers began 
sending in their ideas for ad cap- 
tions. 

Entry blanks picture the famed 
statue of “The Thinker,” with the 
contestant asked to start the cap- 
tion with ten words or less, finish- 
ing with “new, improved Globe 
A-1, the air-sifted flour for higher, 
lighter baking!” 

Sample: “Think I'll stop for 
some new, improved Globe A-1, 
the air-sifted flour for higher, 
lighter baking!” 


® The first prize, a 12’, 50,000 Ib. 
quarried granite block, will be de- 
livered in the winner’s back yard. 
Or, the winner may choose its cash 
equivalent. The granite block is 
now being quarried, and its cash 
equivalent—estimated at $6,000 to 
$7,000—will not be definitely 
known until the job is completed 

Campbell-Mithun, Globe’s agen- 
cy, is handling the contest. + 


Benge Joins Knipschild as VP 

Joseph B. Benge, formerly a vp 
of Erwin, Wasey & Co., has joined 
Roy Knipschild & Co., Chicago 
sales promotion specialist, as vp- 
merchandising. 


250,000 
readers 


Stations Need More 
Program Promotion 


Aid, BPA Is Told 


Cuicaco, Nov. 5—Agencies gen- 
erally and their clients have been 
lax in providing broadcasting sta- 
tions with adequate promotional 
materials to merchandise the 
stations’ programming. But both 
agencies and stations are at fault 
for the generally poor liaison on 
promotion endeavors. 

This was the tone of the wind- 
up session of the Broadcasters’ 
Promotion Assn. meeting here last 
Saturday. 

“It isn’t right for the station 
to be expected to do the whole 
promotional job alone, without 
the help of the agency and its 
client,” John F. Hurlbut, sales 
promotion manager of WFBM and 
WFBM-TV, Indianapolis, told the 
station-agency cooperation  ses- 
sion. 


s Chiming in with the sarne sen- 


timent was Al Farber, pr person- 
nel manager of J. Walter Thomp- 
son Co., Chicago, who said, “From 
an agency standpoint, we need to 
convince many more of our clients 
that station promotion managers 
cannot be expected to do the pro- 
motional work by themselves. 

“The client,” he emphasized, 
“has a responsibility in making 
electronic promotion advertising 
‘happen’.” 

Asserting that there is an ur- 
gent need for research on the ef- 
fectiveness of tune-in advertising 
(on the air plugs for subsequent 
programs, or print consumer ads 
for programs), Mr. Farber an- 
nounced that JWT plans to spend 
some money on research in this 
direction soon. 


s Mr. Hurlbut said the whole of 
the broadcast promotion business 
has much to learn from Holly- 
wood in the way of exploiting 
stars of broadcast shows. One rea- 
son why such exploitation has 
been difficult to date, he noted, 
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is that film promoters often fail 
to include promotional appearance 
obligations in their contracts with 
the actors. 

He also chided his fellow pro- 
moters for what he called over- 
emphasis on program promotion 
in newspapers and urged greater 
use of their own broadcast media. 

Both Messrs. Hurlbut and Far- 
ber stressed the importance of 
frequent face-to-face meetings 
between agency and station per- 
sonnel for smoothly running pro- 
motional liaison. 


® The discussion took place at the 
last of five sessions of the asso- 
ciation’s second annual conven- 
tion (AA, Nov. 4). BPA’s mem- 
bership now includes more than 
200 station executives, with asso- 
ciate and affiliate members from 
the ranks of radio representatives, 
film packagers, agencies and pr 
companies. More than 300 persons 
attended this year’s meeting— 
roughly the same as last year. St. 
Louis has been selected as the site 


Mark this market 


on your list! 


CENTRAL AND SOUTHERN ALABAMA is big. It’s rich. It’s 
important to you because it is the home of more 
than 1,000,000 people — one-third of Alabama’s 
population and retail sales! 


You reach Central and Southern Alabama only 
through WSFA-TV. You cannot cover it with any 


WSFA-TV’s 35 Alabama counties * 


POND: 0 oc vdebadaats eps scevaneeen 1,093,100 
SS Cha cnccacscesoseeds $ 741,637,000 
Food Store Sales................. $ 184,927,000 
Drug Store Sales................. $ 21,859,000 
Effective Buying Income.......... $ 1,062,690,000 


other TV station or combination of stations! 


Mark Central and Southern Alabama on your list 
...and buy it with WSFA-TV! 


The WKY Television System, Inc. 
WKY-TV and WKY Okiahoma City 
WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 


*29-county market area as defined by Television Magazine 1957 
Data Book, plus 6 counties which have proved regular recep- 
tion. Does not include 3 Georgia and 3 Florida bonus counties. 


Source: Sales Management Survey of Buying Power, May 1957. 
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BROADCAST BOOSTERS—Attending the second annual meeting of the Broadcasters’ Promo- 
tion Assn. were Chuck Gay, WHIO and WHIO-TV, Dayton; Jean Elliot, WCUE, Akron; 
Frank Young, Benton & Bowles, New York; Robert Keefe, WANE and WANE-TV, Fort 
Wayne, Ind.; Charles A. Wilson, WGN and WGN-TV, Chicago, BPA Ist vp; Montez 


for next year’s meeting, to be held; of advertising, 
some time during the fall. 


promotion and 
publicity for the American Broad- 
casting Co.’s central division, Chi- 
® Elliott W. Henry Jr., manager | cago, was elected new BPA presi- 


dent. He succeeds David E. Part-|Charles A. Wilson, WGN and 


ridge, of Westinghouse Broadcast- 


ing Co. 


Reelected to new terms were 


WGN-TV, Chicago, 
Montez Tjaden, KWTV 
Oklahoma City, 2nd vp. 


Ist vp, and 


(TV). 


eh re, 


MONTGOMERY 


Channel 12 MBC /ABC 


‘eae 
ee 


Tjaden, KWrv. "Cobian City, BPA 2nd Pi Elliott W. Henry Jr., ABC central divi- 
sion, BPA’s new president; H. Warren Blahout, CFPL-TV, London, Ont.; 
Hudgens, KRNT and KRNT-TV, Des Moines; Ralph Trieger, CBS, Chicago; Joseph 
Zimmerman, WLBR-TV, Lebanon, Pa., and Martin Olson, WDSM-TV, Duluth, Minn. 


Joseph G. 


One-third of BPA’s 12-man 
board is replaced each year. The 
four new board members elected 
here Saturday are James M. Kiss, 
promotion manager of WPEN, 
Philadelphia; Ken McClure, pro- 
motion manager of WMBR-TV, 
Jacksonville, Fla.; Ed Morrissey, 
promotion manager of KIMA and 
KIMA-TV, Yakima, Wash., and 
Mr. Hurlbut, of WFBM and 
WFBM-TV. 

In addition, Robert O. Moran, 
manager and promotion manager 
of WBEL, Beloit, Wis., was elected 
to fill the unexpired term of Joe 
Zimmermann, general manager of 
WLBR-TV, Lebanon, Pa., who has 
resigned from the board. # 


‘U.S. News’ Circulation Up 

U. S. News & World Report has 
announced that effective Jan. 1, 
1958, its circulation rate base will 
be 1,000,000 net paid average for 
each subsequent six months pe- 
riod in place of the 960,000 figure 
announced in August (AA, Aug. 
12). Page rates announced March 
25, 1957, for the calendar year 
1958, will remain in_ effect 
throughout 1958 without change. 


Easy Sponsors Golf Match 


Easy laundry appliances di- 
vision of Murray Corp. of Ameri- 
ca, Chicago, will sponsor coverage 
of the Bing Crosby National Pro- 
Amateur Golf Championship on 
Jan. 12, 1958, over CBS-TV, 
through Earle Ludgin & Co., Chi- 
cago. 


if You’ rein Electronics,” Communications 


Manufacture. 


Peectrenien purchases oR military during 

7 should reach a ing $3.9 billion. 
a A producers af ‘cunseenie speciality items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncie Sam is ag more 
direct contracts and is te meg | his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications 
Electronics Association. You have 12 oppor 
tunities a year to sell them in SIGNAL’ Ge Get 
the low page rates and the details from: 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 
1475 Broadway, New York 36, N. Y. 
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Before Market Study, Just About Everything 
Was Wrong with Barbasol, Tirrell Recounts 


(Continued from Page 2) 

all that is necessary for marketing 
success, he said, because of mag- 
azine and newspaper articles and 
best-selling books. 

He also had some remarks for the 
sex-in-advertising advocates: 

“While it may be the right thing 
to put sex into your advertising, 
it is a very difficult thing to put 
sex into your product—at least, our 
technical and production people at 
Barbasol haven’t learned to pack- 
age it yet. 

“And until they do, we expect 
to go on making rather lack-luster 


work-a-day products that lather up 
your beard well, make your face 
feel good and give you an easy 
shave.” 

Mr. Tirrell warned the sex ad- 
vertisers against good advertising, 
without a comparable product, in 
this way: 


s “An _ attractive and _ inviting 
young lady in a magazine ad may 
persuade men to try out a product, 
but it is still the shaving cream 
they have to live with. 

“After all, we didn’t want men 
to have an affair with our shaving 


lather. We wanted them to feel 
that Barbasol was reliable, depend- 
able, satisfying—something that 
they would be glad to wake up to 
the next morning. In short, if we 
could get men to try it once, we 
wanted a product so good it would 
be tried again.” 

Some of the other results of 
Barbasol’s product improvement: 


e “Our advertising people are 
happy, because a campaign which 
might have gotten men to try an 
inferior product would have had 
a difficult time in getting them to 
try it again. But now our advertis- 
ing people can go about their busi- 
ness without this concern.” 


e “Our technical people are happy, 


THE INQUIRING ADVERTISER: 


"Is It True What They 
Say About Memphis?” 


Answered by John Pepper and 
Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


QUESTION: Is it sible that I can actually reach 
over 40% of the Memphis trading area as a unit... 
through just one medium? 


Mr. Fepper: Yes, it’s true what they say about Memphis: 
that WDIA literally reaches the entire Negro population 
in this trading area—which makes up over 40% of the 
Memphis market! 


Mr. Ferguson: By preening exclusively 
to the Negro, WDIA occupies a unique posi- 
tion as a high-powered sales force in the ~ 
Memphis area. Its all-Negro staff couples o§ 
powerful personel appeal with hard-hitting “ 
salesmanship . and the Negro responds 

with racial pride and staunch loyalty, to 

support the products advertised on his station. 


r: The only 50,000 watt station in the Memphis 

1A combines power, coverage and following as 
no other medium can . . . to dominate 
commercial contact with the 1,237,686 
Negroes within its radius. That’s almost 
one-tenth of the Negro population of 
the United States .. . delivered to you 
as a unit! 


Mr. Ferguson: Yes—and it’s a sales re- 
sponsive audience with a buying power 
of well over half-billion dollars! 


Mr. Pepper: Negroes in the Memphis 
market, with an earning power of $616,- 
294,100 last year, spent, on the average 
80% of this income on consumer goods! 


“v\ 


Mr. Pe 
area, 


Mr. Ferguson: So, just as WDIA occupies a unique 
position as a powerful sales force in the Memphis area, 
obviously the Memphis Negro occupies a unique position 
in the area’s booming economy. 


Mr. Pepper: This is the era of the diversified South... 
with a sound, prospering economy based on commerce 
and industry as well as agriculture. 

More and more industry is moving 

to this region. 


Mr. Ferguson: And the N 


has a 
become a vital factor in the 


emphis 


area’s wth. He is elevating his a 
stand of living, his income, his 
buying power. He has a far higher 


comparable income than Negroes in any other area in 
the country! 


Mr. Pepper: According to a ating A survey by one of 
the country’s largest corporations, Memphis ranks first 
in ratio of total Negro to total white income. The Mem- 
phis Negro has $28.79 of income for every $100 of white 
income. That’s quite a contrast with $7.89 of Negro 
income for every $100 of white income in Chicago. . 
$8.72 for every $100 in Philadelphia! 


Mr. Ferguson: The Negro’s marked and sustained ad- 
vance in earning power manifests itself in his purchase 
of consumer goods. This Memphis market buys 63.8% of 
the flour sold in Memphis. . . 43.5% of the canned meat 
... 41% of the packaged soaps and detergents! 


Mr. Pepper: WDIA creates high-volume sales and profits 
for over 200 advertisers, far more than any other radio 
station in Memphis. Take it from such year-round, year- 
after-year advertisers as Kellogg Corn Flakes, Gold 

edal Flour, Camel Cigarettes and Bayer 
Aspirin —it’s true what they say about 
Memphis... and WDIA! 


Mr. Ferguson: WDIA can act as a high- 
wered sales force for you. Write us... 
et us know what product you want to sell. 


Mr. Pepper: We'll send you facts and fig- 
ures showing how WDIA can deliver over 
40% of the Memphis market to you .. . as a unit! 


WDIA is represented nationally by John E. Pearson 
Company 


Commercial Manager, Harold F. Walker 


*lad manager, R. M. Wilson as con- 
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because they have now produced 
for us a product that they can be 
proud of.” 


e “The Wood (market research) 
agency is happy, because the events 
of the past year show them to have 
been right.” 


e “We are all happy, because sales 
are up.” 


# A second speaker at the lunch- 
eon, John D. Ferguson, product re- 
search manager for International 
Latex Corp., discussed, with illus- 
tratio... the necessity to make 
product tests fit the need. 

“A well thought out approach is 
just as important as the analysis 
and interpretation that we give the 
data we collect,” he said. # 


Kraft Consolidates 
Ad, Sales Managers 


into Four Groups 


(Continued from Page 2) 
industrial group, with T. H. Hough 
as product ad manager. Sales man- 
agers are R. G. Pilcher and M. M. 
Wiltshire on institutional, and P. 
A. McCombs, J. J. Zima and J. E. 
Crawford on industrial products. 
W. F. Weed is group coordinator. 

The confections and _ special 
products group will be headed by 
H. F. Marston as marketing man- 
ager, with J. R. Blocki as product 


fections product sales manager and 
R. J. Clark as special product sales 
manager. 

R. A. Davis is general ad man- 
ager and administrative assistant 


to the director of marketing, in 
charge of all advertising services. 
Sales promotion, consumer serv- 
ice and marketing research contin- | 
ue under the director of market- | 
ing. N. E. Toft, manager of trade | 
relations, and J. W. Pinter, in 
charge of government sales, also 
are on the staff of the marketing | 
director. + 


Bradley Heads Promotion 

Earle Bradley has been pro- 
moted to promotion director of 
TV-Radio Life, Hollywood. He 
was with the ad department. 


FTC Ignores 
Consumer's Role, 
Says P&G Reply 


(Continued from Page 3) 
ship in other lines and its proven 
ability “to command” consumer 
acceptance for its products and get 
good display space on shelves of 
supermarkets. 

The P&G reply denied that P&G 
advertising and promotion gives 
it any “unusual ability to command 
consumer acceptance” for its prod- 
ucts. 

“P&G knows from its 120 years 
of experience in making house- 
hold products,” the answer said, 
“that it cannot command house- 
wives to buy its products. 

“It is just the opposite. If we 
don’t offer good, high quality prod- 
ucts at a low cost, the housewife 
issues the command. They quickly 
exercise their right of product pref- 
erence and buy what they want, no 
matter who makes it.” 

As proof of the rapid shift in 
consumer taste in household prod- 
ucts, P&G observed that 70% of 
its household volume today is in 
products that were not even in ex- 
istence 12 years ago. # 


John Shaw Advertising 
Boosts Three to VP Posts 

John W. Shaw Advertising, Chi- 
cago, has promoted three execu- 
tives to vp. They 
are William L. 
Ballard, vp and 
director of mar- 
keting; Robert C. 
Milner, vp and 
secretary, and 
Ralph T. Stewart, 
vp in charge of 
production and 
traffic. 

Mr. Ballard 
formerly was di- 
rector of media 
and research; Mr. Milner was sec- 
retary and office manager, and Mr. 


William L. Ballard 


Stewart was production manager. 


STANDARD RATE AND DATA says Amarillo is the 157th 
market in population among the nation’s markets, but 


IT¢ A LACT: 


ITC A FACT! 
IG A FACT/ 


itan market. 


markets. 


In order to help us tell this story, 

we are going to pay $2500 to the 

person who comes up with the right 
j solution to this problem. 


That KGNC is blessed with a fabulous 
sales area encompassing 882,100 people, 
more than in the nation’s 19th metropol- 


There is no market within a 250 mile 
radius of Amarillo rated in the first 100 


That each week more than one-half 
million people in and around fabulous 
Amarillo listen to KGNC. 


Mail your entry to 
the attention of 
Jack Liston, Manager 


Let your entry be in any form you desire. It can be a 
suggestion for a trade publication campaign, an oral 
presentation, a brochure — whatever way you think 
best to get the story across. It’s up to you! 


Amarillo is a sprawling, growing, thriving area loaded 
with untold wealth. It’s an old story to us. We want 
other people to know. In many ways Amarillo is equal 
to the nation’s top metropolitan markets that are 
bought almost automatically by national advertisers 
when they want to blanket the country. Unfortunately, 
many of these advertisers study only metropolitan 
areas with a tendency to overlook the wealthy, healthy 
Amarillo metropolitan area. 


This is an opportunity for you to become $2500 richer 
merely by giving us the right solution to our problem. 
Our judges are 5 of the most important advertising 
executives in the country. Because some of these peo- 
ple may be acquaintances of yours, and because we 
don’t want personalities to be a factor in our contest, 
each entry will be identified only with a code number. 


KGNC 


Amarillo, Texas 


WE DON’T BELIEVE that advertisers know the whole truth 
about KGNC marketland. 


WE DO BELIEVE that advertisers ought to know the whole 
truth about our gas and oil and their byproducts, about 
our cattle, cotton, wheat, grain sorghums and other stable 
income sources. 
WE DO BELIEVE that advertisers ought to know that for 
the past 5 years Amarillo has consistently ranked among 
the top 10 metropolitan areas in the nation, with the 
highest per capita retail sales. 


and be sure it's in the mail 
before midnight December 1st. 
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990,050 


Net Paid 
Circulation 


| the Healthy Growth _ __ GF ss 


of Outdoor 
Life : 
‘ and other 
sportsmen’s 
magazines 


| 
| 
| 


The vigorous growth rate of outdoor sportsmen’s 
“Magazines is at a new high again in 1957, 


In the first post war decade, while hunting and fishing 
license sales increased 59%—the combined circulation 
of OUTDOOR LIFE, Field and Stream and 

Sports Afield climbed 85%. 


With 990,050 net paid circulation in the first 
half of 1957—-OUTDOOR LIFE remains 
_“the BEST SELLER?” in the history 


_ of sportsmen’s magazines. 900,000 
| 
875,000 
-- 850,000 
Outdoor 
Life is 
FIRST in total circulation 
FIRST t d | 
| int newsstand sales 825,000 


FIRST in the $6-billion 
Sportsmen’s Market 


| | Source: A.B.C., January 1952—June 1957 
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Asks ‘Silver Dollar’ Injunction 
Carolyn Sholdar Associates, a 
partnership of Carolyn Sholdar 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspoa 
pers—national, sectional or local 
— magazines, trade-papers, 


y- 


PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


and David Bohm, has filed an 
injunction petition in New York 
supreme court to restrain Over- 
land Advertisers Inc., Jerry Kass 


and Dalton Leight, from using the | 


phrase “silver dollar jubilee.” 
Both companies have _ similar 
businesses—“the placing of ad- 
vertising with television and ra- 
dio stations throughout the U. S. 
and Canada,” according to the pe- 
tition. 


Dodge Buys Radio Time 

Dodge, Detroit, has ordered a 
weekday night five-minute sports 
segment of “Nightline” on NBC 
Radio, five times weekly for three 
weeks, effective Nov. 4. Grant Ad- 
vertising Co. is the agency. 


‘Whether a's 
PRINTED 

BROADCAST | 
TELECAST 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright — accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 


EMPLOYERS 
REINSURANCE 
CORPORATION 


21. W Tinth, Kansas City, Mo 
New York, 107 Willian St 
Chicugs, 175 Wo Ju on 


effectively, inexpensively. a fran ays 


D. Collins 


| SAMPLE—Swiss Chef Arthur Truttman gives Chicago 
Federated Advertising Club officials a sample of 
his cooking at the “floor-breaking ceremonies” for 
the club’s new headquarters. Waiting patiently for 
|a slice of roast beef are Dan Collins, executive di- 
rector of the club; J. Chalmers O’Brien, CFAC 


ae 


Cusick 


:- > am , ‘ , 
» - - Fat : *. 
my bc _ 


H. Collins 


Jimison Ewing 


Raymond 
president, Carson Pirie Scott & Co.; Genevieve Ray- 
mond, CFAC 2nd vp, Montgomery Ward & Co., and 
four CFAC directors: Alden J. Cusick, General Out- 
door Advertising; W. A. Jimison, Borden Co.; Frank 
D. Ewing, Fensholt Advertising Agency, and Harry 
E. Collins, Collins, Miller & Hutchings. 
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O’Brien Truttman 


POPULATION 
E. B. I. 

RETAIL SALES 
CIRCULATION 


Sunday Telegram 


TDaily Telegram-Gazette 


Only the Worcester 
Telegram-Gazette offers 
saturation coverage of 
the Worcester Market 


ETROPOLITA 
ORCESTER 


nd 
Market in 
Massachusetts 


And Worcester’s Growth is STILL on the Rise 


1950 Now 1960" pty 
546,400 581,500 608,400 UP 11.4% 
$734,807,000 $987,269,000 $1,175,006,000 UP 59.9% 
$514,071,000 $636,221,000 708,457,000 UP 37.8% 
151,770 159,891 over 165,000 UP 8.5% 
103,434 106,881 over 108,000 UP 4.4% 


315i 


(Photo) WORCESTER Down Town SALEM SQ. 
REDEVELOPMENT AREA under construction 


*Sales Mgt. Mkt. on the Move 11-10-57 
fABC White Audits & 1960 Projection 


Coverage 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Nationol Representatives 


at 


CBS Radio Revamps 
Rate Setup on Its 
Six Owned Stations 


New York, Nov. 6—Columbia 
Broadcasting System’s six owned 
radio stations will switch over to 
new, simplified, uniform rate cards 
effective Dec. 1. 

The revised rates for all the 
stations, except WCBS, New York, 
which increased its prices recent- 
ly, will be up in most categories— 
with hikes ranging from 6% to 
17% for WEEI, Boston; KMOX, 
St. Louis; KNX, Los Angeles, and 
KCBS, San Francisco. In the case 
of WBBM, Chicago, the increases 
are slight. 

Jules Dundes, vp in charge of 
station administration for CBS 
Radio, said the new cards were 
published in a standardized for- 
mat to make life easier for buyers. 
The new rates have been rounded 
off so that everything is figurable 
in whole dollars, he said. 

These cards also have done 
away with volume and frequency 
discounts, with everything shown 
on a net cost per unit basis. In 
short, a buyer decides what he 
wants to buy and then multiples 
by how many he wants to buy to 
arrive at the cost under the re- 
vised setup. 

Principal increases are in day- 
time periods which now are Class 
A; nighttime has been reclassified 
as Class B. There also are fewer 
sub-divisions in package buys, 
with a choice of three sizes of 
packages listed. # 


Metro's ‘Sunday’ Hikes Rates 

Metropolitan Sunday Newspa- 
pers, New York, has announced 
new rates for its supplement, 
Sunday, in 1958 based on 17,500,- 
000 circulation in 33 newspapers. 
The b&w rate for the 26-paper 
package in 26 cities will advance 
from $36,345 to $38,400. The cir- 
culation of this package was 14,- 
455,456, and now will be 14,769,- 
033. The whole package rates are 
currently $43,176 for a monotone 
page and $53,466 for a four-color 
page. 
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Abitibi’s Ambridge 
Sees Lagging Sales 
of Newsprint Ahead 


Toronto, Nov. 5—There has 
been no fall pick-up in demand for 
newsprint, D. W. Ambridge, pres- 
ident of Abitibi Power & Paper Co. 
Ltd., said last week. He added that 
Abitibi had never subscribed to the 
belief held by some that there 
would be a fall increase. 

The company’s current produc- 
tion is running below capacity, in 
contrast to production in 1956 of 
800,000 tons. But it expects to con- 
tinue to run full production of fine 
paper, pulp and board. 

Mr. Ambridge doesn’t look for 
newsprint demand to turn upward 
until money is easier. He doesn’t 
think industry production figures 
mean too much, since publishers’ 
and producers’ warehouse stocks 
of newsprint have increased by 
300,000 tons—28%—above the 
stockpile at the end of 1956. But 
Abitibi has no newsprint in stor- 
age. 

Discount of the U. S. dollar in 
terms of Canadian funds has cost 
Abitibi $3,000,000 so far this year; 
it may run to $3,500,000 for the full 
12 months. 


s Mr. Ambridge noted the increas- 
ing capacity of the U. S. to supply 
its own newsprint requirements. 
Canada is now supplying only 73% 
of U. S. needs, versus 80% as late 
as 1954. In the interval, the U. S. 
has brought domestic supplies 
from 17% up to 25%. 

While there is room for an in- 
crease in the aggregate U. S. mar- 
ket, prospects are for Canadian 
mills to enjoy a smaller share as 
U. S. domestic capacity expands, 
he said. 

Abitibi expects by the summer 
of 1958 to complete its $22,000,000 
expansion at Fort William, Ont., 
which will add 100,000 tons a year 
to its capacity. # 


RCA Publishes Aids Catalog 
The electron tube division of 
Radio Corp. of America, Harrison, 
N. J., has published a new “Prof- 
it Builders” catalog of RCA sales 
promotion aids for radio-tv serv- 
ice dealers and technicians. The 
24-page catalog, which is avail- 
able through RCA distributors, in- 
cludes items ranging from a giant 
outdoor illuminated sign to decals, 
which identify the authorized 
dealer of RCA electron tubes. 


| The pod thet has big 5 x 7 


| ovdio panels on gray back- 
, ground. 


| ARTHUR BROWN & BRO. 


PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


video ponels thet enable 
you to moke mon-sized TV 
visuals Perforated video 
ond audio segments on groy 
background. 


No. 72C—Pad Size 14x17” 
(50 Sheets—4 Segments on Sheet) 


No. 72 E—Pocket Size 6% x 84” 
(50 Sheets—! Segment on Sheet) 


Tomkins TELEPAD 


jAost popular TV visual pad 
with 2Y,"4" video and 
Each pone! perfo- 
roted 


No. 72A—19 x 24” 

(50 Sheets—!2 panels on Sheet) 
728—Pocket Size 8 x 18” 

(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensational new poper for 
TV artists. Makes an ordin- 
ory pencil tine vivid and 
colors just pop! Write for 
somple. 


FREE SAMPLES 

FOR THE ASKING! 
Write on your letterhead for 
catalog of art sup- 
plies. “‘An Encyclopedia of 
Artists Materiels’’. 


2 West 46th St., New York 36 


Asian Flu Ad Drive Boosts 
Citrus Juice Sales 67% 

A special $75,000 ad program 
aimed at fighting Asian flu is 
credited by the Florida Citrus 
Commission for increased citrus 
juices sales. Single-strength or- 
ange juice sales in the last week 
of October jumped 67% above 
sales for the similar week of last 
year, the commission says. The 
special campaign is in addition 
to the commission’s regular $4,- 
000,000 budget. It was instituted 


in October, starting in New York 
City. It may go into 25 more 
markets if Asian flu reaches epi- 
demic proportions in those cities. 
Other increases attributed to 
the campaign are a 24% jump in 
the last week of frozen orange 
concentrate sales and an 11% 
lift in single-strength grapefruit 
juice sales for the same period. 


Bryg Offers Special Film, 
Projector for Color TV 
Bryg Inc., Butler, Pa., has de- 


veloped a method of simplified 
color tv broadcasting which pro- 
duces a better picture at much 
less cost, Electrical Design News 
reports in its November issue. 
The process involves a_ special 
b&w film which, when shown 
through a special projector, repro- 
duces a color picture which “has 
more depth and finer tone quality 
than present color projection,” the 
company says. 

One advantage in the method, 
according to the company, is that 


81 


a tv station which has only b&w 
development facilities can expose 
and process the film itself at no 
extra cost. 


Cleveland Engravers Merge 

Symes & Olds Co. and Univer- 
sal Engraving & Color Plate Co., 
both Cleveland, have merged. The 
new company will be called Uni- 
versal Symes & Olds Inc. The 
new company’s address will be at 
the Symes & Olds headquarters 
at 1200 Bolivar Rd. 


CLEVELAND 
PLAIN DEALER 


13,109,180 
lines 


LOS ANGELES 
TIMES 


There’s lots of 


Department store advertising 
in a first-rate RETAIL MARKET 
in 1956 The Plain Dealer was FIRST IN THE U.S. in department store linage 


Department stores buy their advertising for immediate 
and measured results. In Cleveland the Plain Dealer is 
the overwhelming favorite of canny department store 
operators. Their linage, during 1956, made the Plain 
Dealer number one in America in department store linage. 


It’s a market LARGER than 
each of 36 entire states 


and the ONLY 


Cleveland Newspaper that 
sells this WHOLE MARKET is... 


NEW YORK 
12,690,790 TIMES 
lines 11,001,402 
— lines 


This can be important to you, whatever your product, 
if it sells to Cleveland customers. In the Plain Dealer 
you reach the able-to-buy customers. They’re the same 
customers who have made Cleveland department stores 
the envy of merchants all over the country. 


TOTAL 


The Plain Dealer sells two great 
RETAIL MARKETS Cteveland*2% billion 


26 adjacent Counties *2 billion 


54, billion 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES’ 
CLEVELAND 26 ADJACENT 
COMMODITY CUYAHOGA COUNTY — COUNTIES TOTAL 
(000) (000) (000) 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
Automotive 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
(Source, Sales Management Survey of Buying Power, May 10, 1957) 


* Akron, Canton and Youngstown's Counties are not included in above Sales. 


The Cleveland Plain Dealer 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, 
San Francisco and Los Angeles. Member of Metro Sunday Comics and Magazine Networ® 
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THE IDEAL PRESENTA 

is a marriage between solid, thoughtya 
voking copy and dramatic, compelling f 
uals. We've been officiating at weddings 
this for years. Our art studio, silkscreeni 
shop, type shop, pressroom and bookbind- 
ing shop will be happy to be at your service. 


GRAPHIC ARTS CENTER, INC. 
39 W 29th St., N.Y. 1 « MUrray Hill 4-1108 


Brush Group 


WELCOME—The first Sputnik ad to appear in Europe—with ihe head- 
| line, “Welcome Sputnik,” in Russian—resulted from a suggestion by | 
| agency man Pat Dolan while lunching with Ian Morrow, managing | 
| director, and Michael Clear, sales manager, of the Brush Group 
| Ltd., British industrial company. Mr. Dolan suggested a tie-in with 

the Soviet satellite via the Jod- 
‘|! 


rell Bank radio telescope, which 
| ' agency—Dolan, Ducker, Whit- 
| | | | iT |combe & Stewart—had the ads 
| J | ar 


oe 


Two and one-half days later, the 


| | f is powered by Brush equipment. 
in British newspapers. 
| Two Plus Two Can 
" Equal Millions, 


weather’s wondertul 1 | 
1 ‘Daniels Tells Clinic 


Cuicaco, Nov. 5—The judicial 


in Buffalo...when you buy it a : 

mind will add two and two and 
| |get four, but the creative mind 
|may take two and two and come 
on WRBEN-TY | up with a new idea which may be 
My worth millions, said Herb Daniels, 
marketing research expert of Ta- 
tham-Laird, speaking before the 
2ist annual Industrial Engineer- 
| jing & Management Clinic last 

| | week, 

In his talk, “Ideas for the Ask- 
ing,” Mr. Daniels explained how 
ideas are born. He set up eight 
steps for creating ideas: (1) Nam- 
ing the problem to be solved, (2) 
getting the facts, (3) trying ob- 
vious solutions, (4) trying wild 
jideas, (5) thinking intensively 
about the problem, (6) letting the 
| subconscious take over, (7) seiz- 
ing the flash of insight and (8) 
doing something about the idea. 


| | 
| | L 
In western New York everyone is interested in weather! ; 
We get 41.93 inches of rain, 110.7 inches of snow, and | 
an average of 60 clear days, 108 cloudy and the rest =; 
is your guess. Temperatures go from 99° above down 
to 9° below ! 


That leaves plenty to talk about when it comes to 
weather — and no area station does a better job of 
weather-talk than WBEN-TV. 


Weather-casts at 12 noon, 5:55 p.m. and 11:15 p.m. 
garner solid audiences and rapt attention, and your 
commercial message can reap a heap of benefit from 
both. 


Why not do something about the weather? Put your 
product amidst the highs and lows and watch the sales 
curve rise. Call Harrington, Righter & Parsons, our 
national weathermen, and let them give you the facts. 


|@ Mr. Daniels warned that the 
greatest danger in manufacturing 
ideas is letting others throw cold 
water on them. It is far too easy 
to say, “It won’t work,” and let it 
go at that, he said. 

Another deterrent is pride, he 
said: “We fear to expose our ideas, 
| because we think that they might 
not measure up.” 

He urged his audience to let 
whimsy take over in finding un- 
usual solutions to problems and 
to let judgment wait until after 
the ideas are on paper. Then they 
can be submitted to tests to see if 
they will work, he added. 

The clinic is sponsored by the 
Industrial Management Society, 
Chicago. # 


Glass Container Institute 
Continues ‘Million Dollar’ Drive 


Glass Container Manufacturers 
Institute, New York, will continue 
its “$1,000,000-plus” advertising 
and promotion campaign for the 
fourth year in 1958. Advertising 
will again demonstrate to consum- 
ers why glass jars and bottles are 
the ideal packaging for a wide va- 
riety of products. 

The schedule again calls for col- 
or pages in Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s and Woman’s Day. 
Supporting ads will run in trade 
publications and labor newspapers 
and magazines as _ heretofore. 
Kenyon & Eckhardt, New York, 
is the agency. 


CBS IN BUFFALO 
The Buffalo Evening News Station 


cy. 8 teeap iy Seay = ee Viger - . mee va" ee eal is. 47H eee Gree ae ee ee EN ee ee he fee pene BN eciaeh ReS 5. a Aes oe ~ a ih «a le eee 5, ed = 
Ae a ee) = eee ra uy ae is: ‘ lk a: gebeet Ae Poe eg Wien te ewe 2, ne ee ee eee: Tee cl a pe Sonny Oe ey pie 2) ana see 3 eo. i eee ee 
eat ; ree ok ba ei a a i I be An ae ee bee Dla) a og ee ee cae aa bat ea ee (nee en nee ecg sae i ae eR pn ee 
a ee ns ace ee ol eee peas ee re eee ree Ses iets aa! ge es eee ce ace aes Saeed Nr oy elemmeet > ip 
peibenae ners =~ fo} Sai are ee, Wade ree. © r E Ape ea ge etre saieen ‘ nee Mes oi les uN et Pb i plas wetted cr wer. eee a > ‘ : = md ines ae iad 
on oo eee eee ee | RS Wo cat cl a ae eR eee tS iia mai To eeaee nat eae RRR Sees nS ie eee NK an rer geen ON gece eek oe SR ea ato ou 7, eee a ae 
i eee Bc, 2 ee, ie a i ees veo eee Re Pre ee Ra ee ic eine Mame ni es ee # ATs a Tee erent ees ee , aS 
Pe eave meer ina wees EE We ET Ss a oa ia Penis trial, "ee Raia ale = BS bi 2 AS nn |g ae ee Bi aa a pet Ati 5 oe apd 0 Neel een ce os eee ie eee wT. a. ie. ~ 
hgh eee Ee een, eh Pee 35) Oe ae 2 gO ee a at i oe a ee ee a rr 
¥ SS Se - oes ee : pee PS re Sea Minne e ie es SA een “a, Seas ee eT a J meerer ae ; ‘ee Laat 3 } notyne =? Bees er ae 
= gd a ta : : : “ - gS ita i Ue a % “= ere i Z ia de ge nee & See seth it ; Es : : 2 iii a : e- hod ~ SO ey eee! ; a a 
a a ~ : * . 4 be 2 
ee aif 
ay ciah 
i mer 
ai 
| i 
bu os _ 
ue, ' We 
rs | p 
a ss : é ‘ as 
a —_ . oy i. ae ee 
| : ‘ ee oi cae a bg i 
: 2 : ; ¢ 3 ay ‘ oe 4 : a me a 5 el aa ? . 
a a — —_— Bie RR ke ies 
he > «alas Mies ae s . *~ =a 5 - en a i 
—s oy eee ae < a % . om eS ; 
ay tO err a . . Fae ¢ 0 28 Tm am 
ee - alin : a eo : — q .* r 4 : Pan 
es Bi 5 aa So ingen ge of 2 a , a 4 ‘* pre ee 
i ae eae on ; : # ~ oo i Se 
ois =. a ae ¢ — 1 _— 
ash i ee ‘s sche } ‘ aa 
aa ee 4 on" ~= , 
a ie : nm 4 ~ te 
bi : a ~ 4 ~ ; | B f 
4 ‘i a } ‘ “Z 2 / he 
aoe ‘ z = Ss ad E j is 
ig ‘6 . a i a 
arty: 2%. < m $ mi 
a ‘ 4 4 ee eee f } it 
me | Jax. e _ 
he ; ae tn me 
oa 4 oe eee 
: ) | Pep at ee a 
e Be ae i 7 F fits 
ae —— . oe +“ ey halts a shake 
ee Oe 4 — . a: es 
ont a a ae a ; / ee o™ es 
ae 7 i 0 ay ree) ail a 
ines = Zz , | - 
Lynd = oe 
a y ° ie % ek 
& é 
f ee gat Fi 
Fics s m4 hs, : 
i Exe : g Fk 4 z ws as ie ¥ - ie 
Dik ‘ig - . ' P a 
a ‘ 4 ae 
? ees é eo 
: - yp ; pa 
a3 *. — on 
i et 
rica — 
gor" —_ Be. 
eo yy EsE sass ain 
eb) ee 
eee a, 
2 Pe. nos 
Por 
rates = 
Bises i 
“ies “KS 
eoien =; si 
ae Pe 
A ops 5 
ass 
on ee wi 
eB a Ror 
ak ; 
praii 
ey | 
Bah 4 ; 
0 e 
“i aes ics 
fag ws 
ise ae 
is oe) 
re 2 
Sans 2 
+s * 
eee yl 
Mere i 
ia a we 
Naas Hg aoe 
ey: i 
bak 
i Oe ig 
- ee on 
tes) Sh = ee 
ute a . 7“ 
aes ay 
ea ark 
‘ hae a 
oe | a 
ne H a 
eat - enact e 
eG 0 a ay OTD, ’ 
ewe a + + omen mn eres = oN 
i pr ne ees oe | os 
Ce oe 8 
ee pe 
Pes a e ty 
a rs 
ee x 
ee oo 
2 mre F e* 
seeders 7 - 
pea: Vs | 
I. 
tae \ 
ae a ip iz 4 
Sexi a RB a 
Wieeges a 
aed 4 i x 
q , «, ' 
eee 
g ~) 1 Lod 
& ad . . 
ag pit eae > | | 
OS ; ¥ % 
> ae . tes 
a ed es 
- t . ~ a 
es ee coal re | 5 
Se 
5 dae hy! 
Sn | ig 
meee | 7 
ag) * Fags } a 
secre 
oie ak od s 
ian ; 
at ae i] 
a - i 
> 
ee Ss 
ee : 
Sete ae : 
‘ = 
oti a ee hd AGL BPO lB Gh. we = Sel noe Sate r He oe Be Riagtig Bsh eds ee eaten PS e te She Ree en ee ek eT ee eT mee Reiter: & Oba sn DE Tae ee i iteRe = ect ages Ps ee ea ee PY 
pn RS ne wy pat et 8 lp nas see piace Sa ai a i S ee C ncn CmRinrUihARES,-fal Pec AeTN= ciapr aienscrrmpeactercins oescree Tons rosie neem eeeemnesae aaa 
ee a SL Ta ete cniaca e e a wes mS SEE Ae ek SRE ers el RSIS Sa ac ean ie ated Sea oP Ra ne Yar ae Ea ERTS: Se ee a ere eee aay Soe Bol ee ya ts ae 
ese . prog. a i eat tate é Ps, ae ee (UTTER eck ia gee Ts OMEN RII aca DSSS ste Sia lara ener AL a cs ed IEE er Re aT ln Fab e td ear 
ee ee od : A eas eR oer . : a tn ome . Soe ee Soa ei is ae : ia nig Sadi te ty fete i atts oa De oe, Sable "§ eu aye te Eee Eek ( _ ae ee ee ee ee ea 
“<2 Pea So Ta fren - “ * ak peace se REIT SEY at a aa SY Aaa a ae : ae ars ee ge See a) Pe eae Se Re aR Ae Re ee | Pi) ae nae age ae ee eS 
ee a a, ‘ Tae Ce ‘ me ee nanos en Pe oa Ea ne CMC Se Shc: yamine SAMUS WE ah SO, OS Ta 2 Dba aeRO So oie RENE pate ce Seen te a ar dean 
yeah 6a tase Si Ma ain ali is atl des ao Pa BE Lae irra may el ais alae Rae Aare: ac MMO TE) Lig Be 8 ee RT GIN NB nate BR gS We Ps PS TRE wee 2 oy a Gait ee cay amine ae Soca ce es eae a ale ee 


We wish to express our 
gratitude for the whole- 
hearted cooperation of the 
diplomatic and home offi- 
cials of the following coun- 
tries: 


ENGLAND 
FRANCE 
SWITZERLAND 
ITALY 
YUGOSLAVIA 
GREECE 
TURKEY 

IRAN 
AFGHANISTAN 
PAKISTAN 
INDIA 

BURMA 
MALAYA 
THAILAND 
CAMBODIA 
SOUTH VIET NAM 
UNITED STATES 


The World Highways Expedition, organized for the Ford Motor Company and 
J. Walter Thompson Company by Filmways, has just completed its history- 
making, round-the-world test drive of the 1958 Ford car. A distinguished series 
of television commercial films and a major documentary film, “One Road,” will 
soon bring the exciting story of this expedition to millions of people the world over. 


WORLD HIGHWAYS EXPEDITION, Inc. is a wholly-owned subsidiary of 


PIUMWATS 


241 wesT S4TH STREET, NEW YORK 19, N. Vv. 
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The planning of a contest early in 
the game can insure its success. 
Our experience is available to ad- 
vertisers. There is no obligation in 
calling our Contest Department tc 
discuss a contest or its rules. 


Bruce, Richards Corporation 
250 4th Ave., N.Y. 3, GR 7-8500 
Specialists in Contest Planning 
and Judging @ Direct Mail 
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Kiley & Nicholas Formed 

A new agency, Kiley & Nicholas, 
has been formed by William F. 
Kiley and Ted Nicholas in Indian- 
apolis. Mr. Kiley was formerly 
general manager of WFBM and 
WFBM-TV. Mr. Nicholas had for- 
merly worked in a radio and tv 
sales post at WFBM. Mrs. Georgi- 
anne Strange is copy director of 
the new agency and Mrs. Ruth 
Landers, formerly ad manager of 
local appliance distributing 
companies, is a staff member. Of- 
fices of the agency are at 3445 
Central Ave. 


ABP Names Two Chairmen 
William P. Winsor, vp of Rein- 
hold Publishing Co., New York, 
and W. Elmer Seaman, vp and 
general manager of Lebhar-Fried- 
man Publishing Co., New York, 
have been named co-chairmen of 
Associated Business Publications’ 
legislative committee. They suc- 
ceed Joseph A. Gerardi, exec vp of 
McGraw-Hill Publishing Co. 


N. C. Broadcasters Elects 

E. Z. Jones, WBBB, Burlington, 
has been elected president of the 
North Carolina Assn. of Broad- 
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casters. Other new officers are 
Jack P. Hankins, WELS, Kinston, 
vp of radio; Gaines Kelley, 
WFMY-TV, Greensboro, vp of tv, 
and Cecil B. Hoskins, WWNC, 
Asheville, secretary-treasurer. 


Luria to Marschalk & Pratt 

Luria Engineering Co., Bethle- 
hem, Pa., structural steel fabrica- 
tor, has named the Marschalk & 
Pratt division of McCann-Erick- 
son, New York, to handle its ac- 
count, effective immediately. Luria 
formerly was with G. M. Basford 
Co. 


Buying time on radio has become an increasingly complex function. We've made it 
easy. In the mails this week, and effective December 1, is a brand new 
system of rates for our stations—the end result of intensive research and 


preparation. 


On the 6 new CBS-Owned Radio Station Rate Cards the same basic structure applies 


for all the cards. Once you understand one, you understand all six. 
The cards are uniform. 


The streamlined format (especially net-cost-per-unit rates in whole dollars) 
simplifies your job of computing complicated schedule costs. 


If the test of a rate card is its efficient use—then we know you'll find ours 


a marked improvement. 


ANOTHER LEADERSHIP STEP BY THE CBS-OWNED RADIO STATIONS... 


WEE!I, BOSTON 

WBBM, CHICAGO 

KNX, LOS ANGELES 
WCBS, NEW YORK 
KMOX, ST. LOUIS 
KCBS, SAN FRANCISCO 
Represented by 

CBS Radio Spot Sales 


CBS-OWNED 
RADIO 
STATIONS 


Thomas Robins, 89, 
Advertiser, Inventor 
of Conveyor, Dies 


STAMForD, Nov. 5—Thomas Rob- 
ins, 89, inventor of the heavy- 
duty belt conveyor and founder 
and former board chairman of 
Hewitt-Robins Co., manufacturer 
of materials handling equipment, 
died yesterday, after a lingering 
illness, at a convalescent home 
here. 

In 1891, as a 23-year-old sales- 
man for a New York rubber com- 
pany, no longer in existence, Mr. 
Robins invented a heavy-duty 
conveyor belt for Thomas A. Edi- 
son to convey low-grade iron ore 
from a northern New Jersey mine 
owned and operated by the inven- 
tor of the electric light bulb. 

In 1896, Mr. Robins founded the 
Robins Conveyor Belt Co., which 
was merged in 1945 with the Hew- 
itt Rubber Co. It now includes six 
manufacturing plants in the U. S. 
and one in South Africa. In World 
War I, Mr. Robins served as sec- 
retary of the naval consulting 
board, a group of scientists headed 
by Mr. Edison, concerned with re- 
search on military projects and 
anti-submarine devices. 

Mr. Robins retired as board 
chairman of Hewitt-Robins Co. in 
1955 and was succeeded by his son, 
Thomas Jr., who is now president 
and chairman. 


GEORGE M. NEIL 


PHILADELPHIA, Nov. 5—George 
M. Neil, 50, former general man- 
ager of the Philadelphia Inquirer, 
was found dead yesterday at his 
home in suburban Cynwyd. Death 
apparently was caused by a heart 
attack. 

Born here, Mr. Neil was gradu- 
ated from the University of 
Pennsylvania in 1930 and took a 


law degree at the university in 
1933. He practiced law here until 
1945, when he joined Triangle 
Publications, which publishes the 
| Inquirer, as assistant to the gener- 
jal manager of the trade division. 
|He was named business manager 
|of the newspaper in 1947 and gen- 
}eral manager in 1951. He resigned 
last June to return to the practice 
of law. 

As president of the Poor Richard 
Club in 1956, Mr. Neil had a ma- 
jor part in the commemoration of 
the 250th anniversary of the birth 
of the club’s patron, Benjamin 
Franklin. He was also active in the 
chamber of commerce and was a 
lecturer on business law at the 
Wharton School and an instructor 
in jurisprudence at the Philadel- 
phia College of Pharmacy and Sci- 
ence. 


Wash Off Crayons Promoted 

Art Crayon Co., New York, has 
started a saturation tv and news- 
paper campaign in New York and 
Philadelphia for its new line of 
Sargent Wash Off crayons. NBC, 
DuMont Television and The New 
York Times Magazine are being 
used in New York, and CBS Tele- 
vision and the Philadelphia In- 
quirer Sunday magazine section 
are being used in Philadelphia. 
Friend-Reiss, New York, is the 
agency. 


Florida Daily Adds Edition 

The St. Petersburg Independent 
will begin publication of a Sunday 
newspaper Dec. 1. The newspaper 
now publishes six afternoons a 
week. The newspaper said the ac- 
tion was “largely motivated by the 
tremendous growth of the Tampa 
Bay area in recent years.” 


Nelson Advertising Bows 
Lawrence U. Nelson Advertis- 
ing, a new agency in Chicago, has 
been formed, with offices at 8 S. 
Michigan Ave. Lawrence U. Nel- 
son, president of the agency, was 


formerly with Fensholt Advertis- 
ing Agency, Chicago. 
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SwitcH—The “product in use” concept will be used on Northrup, 
King & Co.’s new seed packages starting in the spring. Shown here 
are the old packages contrasted with the new. 


Carroll Opens in Houston 

Carroll Advertising, after one 
year of operation in San Antonio, 
has opened a branch office in 
Houston. James Thomas, who has 
been operating his own public re- 
lations and sales promotion com- 
pany in Houston, will manage the 
office. 


Walter Stroud Named A.M. 
Walter J. Stroud has been pro- 
moted to advertising manager of 
the general products division of 
Owens-Corning Fiberglas Corp., 
Toledo. He joined Owens-Corning 
in 1951. Most recently he was su- 


pervisor of sales personnel. 


Winchester Rejoins Doherty 

Charles A. Winchester, formerly 
with Young & Rubicam, has re- 
joined Doherty, Clifford, Steers & 
Shenfield, New York, as an ac- 
count executive in the Bristol- 
Myers unit. 


Sheatfer Reports Sales Rise 

W. A. Sheaffer Pen Co. of Can- 
ada Ltd., Goderich, Ont., has re- 
ported a 23% rise in net domestic 
sales for the first half of the cur- 
rent fiscal year, compared with the 
same period last year. 
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incomes in excess of $10,000; 
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Albuquerque's new million and a half 
dollar civie auditorium (in foreground) 
and the downtown business area. 


Some folks have the mistaken notion that Albuquerque 

is little more than a happy health haven. Nothing could be 
further from the truth. See for yourself what’s 

been going on here lately: 


Let’s start with population. In just seven years it has jumped 
from 106,400 to 218,000—an increase of 104.9%! 

Buying power is up too—112.0% since 1950. And take a look 
at retail sales—up nearly 125% during this period. 


Manufacturing in Albuquerque now covers all sorts of fields— 
publishing and printing, electronics, machinery, steel, 

western novelties and garments, neon signs—to name 

just a few. What’s more, the Atomic Energy Commission is 
centered right here at Sandia Base and Kirtland Air Force 
Base, employing some 21,000 civilian and military personnel. 
While government activity can’t count as industry, all 

the people, the money and the procurement have accelerated 
local manufacturing no end. Industrial payrolls for 1957 are 
three times what they were in 1950. 


The Sunday Picture Magazine 


__ 


‘Parade 


If you want your share of the big boom in 
Albuquerque, depend on PARADE and the 
Albuquerque Journal. Each Sunday they call on 

more than seven out of every ten homes in town. 
Each Monday they begin to move the goods. 


PARADE, ..The Sunday Magazine 
section of 59 fine newspapers 
covering some 2800 markets ...with 
16 million readers every week. 
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= Cost per thousand in 
- Total Delivered ABC Circulation 


lst half 

1954 1955 | 1956 | 1957 
Newsweek | $4.46) *4.60 | 4.51 | $4.74 
Time 460| 467] 4.73] 4.84 
he A dead 4.62| 4.83] 4.71 | 4.80 
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Guide to Sound Media Selection — 


| priced magazine 
i newsweekly field 


7 Cost per thousand in 
Business, Industry, Government Circulation 


Ist half 

1954 | 1955 | 1956 | 1957 
Newsweek | $5.25 | 5.48 | $5.38 | $5.49 
Time 6.47} 6.53] 6.60] 6.76 
ahi y th 5.67| 5.92| 5.71| 5.72 


\\ 


Source: Publishers’ Audience Studies 
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Outdoor Sales 
Volume to Hit 
$123,500,000 


(Continued from Page 1) 
a year of service not only to the 
largest number of advertisers in 
the medium’s history, but to the 
largest number of first-time ad- 
vertisers as well. 

“The massive audience served 
daily by the standardized outdoor 
advertising medium,” Mr. Moore 
said, “is becoming steadily larger 
and more mobile. With a popula- 
tion increase of 50,000,000 and a 
motor vehicle increase of 35,000,- 
000 predicted by 1975, the outdoor 
market becomes increasingly stra- 
tegic to the sellers of American 
goods and services. The standard- 
ized outdoor medium is geared to 
sell this expanding economy with 


the continuity and mass coverage 
So necessary in an age of speed and 
competition.” 


s New users of outdoor this year 
include American Stores Co.; 
American Tobacco Co., for its Hit 
Parade and Pall Mall cigarets; 
Curtis Candy Co.; Fanny Farmer 
Candy Shops; Ford Motor Co., for 
its new Edsel car; Pet Milk Co.; 
Philip Morris Inc., for its Marl- 
boro cigarets; National Dairy Prod- 
ucts Corp.; W. F. Schrafft & Sons, 
and Vick Chemical Co. 

While figures are not available 
on the principal classifications in 
the outdoor medium, the percent- 
age of increase in 1956 over 1946 
by category breaks down like this: 
drugs and toiletries, 1,367.7%; 
household, 418.9%; automotive, 
251.2%; beverages, 205.4%; food, 
59.6%; tobacco, 46.5%; amuse- 
ments, 3.1%; miscellaneous, 
377.6%. 

A notable increase in cigaret 
advertising this year indicates that 
cigaret volume in outdoor will ex- 


ceed four times the volume of this 
classification in 1956. American 
Tobacco Co. used outdoor this year 
for its Hit Parade, Lucky Strike 
and Pall Mall cigarets; Brown & 
Williamson Tobacco Co. used post- 
ers for its Kool brand; and Liggett 
& Myers Tobacco Co.’s Chester- 
field, P. Lorillard Co.’s Old Gold, 
and Philip Morris Inc.’s Marlboro, 
were all featured on outdoor pan- 
els. 


s A major development this year 
was the hearings in Washington 
by the Senate subcommittee on 
public roads on Senate bill 963, 
proposed by Sen. Richard Neu- 
berger (D.) of Oregon to prohibit 
outdoor advertising along the new 
federal highway system. 

In a statement before the sub- 
committee, Mr. Moore pointed out 
that outdoor advertising has come 
a long way from the days described 
by William Dean Howells in his 
novel “The Rise of Silas Lapham,” 
whose hero offended good taste in 
the 1890s by painting his adver- 
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National Outdoor Ad Expenditures 
1946-1956 


1961 1962 


Note: Above figures do not include local outdoor eas lie or ho costs. 


ON THE RISE—Consistent growth has marked the national outdoor 
advertising industry as the number of advertisers in the medium 
increased from 521 in 1945 to a record 744 in 1956. 
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tisements on picturesque rocks. “It 
has come a long way,” Mr. Moore 
said, “from the rough and tumble 
era of P. T. Barnum, who used to 
send a vanguard of agents to each 
town to post his colorful circus 
announcements on fences and 
barns. Some of the detractors of 
outdoor advertising are basing 
their prejudices on the medium as 
it was 50 years ago, and not as it 
is today. 

“Today the location, form and 
content of the outdoor advertise- 
ment is controlled by science and 
research. Like the newspapers, 
with their Audit Bureau of Circu- 
lations, the outdoor medium has 
its Traffic Audit Bureau, estab- 
lished in 1934, to supply advertis- 
ers and industry members with 
uniform impartial data on outdoor 
advertising circulation. TAB is 
sponsored by the Assn. of National 
Advertisers, the American Assn. 
of Advertising Agencies, and the 
outdoor advertising industry. TAB 
publishes the audited circulation 
values of outdoor panels in each 
market, and these reports are then 
used by advertisers and their agen- 
cies in planning outdoor cam- 
paigns.” 


@ Observing that outdoor struc- 
tures cannot be increased at will 
to meet the demand of the cus- 
tomer, as the number of pages can 
be increased in a magazine or 
newspaper, Mr. Moore emphasized 
that “the location of outdoor panels 
is determined on the basis of se- 
curing for the advertiser the high- 
est possible circulation based on 
scientific measurement, and sub- 
ject to local zoning, as well as to 
the national association’s public 
relations policy, which respects 
residential, scenic, and any area 
where the structure would be in- 
appropriate.” 

Emphasizing the local nature of 
outdoor advertising, Mr. Moore 
said that in a recent check of the 
top 35 cities in the U.S. it was 
found “that 15 newspapers, 35 ra- 
dio stations, and 13 television sta- 
tions invested slightly over $3,000,- 
000 in outdoor advertising during 
1956 to promote the sale of their 
services in their localities.” 


s Apparently the Senate hearings 
have had little effect on the use of 
outdoor advertising, because its 
value as an effective and much 
needed sales tool has been amply 
demonstrated. 

Further attacks on outdoor, 
however, are expected, probably 
next year, based largely on esthetic 
grounds, and strongly supported 
by women’s organizations and 
newspapers. The outdoor industry 
probably will continue to base its 
case on the economics of advertis- 
ing and on the values inherent in 
modern, well-designed structures 
and artfully produced posters and 
painted displays. # 
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Cantilever Construction Spreads... 


Improved Fluorescent Lighting, More 
Aluminum, Plastics Enliven Outdoor 


25% of Poster Panels 
Now Use Fluorescent 
After ‘56-57 Rise 


New York, Nov. 5—Continuing 
technical developments during the 
past year have further enhanced 
the visibility and effectiveness of 
outdoor advertisements. 

Outstanding among these devel- 
opments have been improvements 
in fluorescent lighting; increasing 
use of cantilever construction for 
poster frames; wider use of alumi- 
num and fiberglas in poster pan- 
els; greater use of plastics and 
light metals to increase the anima- 
tion of painted displays; and the 
issuance by the Outdoor Advertis- 
ing Assn. of America of standard- 
ized specifications for painted dis- 
play forms. 


s The development of fluorescent 
lighting has made great progress 
during the two years since this 
method was adopted by the indus- 
try. The method provides an even 
spread of illumination and better 
color intensity. One of the big 
problems, that now seems to have 
been solved, has been the over- 
coming of cold weather failure. 

It is estimated that about 25% of 
poster panels today are equipped 
with fluorescent lighting. The 
greater part of this development 
has occured during the past year. 

The increasing use of cantilever 
construction has also been a not- 
able recent development. This calls 
for the use of single posts leading 
straight down from the panel into 
the ground, and the elimination of 
the supporting back frames known 
as “A” frames. It is estimated that 
80% of all new construction is of 
the cantilever type and that today 
more than half of all poster panels 
use this construction. The past 
year has seen a tremendous accel- 
eration in cantilever construction. 


® The trend toward the use of 
aluminum and fiberglas in poster 
panels was also more marked dur- 
ing the past year than heretofore. 
Tests have shown that aluminum 
or fiberglas moldings give a neater 
effect and afford a more striking 
display of the poster copy. 

In the painted display medium, 
the use of plastics and light metals 
to increase embellishment and ani- 
mation has been quite notable in 
1957. In addition, the quality of 
hand painted outdoor ads contin- 
ues to improve. An increased num- 
ber of fine craftsmen has been re- 
cruited by the outdoor advertising 
companies throughout the country. 

Moreover, new types of paints 
made of synthetic resins, which af- 
ford more brilliant colors and color 
permanence, have been introduced, | 
and are being used more exten- 
sively. 


® The Outdoor Advertising Assn. | 
of America during the past year | 
issued standardized specifications | 
for painted display forms, and it 
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FASTER... 


complete mailings, multi- 
graphing, ayy 
ing, addressing, fill-in on 
aenerennee letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 

ALL WAbash 2-8655. 


; a Laller Shep ». 
431. S. Dearborn Street, icago 5, nw, 


is anticipated that these forms will 
be generally adopted by users dur- 
ing the coming year. 

Still another development of the 
past year that seems likely to be- 
come more widely used is the 
practice of so-called “circusing” of 
posters. This is the use of two or 
more different but related posters 
in the same market simultaneously 
for broader coverage and increased 
impact. 

Experiments with new types of 
neon lighting are also being con- 
ducted in several markets. # 


NIAA Names Chairmen 

G. Herbert Pfeifer, sales and 
advertising manager, Chain Belt 
Co., Milwaukee, has been named 


general chairman of the National 
Industrial Advertisers Assn.’s 
36th annual conference, to be 
held June 3-6 in St. Louis. In 
addition, C. W. Kohlman, adver- 
tising manager, American Cyan- 
amid Co.’s industrial chemicals 
division, New York, has been ap- 
pointed chairman of NIAA’s busi- 
ness and pr committee. 


Beaulieu Starts PR Program 

Beaulieu Vineyard, San Fran- 
cisco, has appointed Emil Mogul 
Co., New York, to direct a public 
relations program. The client’s ad- 
vertising will continue to be han- 
dled by Merchandising Factors, 
San Francisco. 


Official Reports Sales 

Official Films, New York, tv 
film producer-distributor, reports 
sales of $6,500,000 for the fiscal 
year ended June 30, 1957, against 
sales of $6,100,000 in the previous 
fiscal year. Earnings before taxes 
for the fiscal periods were $983,- 
000 in 1957 and $908,006 in 1956. 


Toigo 

TOBACCO TALK—In New York to tell northern business men about his 

state’s industrial opportunities, Governor Luther H. Hodges of North 

Carolina gets assurances from Lewis Gruber, president of P. Loril- 

lard Co., and Adolph Toigo, Lennen & Newell, that sale of cigarets, 
one of North Carolina’s leading products, is hitting record levels. 


Hodges Gruber 
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Jack W. Strong 
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THIRD PRIZE 
Sidney W. Danzis 
Cr Outdoor 
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Milo Reppe _ 
American Adv. Co. 
Sioux Falls, So. ~ 


THIRD PRIZE 
George N. Wilson 
_ Ad Craft Sign 


‘SECOND 
~ Roger Hanson 
Lopuch & Han 
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Wit and Experiment 
Grow in Outdoor, 
Campanaro Says 


New York, Nov. 6—An adven- 
turous experimental urge has 
cropped up in outdoor, Joseph 
Campanaro, national art director 
of Outdoor Advertising Inc., be- 
lieves. 

Addressing an advertising con- 
ference at Ohio State University, 
he said: 

“There is a new probing for 
different, original treatments of 
the poster and painted display 
areas. Perhaps the most striking, 
the most daring examples of this 
new departure are taking place in 
the painted display medium. 

“This is easy to understand be- 
cause the painted display is a 
custom-made medium, designed 
for specific locations. The avail- 
ability of embellishments, such as 
three-dimensional cutouts, action 
devices, and cutout letters invites 
experimentation. Dazzling light- 


ing effects, striking color con- 
trasts, new art forms, unite with 
plastics and light metals to pro- 
duce ultra-modern, futuristic ef- 
fects in many of the new painted 
displays. 


s “A determined effort to upgrade 
the quality of the rendition in 
painted display copy has helped 
to boom the popularity of this me- 
dium. Some companies have im- 
ported artists from Europe to ex- 
ecute the special techniques re- 
quired by the painted display. 

“The poster, with its universal, 
all-encompassing audience rela- 
tionship, has moved with more 
caution in the direction of modern 
or impressionistic treatments. 
However, the trend is unmistak- 
able and rising. Perhaps the 
greatest impetus comes from the 
recognition that modern posters 
have an obligation to entertain as 
well as sell. 

“There has been, for example, 
a very large increase in the use of 
cartoons or caricatures in outdoor 
copy. This group is dispensing a 


welcome amount of high quality 
and sometimes sophisticated hu- 
mor. There can be no doubt that 
much of this group’s popular ap- 
peal comes from the whimsical 
treatment of the subject matter. 
I therefore feel that the increas- 
ing popularity of humorous copy 
is a signal indicating a trend to- 
ward greater experimentation in 
outdoor art.” 


s Answering the question, what’s 
new in outdoor art?, Mr. Cam- 
panaro said he is convinced that 
“the relentless drive for simplicity 
and economy of expression is the 
really big news. It’s a trend that 
on the surface doesn’t seem too 
exciting until you see the amaz- 
ing results in valuable added read- 
ership and remembrance, revealed 
by the research studies. 

“There is a healthy restlessness 
and a desire to experiment. At no 
time in the history of the modern 
outdoor advertising medium have 
there been such a variety of copy 
treatments ‘on the boards’ as we 
have today.” # 


Outdoor Convention 
to Hear BBDO, Edsel, 


Morton Executives 


New York, Nov. 6—Marketing 
executives of Edsel, Morton Salt 
Co. and Batten, Barton, Durstine 
& Osborn will address the 60th an- 
nual convention of the Outdoor 
Advertising Assn. of America Nov. 
10-14 at New Orleans. 

At a national sales session, on 
Nov. 12, Warner R. Moore, presi- 
dent of Outdoor Advertising Inc., 
will preside. Speakers include 
Charles H. Brower, exec vp of 
BBDO; G. W. Carrington, director 
of advertising, Morton Salt Co.; 
J. C. Doyle, general sales and 
marketing manager, Edsel divi- 
sion, Ford Motor Co.; George D. 
French, vp, western division, and 
Robert C. McBrine, vp, eastern di- 
vision, OAI. 

On Nov. 13, OAAA will present 
for the first time to its entire 
membership its recently adopted 
public relations program, de- 
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Minnesota Mining & 

Manufacturing Company 

Highway Display Competition 

Box AA-11117, St. Paul 6, Minnesota 
Please send my FREE copy of the new book America’s 
Best Highway Displays, Fifth Edition. Note: Since 

this book is now in early production stage, please allow 3 months for delivery. 


THE MANUFACTURERS OF “SCOTCHLITE" 
REFLECTIVE SHEETING ANNOUNCE THE 


HIGHWAY DISPLAY 
AWARD WINNERS 


The men pictured at left created the outstanding highway displays of 1957. The 
prize-winning examples of their work—and the fine work of other award winners— 
are now being put into the new book, America’s Best Highway Displays, Fifth Edition. 
This book shows you many winning designs that helped attract customers, winning 
designs that helped build business and profits. You’ll want this valuable new book 
for the ideas and sales help it can give you. And it’s yours FREE! To get your copy, 
just clip and mail the coupon below. 
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veloped by Hill & Knowlton. The 
morning session will be devoted 
to a presentation of the industry’s 
problems. Some of these are deep- 
ly-seated in the history of the 
medium, while others are rela- 
tively recent and have developed 
as a result of the extreme pres- 
sures by those who seek to reg- 
ulate outdoor advertising at the 
federal level. 


® The afternoon session will deal 
with the public relations program 
adopted by the association to 
bridge the gap between the facts 
concerning outdoor advertising 
and the emotional attacks which 
have been leveled against the in- 
dustry. 

The program will include an 
outline of the industry’s new traf- 
fic safety program, which for the 
first time, it is said, is designed 
specifically for the outdoor me- 
dium. This poster series empha- 
sizes the moral responsibility of 
drivers for safety on the high- 
ways. It has the approval of the 
National Safety Council and the 
Advertising Council. 

In addition, the association’s 
new external public relations bul- 
letin, “The Outdoor Picture,” first 
issued in September, and carrying 
the industry’s revised code of 
practices, will be discussed, as 
well as a new advertising pro- 
gram launched in September in 
the American Press and Editor & 
Publisher. This is expected to be 
expanded during the coming year. 


® The over-all objective of the 
association’s public relations pro- 
gram is to provide the public with 
information about the industry’s 
basic policies, objectives, contri- 
butions to the national social and 
economic welfare, and continuing 
efforts to insure that all opera- 
tions are in the public interest. 

OAAA represents 776 member 
companies operating in more than 
15,000 communities. The compa- 
nies provide standardized outdoor 
advertising displays (24-sheet 
poster panels and larger painted 
bulletins) as distinguished from 
other advertising signs of all 
shapes and sizes. The latter are 
not a part of the standardized in- 
dustry represented by the asso- 
ciation. 

Outdoor’s support of public serv- 
ice programs is expected to be 
extended. In 1956 the industry 
contributed 65,196 poster displays, 
valued at $1,661,943. Typical of 
the causes supported are Com- 
munity Chests, Red Cross, Can- 
cer Society, Religion in American 
Life, March of Dimes, Mental 
Health, Traffic Safety. # 

Boston Papers Hike Prices 

The three Boston morning news- 
papers, the Globe, Herald and Rec- 
ord, have increased their price to 
7¢. All cited increased cost of 
newsprint and operating expenses 
as the reason for the price rise. All 
three continued the price of their 
respective afternoon editions, the 
evening Globe, Traveler and 
American, at 5¢. 
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OTHER MEDIA USE OUTDOOR—The outdoor advertising industry, hit by 
criticism and proposed bans by newspapers and other groups, cites 
outdoor posters used by newspapers themselves and by other media 
such as radio stations and magazines. Above, the Los Angeles Ex- 
aminer uses outdoor to promote classified ad section. 


MEDIA ADS—San 
Diego’s CBS af- 
filiate, KFSD, 
uses outdoor 
poster to push 
morning show. 
Seventeen uses 
outdoor to sell 
agency men shut- 
tling between 
Madison Ave. and 
suburbia. 


ill 
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the magazine of Young America 
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... It's all yours! The Pacific Coast's leading 
Outdoor Advertising service offers you the increased 
benefits of our accelerated “Custom Services Program”. 


Market Analysis 


An increased staff of experienced market researchers will 
help put your Outdoor Advertising in the right 
place at the right time. 


Creativity® 
A creative staff of artists and sales 


promotion experts, long experienced in Outdoor 
Advertising techniques, is at your disposal. 


Merchandising 


To follow through and keep your Outdoor 
program humming a selection of merchandising aids 
and a group of experienced merchandising hands is 
available to you. 


Research 


To keep your Outdoor Coverage in step with the 
Pacific Coast's rapidly increasing consumer market, new 
methods, new materials and up-to-the-minute 
Foster and Kleiser plant development give you 
the assurance of the finest Outdoor Advertising anywhere. 
These ‘Custom Services'’ are some of the ways 
Foster and Kleiser is keeping your Outdoor ad-investment 
in solid shape on the Pacific Coast. ADD THIS ALERT 
MEDIA APPROACH TO YOUR MARKETING PICTURE. 


*For on example of Foster and Kleiser creativity ask us about the new F & K Royal Bulletin — write or call: 


FOSTER & KLEISER CO. 


1675 Eddy St. * San Francisco, Calif. 


Pratt-Low Uses 
Radio-TV;: Marlo 
‘Foods Sets Drive 


San Francisco, Nov. 5—Pratt- 
Low Preserving Corp. has started 
an intensive radio spot campaign 
|for its Diet-Sweet low calorie 
foods in 28 key markets through- 
out the U. S. and British Colum- 
bia, through Garfield Advertis- 
ing, San Francisco. A _ television 
test campaign also is being 
planned for Toledo, O. Backing up 
| the program is a continuing sched- 
| ule of ads in Chain Store Age 
| and Supermarket News. 
| Marlo Foods, also handled by 
Garfield, has started a schedule 
lof 1,000-line two-color ads, plus 
| 176-line b&w ads, in newspapers 
}in seven key California markets. 
| Also scheduled is a one-month 
| showing of outdoor bulletins, plus 
a 13-week test campaign on “Jun- 
|ior Auction,” a children’s show 
|}on KHSL TV, Chico, Cal. Marlo 
|Foods has obtained options on 
“Junior Auction” for five other 
California markets. 
| Garfield also has added Bill 
| Hackney, a consumer products 


| specialist, to its copy department. + 


| Naegele Names Four to 
Exec Posts in Network 


| Naegele Outdoor Advertising 
|Network has appointed four men 
to executive posts in its new na- 
itional sales office in Milwaukee. 
|The office, including a merchan- 
|dising division, complete with pho- 
tographic department for serving 
Naegele clients, represents Naeg- 
ele outdoor plants in Milwaukee; 
|St. Paul-Minneapolis; St. Louis; 
| Oakland; Wichita; Evansville; Lin- 
|coln, Neb., and Madison, Wis., and 
| will include outdoor services in 200 
|towns (AA, Feb. 18). 

| The new appointments are James 
iC. Root, former vp, vp and direc- 
|tor of national sales; James H. 
|Mallion Jr., previously an account 
}executive, national account super- 
|visor; Harry W. Settergren, for- 
|merly sales promotion manager, 
|director of national sales promo- 
jtion and merchandising, and Clint 
| Dean, previously with the photo- 
|graphic department, national pho- 
|tographic manager. Charles B. 
| Burkhart is exec vp and director 
of operations. 


|Gast Mig. Promotes Two 

Ronald G. Wilson has been ap- 
| pointed a vp in charge of market- 
|ing and advertising of Gast Mfg. 
|Corp., Benton Harbor, Mich., and 
| Warren E. Gast has been named 
sales manager. Mr. Wilson, who 
has been with the company 20 
years, was sales and advertising 
manager for Gast’s line of rotary 
compressed air motors and air 
pumps for 14 years. Mr. Gast 
joined the company in 1948 and 
lias been sales engineer for four 
years. 
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How do you “impact” a reader? Listen 
to Robert Llewellyn, Advertising Man- 
ager for American Bakeries Company of 
Chicago: 


‘**To get any sort of attention today, an ad 
should combine a strong visual element 
with important size. With outdoor, we get 
both. Using billboards to dramatize our 
‘Baked while you sleep’ theme, we've 
achieved sustained awareness of our prod- 
uct and its principal feature—freshness. 
Since bread is purchased 3 times a week, 
another requirement is frequency, and 24 


... that’s why Taystee Bread uses OUTDOOR 


sheets fill the bill here, too.” 


With size and color . . . with impact. . . 
GOA network showings have created 
“sustained awareness” and sales for hun- 
dreds of advertisers. As for frequency, the 
average viewer sees a /00 showing poster 
22 times per month. 


For additional success stories (Standard 
Oil of Ind., Life Savers, Drakes Bakeries, 
Seagram’s Distillers and many others) 
call the General Outdoor Advertising 
Company office in your city. Or, write 
us in Chicago. 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 
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PITTSBURGH 
PLATE GLASS COMPANY 


. . . » advertises consistently in 
House & Garden to reach the more- 
than-half million HOME COUNTRY 
tastemakers who regard H&G as 
THE DECIDING FACTOR in the buying 
of quality products. 


House aGarden 


A CONDE NAST PUBLICATION, 420 LEXINGTON AVE., N.Y. 17, N.Y. 
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Boston’s ‘Invulnerability to Fashion’ Makes 
It Better Magazine Site Than N.Y.: Weeks 


Boston, Nov. 5—“One of the 
advantages of being in Boston is 
that you can laugh at the sacred 
cows of New York,” Edward A. 
Weeks, editor of Atlantic, now ob- 
serving its 100th anniversary, told 
the Advertising Club of Boston 
last week. 

“My experience tells me that 
there are several other advan- 
tages in editing an independent 
magazine in Boston. 

“For one thing, it is easier to 
be independent here. Bostonians 
are not so vulnerable to fashion. 
They do not swoon over every 
new change of style—neither in 
hats nor in ideas. They put a def- 
inite value on constancy,” he said. 

“I like the Boston way of doing 
things for yourself. In Boston, we 
answer our own telephone calls; 
we write our own speeches; we 
conduct our own interviews. And 
when people call, we try to see 


JB or 


After blending, choice Scotch 
whiskies are ‘married’ together 
in sherry-mellowed casks 
6 times longer than ordinary 
Scotch. Natures way of 
combining delicate lightness, 

rich flavor! 


| pies aie 
HOUSEor LORDS 


THE ORIGINAL 


SCOTCH WHISKY | 
100% SCOTCH WHISKIES- © 
WHITELEY 


BLENDED SCOTCH WHISKY 86 PROOF, 


IMPORTED SOLELY BY GLENMORE DISTILLERIES COMPANY, LOUISVILLE, KENTUCKY 


them at once. When I go into a 
New York waiting room I am al- 
ways depressed by finding myself 
in the midst of so many disconso- 
late faces. I miss the brisk salty 
greetings I expect in Boston.” 


s Mr. Weeks quoted Oliver Wen- 
dell Holmes: “‘A new race, and 
Boston is the brain of it, and has 
been these 100 years. That’s all 
I claim for Boston, that it is the 
thinking center of the continent 
and therefore of the planet.” 

He extended Mr. Holmes’ claim 
into the modern age on his ad- 
dress, declaring: “When we were 
founded in 1857, the best writers 
in the country were living either 
within the city limits, or close by, 
in Cambridge and Concord. We 
had Emerson and Hawthorne and 
Thoreau, Whittier, Longfellow and 
Holmes to draw on, and we had 
something else. 

“We had that pride of place 
which fires up every Bostonian. 
Our logic came to us with a salt- 
fish of Cape Ann, and our rhetoric 
was born of the beans of Beverly, 
but our standards are imposed 
from within.” 

He said, “Boston is a town in 
which the different blood streams 
seem to be mutually stimulating. 


= “The Yankees strike sparks on 
the Irish, the Irish strike sparks 
on the Italians, the Italians strike 
sparks on the French Canadians. 
This is a _ singularly American 
process, and the result is good for 
us all. 

“100 years ago this town was 
famous for its writers. It was 
famous for its textiles, for its 
wool packs, and for its printing. 
Today, I have actually met New 
Yorkers who believe that Boston 
is a place of memories and mu- 
seums, which means of course 
that they have never driven along 
Memorial Drive or Route 128. 

“Today Boston is famous for its 
writers—for poets like Robert 
Frost, for novelists like John Mar- 
quand and Edwin O’Connor, for 
historians like Pulitzer prize win- 
ner Oscar Handlin and Samuel 
Eliot Morison, and economists like 
Sumner Slichter—all of them At- 
lantic contributors. But the new 
element which makes this a great 
day for New England, the new 
dynamic which makes Boston a 
new center of attraction, is the 
galaxy of scientists who do their 
work here. Our doctors are quite 


CHARLES H. WATERMAN JR. has been 
named advertising and sales pro- 
motion manager of Top Value En- 
terprises, Dayton. He formerly was 
assistant ad manager. 


literally the best in the world, 
and you can tell that from the pa- 
tients who are flown to them, 
whether it be a four-year-old, or 
a prince, or a prime minister.” # 


Two AFA Districts Elect 
Governors, Other Officers 

J. Randolph Taylor of Amer- 
ica’s Textile Reporter, Greenville, 
has been elected governor of the 
third district, Advertising Federa- 
tion of America, which includes ad- 
vertising clubs in Virginia, North 
and South Carolina. Other offi- 
cers are Howell McElfrish, It. 
gov.; John Gordon, the Progres- 
sive Farmer; Robert Phillips Jr., 
Columbia Outdoor Advertising 
Co.; Edward Acree, Cargill & Wil- 
son, all state governors; Edwin 
B. Hamshar, Office Supply Co., 
secretary, and Wilda Vehlow, An- 
derson’s Piggly-Wiggly, treasurer. 

In the eighth district, which 
covers Minnesota, Wisconsin, 
North and South Dakota, Jack 
Swedish, Western Advertising, 
Racine, was mamed _ governor. 
Serving with him are Dick Wells, 
Badger Carton Co., Ist It. gov.; 
Gene LaScotte, Perkins-Tracy 
Printing Co., 2nd lt. gov., and 
Nancy Kelsey, Bert Gittins Ad- 
vertising, secretary-treasurer. 


Fallon Joins Clissold 

Clissold Publishing Co., Chicago, 
has appointed Charles M. Fallon 
advertising sales director for Bak- 
ing Industry, Hospital Manage- 
ment and Canner & Freezer. Mr. 
Fallon formerly was an account 
executive with Henri, Hurst & Mc- 
Donald, and also has been mid- 
western sales representative for 
Fairchild Publications. 


1160 N. Howe St. 
Chicago 10, Ill, 


WOOD LETTER BULLETINS 
COMPEL Attention! 


Your message in Spanjer raised wood letters “stands out’’ 
... commanding the eyes and attention of all who pass! 


For over 45 years the makers of prestige letters 


PANJER BROS. 


267 Mt. Pleasant Ave. 
Newark 4, N.J. 
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They depend on you 


protect them «Laminated Safey Gises 
hE. Re. ay oo Say 


SR 


EDUCATIONAL—Eight combination 
color and b&w spreads in Read- 
er’s Digest every month from De- 
cember through July will ac- 
quaint the motoring public with 
the benefits of laminated safety 
glass. Monsanto Chemical Co. 
also will use the Wall Street 
Journal in appeals to commercial 
operators. Tie-in ads with Mon- 
santo’s corporate campaigns in 
Farm Journal, Life and Time are 
scheduled, and tv also will be 
used, Needham, Louis & Brorby, 
Chicago, is the agency. 


KIMA Hits Rivals’ 
‘Gimmicks’ During 
Hooper Survey Week 


YAKIMA, WasH., Nov. 5—KIMA, 
CBS radio outlet here, is up in 
arms over money-giving “gim- 


micks” started by its three com-| 


petitors during the week of a 
Hooper survey. It says these sta- 
tions are merely building tempo- 
rary artificial audiences in order to 
“look good” on surveys. 

The station has not started its 
own contest, but it has taken to 
broadcasting the answers to its 
colleagues’ contests in order to 
hold on to its listeners. It also 
has sent to advertising agencies, 
via Weed Inc. and Art Moore & 
Associates, its representatives, the 
following letter: 


s Attached are newspaper adver- 
tisements by Radio Stations KUTI 
and KIT in the Yakima Daily 
Republic and the Yakima Morn- 
ing Herald of Oct. 22 and 23, 1957. 
{The ads announce the doubling 
and tripling of the stations’ jack- 
pots.] The week of Oct. 21, 1957, 
is Hooper survey week in Yakima. 

These flagrant efforts by the 
two stations to buy audiences dur- 
ing survey week by “doubled 
jackpots” and “tripled jackpots” 
reveal not only the methods used 
by these stations to obtain mis- 
leading audience survey, but also 
the real worth of the survey it- 
self. 

I sincerely hope that when the 
survey hits the street in your city, 
you will recall this background to 
it. If, despite this cold deck, KIMA 
Radio obtains a respectable rating 
in this “survey,” it will be cer- 
tainly against overwhelming odds. 

The letter was signed by W. B. 
Hansen, manager of the station. + 


Baldwin Unit Names Diller A.M. 

Robert H. Diller has been pro- 
moted to advertising manager of 
the Austin-Western division of 
Baldwin-Lima-Hamilton Corp., 
Aurora, Ill. Formerly assistant ad 
and sales promotion director, he 
succeeds Howard F. Barrows, who 
has retired. 


‘Spot’ Resigns from BPA 

Business Publications Audit of 
Circulation, New York, has ac- 
cepted the resignation of Spot, New 
York, effective with the July, 1957, 
audit. 
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Give Pop a Break, 
Mom; You May Have 
to Do Dishes Yourself 


New York, Nov. 5—This is for 
distaff readers of ADVERTISING AGE. 
Herewith a sampling of 98 ways 
wives can help their husbands 
live longer. 

The ideas were dredged from a 
brainstorm session sponsored by 
Batten, Barton, Durstine & Os- 
born on the “Garry Moore Show.” 


e Pretend you like your mother- 
in-law. 


e Increase your husband’s allow- 
ance as he gets older. 


e Let him win every third fight. 


9 p.m. 


e Make a list of the things you’d 
have to do yourself if your hus- 
band died, and you'll want to do 
more things to help him live long- 
er. + 


Burke Adams Adds 3 in L. A. 
First step of a planned expan- 
sion in Los Angeles, as revealed in 
an agreement between Burke 
Dowling Adams Inc. and Roy S. 
Durstine Inc. (AA, Oct. 21), will 
add three persons to the staff of 
the joint operation. They are 
James D. McTighe, account execu- 
tive; Bob Boe, art director, and 
John Bergland, production manag- 
er. Mr. McTighe formerly was with 
Ruthrauff & Ryan; Mr. Boe pre- 
viously was with Foote, Cone & 


ates and R&R, and Mr. Bergland 
formerly was with R&R, Abbott 
Kimball Co. and Milton Weinberg 
Advertising. 


MORE COVERAGE 
MORE LISTENERS 
than any other full-time 
_ station in Texas 
AT LESS COST 
PER THOUSAND 


KRLD Radio 


50,000 WATTS —CBS— DALLAS 
ASK A BRANHAM MAN 


e Never have an argument after | Belding, Neale Advertising Associ- 
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Since EXTRA whiteness can add greater 
appeal to the paper product you use or make 
... just specify paper containing CALCOFLUOR* 
White PMS Conc. for an astonishing improve- 
ment! The “Glow-White” brilliance this 
Cyanamid fluorescent dye imparts to white 
papers gives them a compelling new sales ap- 
peal...a sparkling, whiter-than-white quality 
look. Rely on your own eye to discover this 
truly amazing difference in selling power. Ask 
your jobber for samples of paper containing 
CALCOFLUOR White, or write to American 
Cyanamid Company, Dyes Department, for 
further information. 


PAPER TISSUES: Whiter-than-white tissues containing CALCOFLUOR 
look pure... sanitary... and win wider consumer acceptance. 


PACKAGES: A bright, white package made of CALCOFLUOR-treated 
board stands out on the shelf... attracts attention... literally 


invites a shopper to take it home! 


Folders + Catalogs «+ Booklets + Annual Reports + Advertising 
Brochures + Company Letterheads + Business Cards + Greeting Cards 
Business Forms + Manuals «+ Sales Literature + Programs 

Labels + Packages + Books—A\) are given new sales power and 
attractiveness with CALCOFLUOR-treated papers. 

It will pay you to investigate! 


—EerYANAamipd — 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT - BOUND BROOK, NEW JERSEY 


NEW YORK * CHICAGO * 
PROVIDENCE * 


* PHILADELPHIA * CHARLOTTE 
PORTLAND, OREGON 


BOSTON 
ATLANTA * LOS ANGELES * 


MORTH AMERICAN CYANAMID LIMITED * DYES DEPARTMENT * MONTREAL AND TORONTO 
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Peoples Broadcasting Corp. 


Flying Tiger Ad Budget Set 
Buys Radio, TV Stations 


The Flying Tiger Line has budg- 

Peoples Broadcasting Corp., Co-| eted $400,000 for advertising, the 
lumbus, O., a subsidiary of Nation- | largest ad appropriation in its 13- 
wide Insurance Co., has purchased year history. Biggest promotion 
radio station WNAX, Yankton,/| will be given to the line’s “Big 
S.D., and television station KVTV,| Reach” air freight service inau- 
Sioux City, Ia., from the Cowles| gurated in October. The line re- 
Broadcasting Co. for $3,000,000,| ported a 34% revenue increase 
| subject to approval by the Federal | during October. Hixson & Jorgen- 
| Communications Commission. sen, Los Angeles, is the agency. 
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EVEN IN HINDUSTANI IT’S: “Sell the POST "\ INFLUENTIALS —they tell the others!” 


Number One 


ROOK @ 


KENTUCKY BOURBON 


ee I . _ om 
pe t.2* STRAIG BO REO- 


Ph bo 
Ty 


HAND PAINTED—Illuminated spectacular featuring a full-color adap- 

tation of a Frederic Remington frontier painting makes use of 

Plexiglas in the oversize bottle rendition and product name on top 
of the bulletin. 


Waste King Names Miller 


Kenneth B. Miller has been ap- 
pointed assistant advertising man- 
ager of Waste King Corp., Los An- 
geles. Before joining Waste King, 
he was sales manager of Westing- 
house Appliance sales in Portland, 
Ore. 


they Buy More because they Have More! 


= @ You'll build a healthy sales figure in the Indianapolis market! Here are the One of America’s largest, 
s facts, in easy-to-take form. Indianapolis drug store and general merchandise sales richest markets . .. where 
are both virtually 80% over the national average.* Average annual income here your advertising message 
is a substantial $6,882! And the Federal Reserve Bank of Chicago, in its latest can be delivered 385,000 


annual report, calls Indianapolis ‘ Big Town — Boom Town!” So whatever you’re 
selling—from nerve tonic to hair tonic—you'll find a healthy sales climate in 


Indianapolis. Write for complete market and circulation data. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*1954 Census of Business and Retail Trade 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES IN INDIANA 


THE INDIANAPOLIS NEWS i 


times each day by two 
of America’s greatest 
newspapers. 


“a, 


Exhibitors Working 
on Installation of 
Cable TV, Says Shapp 


KIAMEHsS LAKE, N. Y., Nov. 5— 
Jerrold Electronics Corp., Phila- 
delphia, is now working with sev- 
eral exhibitors who are preparing 
to add cable theaters to their cir- 
cuit operations, Milton J. Shapp, 
president, told the annual conven- 
tion of Allied States Assn. of Mo- 
tion Picture Exhibitors last week. 

Mr. Shapp, whose company in- 
Stalled the first cable theater, in 
Bartlesville, Okla., and helped ob- 
tain the release of first-run mo- 
tion pictures for projection over 
the system, said his company is 
now ready to provide the same 
services for other motion picture 
exhibitors. 

Since its announcement of cable 
theater development more than 
two years ago, Jerrold has con- 
tended that the motion picture ex- 
hibitor is the natural ally of the 
new exhibition medium. 


s Mr. Shapp added that a number 
of exhibitors are planning to in- 
stall community antenna systems 
in select fringe-area communities. 
These systems are being designed 
by Jerrold to provide off-the-air 
reception now, with extra channel 
reservation for cable theater pro- 
gramming in the future. 

Mr. Shapp said that although it 
is too early to draw any conclu- 
sions about the Bartlesville opera- 
tion, preliminary indications “point 
to an enthusiastic consumer ac- 
ceptance of this motion picture 
theater extension into the home.” 


Pharmaco Elects Schwemmer 
President: Names Other Execs 

F. M. Schwemmer, vp-market- 
ing of White Laboratories and a 
former vp of Ruthrauff & Ryan, 
has been named president of Phar- 
maco Inc., Kenilworth, N.J., White 
Laboratories’ proprietary unit. A 
recent merger of White with 
Schering Corp. resulted in merged 
operations of Pharmaco and Un- 
ion Pharmaceutical Co., Schering’s 
proprietary division. Alan Brown 
of Pharmaco will continue as vp 
for advertising. B. M. Demarest 
will also continue as vp for sales. 
Alan Cowley and Edward Hueston 
have been named advertising man- 
agers, with William Colburn as 
assistant. 

Henry J. Norman, formerly in 
charge of sales for Union, becomes 
general sales manager, with Don 
Phillips and J. R. Prill as his as- 
sistants. Robert J. Teuscher will 
be in charge of sales promotion, 
market research and budget con- 
trol. 


Newton Gets Grant PR Post 


Tom Newton has been named 
southwestern public relations di- 
rector of Grant Advertising, Dal- 
las. He will also be public relations 
account executive for the Comet 
Rice Mills account. Before joining 
Grant, Mr. Newton was copy chief 
of Orville McDonald Associates, 


Dallas. 
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It’s a great year 
& y 


\ for the fleet field’s 


advertising pages 
in new Date Book 


most Explosive 
ee eae 


Publication... 


... AND IN 
ADVERTISING GAINS 
for the 1st 10 months 
of 1957 


pages 


10 MONTHS ONLY 


FLEET up 281 pages 


McGRAW-HILL'S MAGAZINE OF FLEET OPERATIONS 
330 West 42nd Street * New York 36, N. Y. 


...MAGAZINE *'B" 
DOWN 15 PAGES 
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French Airline 
Faces ‘Jet Age’; 
Moves to BBDO 


Move from Buchanan Is 
12th Airline Account 
Switch in Two Years 


New York, Nov. 6—Air France 
today appointed Batten, Barton, 
Durstine & Osborn to handle its 
advertising, effective Jan. 1, be- 
cause it wants a “big” agency for 
“the coming jet age.” 

The current agency is Buchanan 
& Co. BBDO billed $194,500,000 
in 1956. Buchanan billed $11,100,- 
000. 

This is the second airline ac- 
count BBDO has picked up from 
Buchanan this year. Its Los An- 
geles office recently succeeded 
Buchanan’s West Coast office on 
Western Air Lines. 

The Air France account was 
reported to be in the $800,000- 
$1,000,000 class, but Albert Van 
Brunt, vp and account executive 
at Buchanan, told ApvERTISING AGE 
that the airline has never billed 
more than $600,000. 

Mr. Van Brunt said BBDO may 
get $700,000 next year “if they’re 
lucky. With the devaluation of the 
franc, it will probably be lower.” 

Mr. Van Brunt was Air France’s 
first advertising manager in this 
country. He joined the airline in 
1947 and moved to Buchanan in 
1951 when the agency secured the 
account. He said the airline want- 
ed him to move with the account, 
but he has made other plans. 


e “If the agency decision had 
been based on record of accom- 
plishment, the account would not 
have moved,” Mr. Van Brunt told 
AA. He pointed out that Air 
France now has more passenger 
traffic than any other foreign car- 
rier. When Buchanan took over 
the account, he noted, Air France 
was in fifth place. 

The account, he added, is not 
the easiest one to service. Air 
France has consistently spent less 
on advertising than competing 
carriers, such as KLM and BOAC. 
Mr. Van Brunt said the French 
airline, which is government- 
owned, spent from 50% to 60% of 
what other leading foreign car- 
riers spent. “It spends $14 per 
passenger, compared to $22 for 
other carriers,” he said. 


® In announcing the BBDO ap- 
pointment, Henri J. Lesieur, gen- 
eral manager of Air France’s 
North American, Central Amer- 
ican and Caribbean division, 
stated: 

“The enthusiastic response of the 
American passenger public to our 
worldwide services is reflected 
by our recent purchase of 17 Boe- 


a frank 
answer 


to a question 
many 
industrial 
marketers 
are asking... 


ing 707 intercontinental jet air- 
craft, a capital investment of ap- 
proximately $120,000,000. 

“The appointment of BBDO as 
our advertising agency is in keep- 
ing with our extensive program of 
expansion in anticipation of the 
coming jet age.” 

Air France puts BBDO back in 
the transatlantic airline business. 
It lost Trans World Airlines to 
Foote, Cone & Belding last year. 


® Airline accounts are proving to 


be highly volatile. Since 1955, 12 
airlines have changed agencies in 
the U. S. The most recent shift 
was the move of Capital Airlines 
from Lewis Edwin Ryan to Kenyon 
& Eckhardt (AA, Sept. 30). North- 
east Airlines also moved in Sep- 
tember, from Chambers & Wis- 
well to J. Walter Thompson Co. 
KLM Royal Dutch Airlines will 
move Jan. 1 from Charles W. 
Hoyt Co. to Erwin Wasey, Ruth- 
rauff & Ryan. Sabena Airlines 
moved last December from Fuller 


Advertising 


& Smith & Ross to the Marschalk 
& Pratt division of McCann-Erick- 
son. 

The trend seerns to be from 
smali agency to big agency. # 


Circulation Managers Elect 
Archie C. Clarke, city circula- 
tion manager of the Rochester 
Times-Union, has been elected 
president of the New York State 
Circulation Managers Assn. Other 
officers elected are Stephen E. 
Lovas, Westchester Publishing 
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Co., Ist vp; Charles C. Frost, 
Niagara Falls Gazette, 2nd vp, 
and J. Truman Kahler, Rome 
Sentinel, secretary-treasurer. 


Scott-Atwater Names Harmon 
Roger R. Harmon has been 
named assistant advertising man- 
ager of Scott-Atwater Mfg. Co., 
Minneapolis. He joined the com- 
pany two years ago as an adminis- 
trative assistant in the sales de- 
partment and was named market 
research manager last year. 


CATALYTIC ACTION! «what 


1. What to build... -°°"" 


,°’ 2. How to build it 


3. Who makes what it takes.-*" 
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Randolph Joins Myrbeck 

S. Gunnar Myrbeck & Co., 
Quincy, Mass., industrial and tech- 
nical advertising agency, has ap- 
pointed Laddman W. Randolph to 
its staff as account executive. He 
formerly was director of sales and 
public relations for Edgerton, Ger- 
meshausen & Grier Inc., electron- 
ic instrument manufacturer. 


Miller Succeeds Hawk 
Robert F. Miller, assistant ad- 
vertising manager of Fuller Co., 


Advertising Age, November 11, 1957 


Catasauqua, Pa., maker of con- 
veying systems, air compressors 
and related equipment, is ex- 
pected to be named advertising 
manager of the company to suc- 
ceed Russell Hawk, who is retir- 
ing after 22 years in that position. 


General Cigar Boosts Two 
George B. Reichart, assistant vp 
of General Cigar Co. and formerly 
in charge of the Pacific Coast sales 
division, has been appointed man- 
ager of advertising and marketing 


of the company. He will make 
New York his headquarters. Har- 
old Edeson, in the company’s sales 
and advertising divisions, has 
been named assistant manager of 
advertising and marketing. 


‘Milwaukee Journal’ Rates Up 

The Milwaukee Journal will 
raise its rates effective Feb. 1, 
1958, to 75¢ daily and 85¢ Sunday 
on a per line flat rate basis. This 
is an increase per line of 5¢ daily 
and 10¢ Sunday. 


N. Y. Milk Co-ops Weigh Promotion Fund; 
Seek to Limit Agency Commission to 10% 


IrnHaca, N. Y., Nov. 5—Repre- 
sentatives of the four major dairy 
cooperatives in the New York 
milkshed have discussed a new 
plan to push sales of milk and 
milk products. 

Stanley Benham, president of 
the Dairymen’s League, called for 
an amendment to the New York- 
New Jersey milk marketing order 


-How” starts the fire... but the “Who” is up to you. 


Everywhere in the home building field, the 
pace is quickening. The Housing Bill came just 
in time to give 1958 the boost that could start 
a new boom. And nowhere is the excitement 
more contagious than in the fast-paced pages 
of American Builder. Only here do busy build- 
ers find complete foundation-to-financing cov- 


erage of “What to build”... detail by detail 


reportings on “How to build it.” It’s an exclu- 
sive “Time-Saver” service that keeps them 
moving right along fast to find out “Who 


makes what it takes.” That’s where you pick up 
the ball . . . and you’ve got American Builder’s 
entire team of experts with you. Go all the.way 
—put your major schedule in building’s most 
powerful medium. .. AMERICAN BUILDER, 
A Simmons-Boardman “Time-Saver” Maga- 
zine, 30 Church St., New York 7, N. Y. 


NOBODY COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BUILDER 


which would authorize the market 
administrator to reimburse qual- 
ified cooperatives for money spent 
by them in advertising and pro- 
moting the sale of non-brand milk. 
Under Mr. Benham’s plan, the 
administrator would take such 
monies from a producer settle- 
ment fund or pool, but it would 
not amount to more than 2¢ per 
cewt. on all milk delivered under 
the order. 

Qualifying to participate in such 
a plan would be the Dairymen’s 
League, Eastern Milk Producers 
Cooperative, Mutual Federation of 
Independent Cooperatives and the 
Metropolitan Cooperatives Milk 
Producers Bargaining Agency. 


® Mr. Benham said his plan 
would not allow any money from 
the fund to be used by the cooper- 
atives in administering the plan. 
It also would limit to 10% of 
the total fund the amount of mon- 
ey which can go to advertising 
agencies. # 


‘Motor Memos’ Bows on Coast 
“Wally Clark’s Motor Memos,” 
a new advertising automotive 
newspaper column, is bowing in 
West Coast newspapers. The edi- 
torial-type column carries promo- 
tional paragraphs for non-com- 
peting automotive newspapers. 
For example, the first column, ap- 
pearing in 15 newspapers, has 
such advertisers as Richfield gas, 
Packard Bell, Mac’s Super Gloss 
Co., Morris 1,000 autos, National 
Bonded, Fenton Hush-Tone muf- 
fler and Filt-O-Reg. 


Denver Agency Bows 

Mile-Hi Inc., an agency, has 
opened in Denver at 1761 Ogden 
St. W. H. Skillings is manager of 
the agency. It has seven clients: 
Kirchner, Ormsbee & Weisner, in- 
vestor; Thomas-Hyer Inc., truck 
distributor; Thomas-Hyer Motor 
Co., auto dealer; Ward Terry & 
Co., RCA and Whirlpool distribu- 
tor; Ace Box Co.; Associated 
Cleaners, and Geddes, Clement & 
Bornegrebe. J. W. Hyer and Les- 
ter C. Thomas, auto dealers, are 
officers of the agency. 


Graham to Reach, McClinton 

James K. Graham, formerly with 
Lennen & Newell, has joined 
Reach, McClinton & Co., New 
York. He will produce all of In- 
ternational Latex Corp.’s tv-radio 
commercials. Reach, McClinton al- 
so has named Franke Sharpe, traf- 
fic control manager, to the addi- 
tional post of administrative su- 
pervisor, a new position. 


“Well, well, what’s-his-name is get- 
ting to be quite a boy!” 

OH YEAH? SO IS WHAT-DYA-CALL- 
| A 


WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. «© Evanston, iil. 
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Agrelot Hits the Spot... 


Puerto Rican Dairymen Pick West 
Indies to Handle $200,000 Account 


Milk Products Will 
Get Heavy TV Push 
in Initial Campaign 


By Andrew N. Viadimir 

San Juan, P.R., Nov. 5—You’re 
one of a group of nine dairymen 
in charge of administering an ad- 
vertising budget of $200,000 to pro- 
mote fresh milk consumption in 
Puerto Rico. You’ve spent all your 
life in dairy farming, but you 
know nothing about advertising. 
You’ve never been inside an ad- 
vertising agency (you're not even 
sure what they do). But you have 
$200,000 to spend and you have 
to pick an agency. What would 
you do? 

This was the problem faced re- 
cently by a group of dairy farm- 
ers and pasteurizers in Puerto 
Rico. Last June 11, the Puerto 
Rican legislature passed an act 
creating the Office of the Milk 
Industry Regulation Administra- 
tion to exercise control over the 
milk industry and to promote and 
further fresh milk production and 
consumption on the island. 


s The office was given an opera- 


tion budget of $82,000 for the first | 


year—all of it public funds col- 
lected through taxes. In addition, 
the office was given the authority 
to assess the milk producers and 
processors for an additional fund 
to be used for advertising, re- 
search and other projects affect- 
ing milk consumption. 

The assessment is based on each 
quart of milk sold to consumers 


(surplus milk used for by-prod- | 


ucts is not included). Each dairy 


farmer and each pasteurizer must | 


contribute one-fourth of a cent 
for each quart of milk produced. 
This is not a voluntary contribu- 
tion, as in the U.S.; it is mandatory. 
It was felt by the government 
that many of the farmers did not 
understand the need for adver- 
tising and that in order to insure 
the success of the project the of- 
fice needed legal backing. 

13 pasteurizers and 625 farmers 


| 


| 
| 


Young & Rubicam took the same | 
position but asked to be allowed | 
to make a presentation about its | 
agency to the entire board. They | 
were refused permission and also | 
withdrew. Publicidad Badillo also | 
decided to go no further. 

This left Brown Agencies, High- | 
ley Advertising, United Promoters, | 


| were affected by the assessment. | Viguié Films and West Indies Ad- | 
Based on current milk production | vertising, all of which decided to| 
| figures, the assessment will give| go ahead. They were given al 


the government an 
$500,000 to work with. 


|@ A board of nine men was ap- 
|pointed to administer the fund. 
The board consists of four dairy 
farmers (elected by the farmers), 
four dairy processors (elected by 
the processors) and the govern- 
ment administrator of the office, 
Eleuterio Vega. The board decid- 
ed to set aside $200,000 for the 
first year for advertising and ap- 
pointed three of its members to 
act as joint advertising managers 
—a farmer, a pasteurizer and Mr. 
Vega. 

The group decided to approve a 
budget of $100,000 to be spent in 
the first six months, starting Nov. 
1. They were then faced with the 
problem of finding an advertising 
agency. 

Nine agencies were contacted 
by mail and asked to come in to 
|discuss the problem. These nine 
were: Publicidad Badillo, Brown 
| Agencies, Gotham-Vladimir Ad- 
|vertising, Highley Advertising, 
|McCann-Erickson, J. Walter 
Thompson Co., United Promoters 
|& Advertisers, West Indies Ad- 
| vertising and Young & Rubicam. 

In addition, the administration 
invited Viguié Film Productions, 
the largest film producer on the 
island, to make a pitch because 
| Viguié had on its staff a man who 
| had formerly been connected with 
the milk industry, and the board 
was interested in his ideas. 


|@ At preliminary meetings held 
with each agency the board made 
it clear that since it had never 
advertised before it wanted a 
complete speculative presentation. 
| Agencies were asked for copy, lay- 
}outs and media recommendations, 
down to the last detail. At this 
point, Gotham-Vladimir, J. Wal- 
| ter Thompson and McCann-Erick- 
son withdrew completely on the 
ground that their agencies do not 
submit this kind of presentation. 


additional | month to prepare presentations. 


Meanwhile, the committee of | 
three appointed to handle the ad-| 
vertising campaign was busy pre- 
paring to evaluate the presenta-| 


tions. The leading local research | § 
Business Research In-| § 


company, 
stitute, was visited and the com- 
mittee examined the television 
and radio ratings prepared by this 
organization. They learned which 
time segments were the highest 
rated on all tv and radio stations. 
They visited the government pub- 
lic relations and press offices and 
studied the newspaper situation. 
By the end of July they were 
ready for the presentations. 

Each agency was asked to make 
an oral presentation before the 
three-man committee and to sub- 
mit enough copies of the presen- 
tation on paper so that the entire 
nine-man board could examine it. 
Most presentations were made at 
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MILK PITCH—This layout, submitted 
in a speculative presentation, 
helped West Indies Advertising, 
San Juan, gain the $200,000 account 
of the Puerto Rican milk industry. 


nine-man board then met to con- 
sider each presentation and listen 
to reports on the oral presenta- 
tions made to its advertising com- 
mittee. 

Presentations were examined on 
two bases. First, media recom- 
mendations were compared with 


| acquired. One agency recommend- 
ed what the board considered was 
too much money be allocated to 
| the press; it was eliminated. The 
| board had already decided that 
| television was the most important 
| medium. 

| The second basis for evaluation 
| consisted of the creative ideas sub- 
mitted by each agency—layouts, 
formats for tv programs, etc. Also 
at this point the board decided 
| that Viguié Films was not a le- 
gitimate advertising agency and 
eliminated it from the competition. 


# When the meetings were com- 
pleted, it was obvious to the board 
that the agency which had sub- 
mitted media recommendations 
most akin to its own ideas, and 
whose creative ideas most ap- 
pealed to them, was West Indies 
Advertising, and on the first ballot 
West Indies advertising received a 
unanimous vote. 

West Indies Advertising is the 
second largest agency in Puerto 
Rico (billing about $1,500,000) and 
the largest of the group submitting 
| presentations. It is not its normal 
procedure to submit speculative 
presentations, according to Man- 
uel Morales, president of the agen- 
cy. 

Said Mr. Morales, “It was a 
matter of pride with us. Our agen- 


the agencies’ offices. The entire the information the committee had | cy now handles what are probably 
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Station Share of “Sets in Use” * Sign-on to Sign-off 


The September Miami and West Palm 
Beach ARB's prove conclusively that 


‘ WTVJ is the 


ONLY station giving com- 


plete, unduplicated coverage of the 


entire 15 county, 2 billion dollar South 
Florida Market. 


*We said this last January — ARB 
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the two largest purely local ac- 
counts on the island (India beer 
and Don Q rum) and we wanted 
this one, which iooks as if it could 
easily be the third largest.” 

Angel Morales, vp of West In- 
dies, puts it this way: “We felt 
that this was a special case, in that 
this group had never been asso- 
ciated with an agency before and 
therefore had no basis of compari- 
son. We felt it would be in our best 
interest to show them what ad- 
vertising could do, and what West 
Indies could do.” 


® The presentation submitted by 
West Indies Advertising had the 
winning combination and was the 
only presentation with this com- 
bination, according to Mr. Vega. 
In its presentation, West Indies 
recommended that more than 50% 
of the total budget be spent in tel- 
evision. Several agencies had em- 
phasized the importance of tele- 
vision but only West Indies had 
said it was the single most im- 
portant medium. The agency had 
even created a pilot script for a 
tv family comedy for the presen- 
tation and had negotiated with 
available talent so that it might 
name names in the cast, One of 
the names was Agrelot, one of 
the Island’s most popular televi- 
sion comedians, and in this case it 
was a magic name. The members 
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of the milk board were all fans} 


of Mr. Agrelot. 

The copy platform submitted by 
West Indies Advertising stressed 
the health benefits of fresh milk. 
No comparisons will be made be- 
tween fresh milk and powdered 
or canned milk. The government 
feels that it will be many years 
before the island will be capable 
of producing all the milk it needs, 
and believes that while this cam- 
paign is for fresh milk only, it is 
likely to increase the consumption 
of all milk products on the island. 


® Press ads will be of two basic 
types: institutional and direct sell. 
The institutional ads will feature 
a photograph of a mother reading 
fairy tales to her children. Copy 
theme is that by drinking milk 
the mother preserves her health 
and thereby fulfills her respon- 
sibility to her family. The direct 
sell ads will feature cartoons with 
limerick copy, which says: 


No matter who you are 
No matter what your age 
If you drink fresh milk 
You'll always feel well. 


The campaign was scheduled to 
start early this fall but was post- 
poned until Nov. 1. The reason: 
The cows, not having been ad- 
vised of the plans of the board, 


were not delivering enough milk, 
and there was a temporary short- 
age on the isiand. + 


Ketchum Reports Expansion; 
Appoints Rondot, McHugh 
Ketchum, MacLeod & Grove has 


reported it has increased its Pitts- | 


burgh headquarters staff 12% 
since October, 1956, and is expect- 
ing record billings this year. Last 


year the agency billed $22,000,000, | 
ranking among the top 40 agencies 
in business volume. The agency’s | 


major expansion outside of Pitts- 
burgh has been in a New York of- 
fice, opened in January, 1956, to 
service eastern area accounts but 
now offering “virtually complete 


| agency service in Manhattan.” The 


New York office has taken larger 
quarters at 155 E. 44th St. 

In the Pittsburgh office, Lucien 
C. Rondot, who formerly head- 
ed his own research organiza- 
tion, Marketing Measurements, has 
been named director of market- 
ing research. He succeeds W. R. 
Parker, vp, who will assume 
new administrative responsibili- 
ties. Charles E. McHugh, formerly 
production manager, has been ad- 
vanced to director of the produc- 
tion department. He succeeds Mar- 
tin Geiple, who has retired after 


46 years in the printing and ad) 


fields, the past 20 with Ketchum, 
MacLeod. 


Loud And Clear! 
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. PALM 
STATION — 


WTVJ delivers more audience 


than all other 


South Florida TV 


stations combined! 


Obtain the complete story of 
WTV4J’s selling prowess from 


Your PGW Colonel. 


vision Station 


¢ Sign-on to Sign-off 
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Littlehale Tharp Kight 


Weigand 


INTERPRETERS—At their 1957-58 kick-off meeting, members of the 
Advertising Club of Columbus Area Chamber of Commerce had a 
special style show with the men wearing outfits purportedly repre- 
senting various phases of advertising jobs. Pictured here are Bob 


Littlehale (foreign art influence) ; 
Bill Kight (ivy league agency man); 


Mel Tharp (newspaper sales); 
Bob Weigand (time salesman 


for tv westerns), and John Osborne (printer). 


Schick Introduces 
New Butane Lighter 


New York, Nov. 5—Schick Inc., | 
diversifying for the first time in 
its 27-year history, introduces a 
butane cigaret lighter Dec. 2. 

Called simply the Schick butane 
lighter, it comes with a throw- 
away butane fuel tank and retails 
at $10.95 and up. Introductory ad- 
vertising is headlined, “Announc- 
ing the most important advance in 
lighters in 40 years—amazing new 
Schick butane lighter,” with a sub- 
head reading, “Lights for months 
without a refill.” 

First advertising, a color page, 
breaks in Life, Nov. 25, followed 


by Esquire and The New Yorker. 
Heavy network television promo- 
tion is planned on the “Gisele Mac- 
Kenzie show” and “Dragnet,” both 
on NBC-TY, plus spot tv in select- 
ed markets. 

Benton & Bowles is the agen- 
cy. + 


Ideal Toy Adds Division 

Ideal Toy Corp., New York, has 
formed a new stationery division, 
under the supervision of Leonard 
W. Kaye, sales manager. An in- 
flated world globe is now being 
introduced. Other items will be 
underarm carrying cases, looseleaf 
binders, phone indexes, daily re- 
minders and memo books, all 
made of vinyl plastic. 


for conventions, trade association shows, 
industrial and commercial exhibits... 


SELL t MORE where MORE Is soup 
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@ to the most diversified audience in the 
nation 


@to the most influential buyers in 
world 


in the show place of the nation's capital 
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P thi for 
influencing more people and more purchasing 
agents of more organizations to buy more 


@ 76,000 sq. ft. 
of unobstructed 
floor space on 
main level —plus 


a Ai 


products than any other bi 
in the world... 
Government Agencies 
Military Organizations 
Industrial Groups 


Ideally tocated . 


For FREE colorful brochure and further infor- ' 


mation—write, wire, or phone: 
Arthur J. Bergman, Manager 


Bh oh tan 
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Union Organizations 
Diplomats 

Statesmen 

. and other dominant groups 


an additional 
60,000 sq. ft. on 
lower level. 


@ Catering and 
restavrant facili- 
ties. 


. near Capitol Hill, the Penta- 
gon, government mel private industries, and 
‘dese te Unien Stetion end Nationel Airport. 


@ Convenient 
drive-in facilities. 


@ Parking for 
1,500 cars. 


GUARD ARMORY 


egos for your next convention | 
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PHOTOGRAPHIC 
REVIEW 


Meek Chiesa Flower 


JWT GOES ITALIAN—To stimulate interest in Italian imports, J. Walter 
Thompson Co. staged an “Italian Bazaar” in its New York offices 
featuring a wide range of Italian goods assembled by its New York 
and Milan staffs. Singer Vivian Della Chiesa paid a visit to the 
bazaar and the agency’s two vice-chairmen—Samuel Meek and 


DESIGN PROBLEM—Jay Doblin (left), outgoing presi- William Goldsmith, new president of the society, at 
dent of the American Society of Industrial Design- its annual meeting. A subject of the meeting was 
ers, discusses Rose Marie Reid swimsuit styles with problems in swimsuit design. 


gat ¢ 


ee pte 


Hughes Smith Kellner Hennessey 
READY! GET SET! OOPSI—About to make a big splash 
for the forthcoming 57th annual Christmas Party 
for the benefit of Chicago’s Off-the-Street-Club 
Dec. 5 at the Conrad Hilton are these committee 
chairmen poised at the brink of the pool of the 
Chicago Athletic Assn. They are John Hughes, J. 
Walter Thompson, general chairman; Charles Smith, 
Newsweek, raffles; George Kellner, Curtis Publish- 


Henry C. Flower—pointed out some of the products on display. 


Nounnan Kubicek Mathieu Collins 
ing, arrangements; Joe Hennessey, Sherman-Hen- 
nessey, printing; Brazier Nounnan, Gourfain-Cobb, 
publicity; Robert Kubicek, Zenith, donations; Au- 
guste Mathieu, executive director of the Off-the- 
Street Club, and Dan Collins, executive director of 
the Chicago Federated Advertising Club, which has 
sponsored the annual event since 1900. Chalmers 
O’Brien, CFAC president, fires the starting shot. 


Weet Coast 


Me too!” : 


P & r 


WHAT’LL YOU HAVE?—Coincidental “me too” campaigns are boosting 
Christopher Dairy Farms products and Coca-Cola Co. in the San 
Francisco area. The Christopher campaign, by agency Bernard B. 
Schnitzer Inc., broke early in September. The Coca-Cola posters 
appeared late in October with McCann-Erickson as the agency. 


PATRONS—An art exhibit, featuring work of 12 local artists and pho- 

tographers, was combined with an open house at Buchanan-Thomas 

Advertising Co.’s new quarters at 5010 Underwood, Omaha. Shown 

here, hanging an oil painting by Victor Donahue, are Homer Fro- 

hardt Jr., art director, and Jeanne Hannibal, staff artist. The agency 
plans to keep a rotating showing in its corridors. 


Hutton Partridge Koch Smith 
PROMOTERS—Chatting during lighter moments at the Broadcasters’ Promotion Assn. in 
Chicago are Robert L. Hutton, Edward Petry & Co., radio-tv representative, New York; 
out-going BPA president David E. Partridge, Westinghouse Broadcasting Co., New York; 
Alice Koch, KMOX, St. Louis; Charles H. Smith, a radio-tv research consultant, Min- 
neapolis; Robert Lyte, KTNT and KTNT-TV, Seattle-Tacoma; Wiliam Fromm, NBC 


Lyte Fromm Kiss 


Zimmermann Brady Keys Wallace Dcvey Gutman Freeland 
Spot Sales, New York; James M. Kiss, WPEN, Philadelphia; Joseph Zimmermann, 
WLBR-TV, Lebanon, Pa.; Francis Brady, vp, Cohen & Aleshire, New York; John M. 
Keys, WMAQ and WNBQ (TV), Chicago; Bruce Wallace, WTMJ and WTMJ-TV, Mil- 
waukee; William P. Davey, KSTP, Minneapolis; Leo Gutman, Ziv Television Programs, 
Cincinnati, and Robert Freeland, KOTV, Tulsa. 
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CM&H dd not skyrocket to their present high 
position as America’s finest photoengraving plant 


for letterpress and gravure. They built up 


slowly with finer and finer equipment, especially 


skilled personnel, impelled by the sincere desire 
to produce the very finest printing plates and 
render superior service. 


Collins, Miller & Hutchings, Inc. 


America’s finest photoengraving plant for letterpress and gravure 


333 West Lake Street, Chicago 


7 Pty Seen “% - tPA,’ > Pe & Cee See.) ee te Tren Pe gg 5 4) (we py a Ramee te 0 Eee ie = ee an a a a ee a Li ge Sle Pages eh a a | 5 eee “sf 
EE ft nt Ohe ge. “ ce EO RM Br Rw se ea a Ras a ie da, 7 age ed ae ellen be aes Die ae) tegeat %; eae? as 2 Se Wea STE NE seit ee, = a aE ‘ SS rome i vi 
ee ah eee Wee E eee Pe Bee oe nn aa a aE ih Pac rey ae Re Ps noes ee Hi = eee Aa eek Cr eee ee gee Ne wef Sak eS ee ne ene a: = a a os ite ele 
on emer ee ee Oo OE eee ee Deis pie 5, ia ie rec en 263, ae ‘ saat Ree st Eke mewn : 1 eas ere Sdiow 
eo) yaar onal a Pi bx pee a Me pe a peer, pte Bae he ae ae ee .s eo Sm ig e:; hes : Vine a SPT Sic Soe Renee: : ane ieee Sea ? ied 
FSS 2 ES cat ® eae een? tra oe eRe ae ee F Pe en as gee ed ine i a ea a a a 2 eho ie ee nee : : ne : ae boa” imme ag 
6 gh aaa = is 5 ae "ae ig ih ae Zale ee ee es. ere : jean. ah eee a a = penton: Alek onic. | Sei. yet Re eae ee “3 4 pA onthe (a) ae Bese 
Bis ae Ree ; ea sa Berne cer oe aes a eee | Sa See es : ee haa een a : eee i Ne ek aS Js apes bes Saale Ean, on 
yer Pens. you cae eee ae ee ‘ie ee a ar ; Liat ea et see 7 ic Ri Ke Se Rea epee Shier 1 + Ness es Rie 3 saat : 2 
fa eee Re ae : “— eet ee ss Sis 
: oo ae 
Pe eg 
Re eae 
ee. 
ne 
a coe 
ae ss 
oe Cet ae, 
. : 6 ee 
ee 
’ <a ae 
Tove: 
- a. ig 4 ‘i i + , 
ee a 
~ as ey af ng. 
a. at ee | agian 
bebe 5S pate ese Bo, re nt ae 
4 TT Tange ae ay i ak aa heey A ane 
2, A > he eee a” 
. PFE oY lg CEO a ee ie Soy ey ater aera 
pa RG OH ee aeK 8 6 Sex fae a SC 
Gee Se CA ae Si ame e122 eh ie 
‘ Re Pied 4 Ny : ai. ? 
fee De ae ig tore 
0 Tok, Seem ; al MRIS ii i oo tis ale Wey gate heat 
rai ee _ a eg eee a Petse 
; “sua Ni re ME a ees ae saa 
; ee Se » acer res eet SS ae 
‘ 2h ln eR ye Me hPa arc Serb ee + ne 
Ree ee eee = i a Si Le sin ie edie) oa “ 
; eae ve: CRE ie ee eee sees are 
?' Pee rs aie _ > Regulars ras haa a es aoe 
; “ ais or i : * wes re | 7 Mead: te Hen os Tata 
: eae see RI Re ee, ae ee: os Sri det eae ieee > ee 
> eee fas kh eet os ee es ore Sy a ae es bi howe, 
ee ge ee ee asta st 
SEA ete Oo ae as Rg ae et a - pomameae : 
: eee feet oe | A ge Ce me... es ee “a oe oe 
: er kena re rn ae Shae ee ea * 
ee ie ack alt ss SNe oT ee 
’ -_ <iiellTinais Aba oe oe ce ne rae ee, 
: mie = we SSS " ee oA ‘ 
; oe ; tea cd Ee ee ee alot 
; ee ee oe eee me ae 
- leh Mies ean ered, wie 2, cam ae ih ’ ee 
; Bis at Se Tees . a ie Se Bec 
5, aS HE Seen ; : SS ieee a aigks 
a Saeed  e.* : are ; o a aA oe 
; j ae ene 
ie 
it meio: Ba ee sacl iS cnt pees : HORT, 
: ae eo Maks. peas - sae seer ae 
i Pia age. ae: STS: San ley ee a 2 Sol ao 
eee ee t pot. 2% 3 Rit!) Wag eS ee a. LT ta pa Eee es 
Wer Rae 3 ee ere ne Si Sie ued ane aS 
Bg EL en me (eg ae pare. tel I as ge eS ‘ + 
¥ Tecoma aaah: el i i aa ea = el ‘spores 
a area Bacon Wey egias Tear ouk coer > “Aiea ere 
= te 5 USM EA sy 2 lente 4 ene eS a ey ' rake: 
o 3 . Ce Sy. gta SEA es Pree eS ie ees ees: a 
ah eae, Me Je id Ning acai ge, a 7 as 
Re a . . 
= (oa Dee Hem yen te ater eat oo eT at 
is. ah Soe ie .4 0 ye ares, 
¢ ee ee Pe A aca DF hy Wee dh. Mink, aie a ME ay oe eS alla pee or 
= Be he ose Se a ee ee ee Ee eT ey ee sl 
és ee ee i ae alan Nee ila ciel alae — 
a ? 
: : sa eee Ee ee ae me nN ne aaa ger ae 
P fhe caren ioe SS a sais erat Ces ae : Jeng 
ie ete |. Sy <r ne oat are Poe. pea Lae 
. i. 2s, iia) 5! Beers. iia oh lg eae, Renee te YS £2 
£) eS <1 e  =  a oo) eases a 
7 ee) eee ae ae oe i 
= pic: Mem eS, ee ee ae ears - ea ued eee me o5) 
¢ eee te. Steep ES eee pea a 
: Mie becey 52 eo we oie eT, AMS oa een m Ss 5 Si et an a 
ae Wa ete eat See 9 =e Ls ele ay he Pe eee Figs oe . : 
= ie i ene ieee a te aN ot eee eS re Na 
EY UD eget aia lie g Rs Pea ae PS acre oi ran ey op yt a. 
a ‘ a eae Li Pciekaeitape) iy cartes ae Tame meee eee. . 
‘ a 2 Ra ae i a tee “Sui Mee e-pe eae ace Sina a 2 Ne a car ; ae 
as ue Sees Sits OS NOR a a gt 74 ihe re eee Aci Sst os Sl lee Z 
ib ieee ms Sane ee aL ee ” ees eta rf 
UL ict gh ha ee eee ee Rea ie ad og oe re Tee gs 
‘ i hah | REN ot Ne eh - he Bae Re ee . ete Pee tg | Fiass 
= a ao Soe Oe: <a A PR rch abe ae ree ts) ee 
a Na oC rag AE lg UE cape Fee a ae eee nn oe ac ay 
=u eee So yard, ie i ee i be Oy a alee etiay a PTR res sie ERE igs renee 
Z= Pea 82 Sainte cen pee lone Ei a eva t.) We lanes 2 Lee 
i Be iat hy ie en PPE ee IEEE Seis". 2. Baa tt at tas 
hes ee a ae Tara Snr 2 vile esta Mr Sal)! eae raha 
= = et Dea reich: SMA. elit a sae pes 
ie oa SP Nt pl ee OA tee NC cae a mei 
az aa a ag Pe a 
a eer he. eee NY ere ae Se ane ty a haaaien i et are ee. 
ty Ro a Diigo ey mer Bp ck 
sf ase ; Ooo bee Pia WTS GSE iene gan ae ase : 
ie : : ciaeeeinp. 2 Oe a ree cp) ESS Sop teens Toa 5 
= aaa Saas 2 SD em ce a Gat ee pon 
aa i on aaa 2 — ee: ; ie El ie ae: NOR: Se Ser ee dane 5 Tee 
‘ PO ibe eka IN eck hae eae ae ‘ oar ere See 
ie = Me bs oa ee AA La | aa epee aa ae? Z ; << opie ee - 
= ee ee ee tae fee : ee 
es tae ae ye Le te eke Oe wate Pri oe 
a 5 ; “ ae 
a — See eu oo rage. 
See Ee wee ashe oe sacle chet ee Ul eevee 
2 ee ee 
ue ee ee Oe Pr Pa ee er te ae a> Rae 4 ee serail 
; ee ree ee eee er en ga ee 
ie i BR eee a eee ee 
fee IN ti NSE ES SRS Sa ARDS (eR es -- alee i arse - sat kee 
— hie) a at. Gaaieren c  S aa seca ts 
my a sre ete the Da see e <7 Pm am Sd cS eS arate 
ne he Oy ae i pr the: 2S 1 Ament Ss, MG Se ye Se Ares ae ee 
oe eae °C pan ie iieri cia Cpe Ore cE oe E oe = 
124 i jeyeon 
ee — ee 
am f aac wee Be 
- bos tabs fc iat ts ea — 
ki: f at 4init 7 aes “ne 
+ nas na ht eae Peo 
Re ceca een ca 206 
; Deer ay ea 
a . ee ee — sive 
ha = ake eae ay 
sa Bee i di cease 2B : 

2 Seems ‘ —* ms 
oe Tee, ae 
f . ; ‘ie 

ak ee 
aoe Pe 
os slit 
ae q She 
ce ens 
ae iio ww met 
as he dena hie a 
ey iF rie eS ae cS That 
ea SO SEI ks), eS ane Foe 
MeO 5 sie, ECS wer ae ana oa 
ap eee ae a a 
; Del GSS ae ‘ ea 
‘Rae Re 7s | ens el 8 ge PEA. 
Sk { iN Tg 2 
ee EC, eee a gD 
a Sanne We 
; 1 
é . 
Ai: he 
a3 re a rat 
= 
a se 
ahs pee 
Wis / oo 
ae: Es 
a7- on 
a So) a 
ies 
ae VA 2 
af 
: & 
ba ; i E ; ps . he ee P E ae Enis F ——————— 2 eon 
. ; Set : E Ms F 3 : ia oi aig) aeons. 3% ae 
F ? AD Jaks Se ie fee ved ae a IS te a a EPO i EE a ae In ta Oe ee Rts ed We ae Sass ate 
ee 2 : i ey ie 2 pea a oe Pare ee i Be bins ei a ee rN ae ee Le ee ‘cm Cee epee se ae eget ehe Ta we us ae ieee. ie 
ey fee Se eee $$$ Sap a TET ENE a aes, et gee ie egies Cg eee eS ESM. cide nea nee ea Mines DESL ar ARP aa en 
(ate) eee es SP gig Ban ne gt Pike ek EE ya ec OO ERT antl (ere ERS here nie Stas aoe ie eemeeee. aa \ Reece ae ah cs i ces peut! ; Sree rc Rae oo ieee ade a fee RON tin a ge ire A Soweto ae a 
ere eth ae SelB A TEMG IE Ps sp ee SLi a iN arm It gt Oe Me Teeth NRT oer y See ae eM byes ae f ed Stee ey re ae es eee i ru tag er Has ae Fit Feit f by ee nein a ge eager ee te 
S eu es ey toe an geet ee go es ey Bee der (eae ee ie Galea iki 9 tre Sy Rae 8 Pt Cs ite ae pager SF eee 28 SAM Ri ell : . : = ee a ge a teen : ee Bais, ge eee areca 9/24 Ler aot eng eS eas dey 
fe Pee ets ea. eee eet ewe es OMe Lake oe Pe PN IES Fae sod ons 3 esl my Rye aee gel e e avieat hil es Re PUNT EM ee ae Sea ON a ee oe eee are ‘cline ea ee ios, Mea een et pat te ee el ate Be ce os 
REET Si: 4) Aah oth eed age ee EM CEG, TAL CRS eae a he lene ray ak pce nee ce anys ee ee gO RE See ep tt a aaa renee UR ns ie ae leap a ee ee a. 3 Pe oy 


\ 
\ 


E 


104 
Clarke Brown Names McGuire 


Clarke Brown Co., southern ra- 
dio-tv representative, has appoint- 
ed John L. McGuire manager of its 
Denver office. Mr. McGuire, who 
has been a regional representative 
in Denver for the past three years, 
will continue to represent his re- 
gional stations plus those of the 
Brown company. He succeeds Ken 
Palmer, who will devote full time 
to Intermountain Network. 


iw NEW YORK 
call WWRL DE 5-1600- 


Rose Marie Reid Switches from Photos, 


to Art in Ads to Sell Swimsuit Styles 


Los ANGELES, Nov. 5—Rose Ma- 
rie Reid, swimsuit manufacturer 
which has used only photographs in 
its ads for the past seven years, is 
switching to art this winter—‘be- 
cause everybody’s ads are getting 
uncomfortably similar to ours.” 

The new ads, using unusual color 
combinations, will be dominated by 
sketches of swimsuited figures. Al- 


| though the sketches are high fash- 


ion and stylized, they show the 
suits in detail. 

The new ads will be first seen 
in the Nov. 15 Vogue in a color 
page introducing the company’s 
first collection of “limited edi- 
tions,” i.e., a group of suits sold in 


limited quantity to a limited num- 


ber of stores—with no reorders 


| taken. 


. This collection, “recognizing the 


It’s Safer 


to Print 


The best insurance of uninterrupted production 
lies in multiple plants, duplicate equipment and re- 


sourceful men. 


Catastrophe may strike anytime, anywhere—regard- 


less of precautions. 


The recent fire in the Cuneo Kokomo Plant is an 
illustration. In spite of brick, concrete and steel con- 
struction and automatic sprinklers, production was 
halted by this fire which damaged the roof and 


electrical wiring. 


Within a few hours, production was underway in 
Chicago and Philadelphia using duplicate forms. 
Within 48 hours temporary power connections were 
made in Kokomo and production was resumed. 

Duplicate equipment is maintained for periodicals, 
catalogs and roto newspaper supplements two or more 
of seven printing plants and four binderies. Schedules 


are maintained. 


Cuneo alone can offer this service. Be safe. Consult 
us On your next order or contract. 


Planning Black and Multi-color printing 
Copywriting —Letterpress 

Design and Typography —Gravure 

Composition —Offset 

Photoengraving Binding 

Plate Making Mailing and Shipping 


The Cuneo Press. Inc. ® 


2242 South Grove St., Chicago 16, Ill., Victory 2-2100 


NEW YORK—COlumbus 5-5544 
PHILADELPHIA—GArfield 6-6500 CAMBRIDGE—KIrkiand 7-9600 


LOS ANGELES—LUdiow 3-3451 


MILWAUKEE-—BRoadway 6.5340 


KOKOMO—-GLadstone 7-111] 


Sales representatives in all major cities 


strong appeal of the exclusive, is 
designed for the discriminating 
woman who worries about seeing 
other women wearing the same) 
style suit as hers,” Shirley McWil- 
liams, ad director, says. 

Besides Vogue, the “limited edi- 
tions” ad will appear in Harper’s| 
Bazaar and The New Yorker from | 
November through January. Ads| 
promoting the other four swimsuit | 
collections to be put out by the} 
company during the year will run| 
in Charm, Glamour, Mademoiselle | 
and Seventeen, in addition to the) 
first three—adding up to a year-| 
round campaign in an industry | 
which was highly seasonal up to a 
few years ago when Rose Marie 
Reid pioneered year-round selling 
for suits. 


® Rose Marie Reid, which was 
founded 11 years ago, today says 
it’s the nation’s largest maker of 
women’s swimsuits. In 1951 (with 
company sales of less than $3,000,- 
000), it had about 6% of the wom- 
en’s swimsuit market. In 1956 
(with sales of $11,933,767), it fig- 
ured it accounted for more than 
15% of the national volume. 

In other words, the company’s 
sales rose 300% from ’51 to *56— 
although industry sales rose only 
29% in the same period. 

Sales for the year ended Aug. 
31, 1957, are as yet unaudited, but 
total approximately $13,500,000. 
For fiscal 1958, the company says 
it “conservatively” estimates a 
10% increase to about $15,000,000. 


® The company attributes these 
steadily increasing sales to a string 
of marketing innovations which 
not only boosted the company but 
changed the character of the entire 
industry. 

The first factor: The company 
entered the swimsuit field at a 
time when swimsuits were still 
“athletically rather than fashion- 
ably thought of,” according to Miss 
McWilliams. 

Swimmer Rose Marie Reid was 
so depressed by the baggy wool 
utilitarian “tank suits” she found 
in stores, that she started making 
her own—thus attracting the atten- 
tion of the Hudson Bay Co. in Can- 
ada, which commissioned her to 
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TECHNIQUE SHIFT—This high-fashion 
art technique will be used in all 
Rose Marie Reid ads from now on, 
starting with this color page in the 


Nov. 12 Vogue which introduces 


tion Collection. 


make suits for them. 
Mrs. Reid found there was a 


catering to it. 


= Next Mrs. Reid became a profes- 
sional designer and started turning 
out a line with “the fit of a foun- 
dation garment, the allure of an 
evening gown,” as the company is 
fond of saying. 

Not only did Mrs. Reid use the 
construction of a foundation gar- 
ment (built-in bras, girdle control 
panels) in her suits, but she started 
using fancy fabrics like brocades 
and metallics—and she charged 
what was considered a very fancy 
price. Her cheapest suit was $19.95; 
$10 was considered “very expen- 
sive.” 

She compounded her audacity by 
making up a $90 suit for publicity 
purposes. She expected a half-doz- 
den orders. She sold 600. 

Since then the industry has been 
trading up and styling up, Miss 
McWilliams told ADVERTISING AGE, 
so that today a woman pays $17.95 
to $25 for a suit—and the shapeless 
“tank suit” of the 1940s is happily 
obsolete. 


ready market for a fashionably de- | 
signed swimsuit—but no one was) 


s The company also pioneered the 
year-round selling idea—including 


Christmas gift certificates. 

Three years ago bathing suits 
went on display in May and were 
on the marked-down racks by July. 
But this year, the production 
| schedule for the company goes like 
|this: After its “limited editions” 
|collection is presented in Novem- 
ber, the company will bring out its 
jcruise and resort line for the win- 
ter vacation market; next, the 
spring collection; then a summer 
group, and finally a pre-season 
line for selling in stores in August, 
September, and October. 
| This pre-season line was started 
|by Paul Haberfeld, vp and general 
manager, in 1954 to open a new 
sales season for swimsuit depart- 
ments and to provide late vacation- 
ers consumers with a fresh fashion 
menu instead of the summer’s left- 
}overs. Its success started a new 
|pattern in swimwear merchandis- 
ing. 


s Mr. Haberfeld’s newest assign- 
ment is the new knitting subsidiary 
being launched by the company. 


| The new knit plant will produce 


the company’s new Limited Edi-|most of the knitted fabrics used 


| by the company, and the new suits 
| will be given special promotion 
during the year, starting with a 
red, white and black page ad in 
the February Harper’s Bazaar. 

Besides advertising its product 
year-round, the company also uses 
point of sale, devoting almost 
half its budget to it. The company 
emphasizes sales racks that get the 
suits off of the shelves and out 
where the customer can look them 
over. It also offers stores specially 
designed mannequins which are 
sold to the stores at a subsidized 
price considerably less than the 
stores could pay on their own. 

The company believes in sales 
training to the extent that a style 
show specifically for sales people 
tours the country each year. En- 
graved invitations are sent to each 
sales person. The show is present- 
ed at a banquet held in “the best 
hotel in town.” 

Carson/Roberts has handled the 
company’s advertising since 1950, 
the year it began its first compre- 
hensive advertising. + 


Fawcett Names Peck Co. 

Fawcett Publications, New York, 
has appointed Ray Peck Co., New 
York, national advertising repre- 
sentative for Life Story and True 
Western Adventures. Ad sales for- 
merly were handled by the Faw- 
cett staff. 


if you want more facts, write for . . 


porotive growth trends of other morkets 
(1) The story on the NEW J. C. Penney store 


(J Other general morket or newspaper doto. 
Please specify. 


115 SOUTH CARROLL STREET * MADISON 


WISCONSIN STATE JOURNAL, morning 
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(CD Published information on store plans described at right 
(CD Feed doller volume information for Madison with com- 


Madison Newspapers, Inc. 


THE CAPITAL TIMES, ofternoon 


tures annou 
below. This 


scene firms 


Money”... 


is heading straight 
for Madison, Wisconsin 


* It's big money, too. Just look at the capital expendi- 


need by these major food chains, shown 
is national money, estimated at $4 mil- 


lion, that knows the Madison market. These on-the- 


are shooting for extra sales volume in 


Madison with big capital dollars. Match their con- 
fidence in Madison with your promotion dollars now 


— and do it like they do — in newspapers. 


© Red Owl enters the Madison market with three one-million 


wy 


ay 


> 


completion lat 


scheduled for 


1, WISCONSIN 


ond Sundoy 


dollar, 20,000-sq.-ft. supermarkets with the first scheduled for 


e in 57, the other two early in 1958. 


® With 4 supermarkets now in operation, Piggly Wiggly hos 
under construction 2 supermarkets — one is 16,000 sq. ft., 


completion in November, and the other (17,500 


sq. ft.) early in 1958. 


® With branch headquarters in Madison, Kroger now has under 
construction its sixth Madison store — 26,000 sq. ft., the largest 
in Wisconsin — scheduled for lote ‘57. 


© The fifth National Food Store, located in the Brookwood Shop- 
ping Center, is scheduled for operation by November '57. This 
12,000-sq.-ft. unit will be National's largest Madison supermarket. 


97% city zone coverage; 773% ABC trade area 
roverage. Put these pay-off facts to work for you now! 


Represented nationally by JANN & KELLEY, Inc. New York * Chicago * Detroit * Kansas City * Atlanta * Los Angeles * Son Francisco 
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Harry Palmer, 76, 
Retired Former VP 
of McCann, Is Dead 


New York, Nov. 5—Harry L. 
Palmer, 76, retired vp of McCann- 
Erickson, died Nov. 2 at his home 
in Skowhegan, Me. 

Mr. Palmer was graduated from 
Bowdoin College in 1904 and 
joined the New York Telephone 
Co., where he rose to the position 
of division commercial superin- 
tendent. In 1917, he joined the H. 
K. McCann Co., which later be- 
came McCann-Erickson, as gen- 
eral manager. He was named a 
vp and director in 1922, and re- 
tired in 1938. 


® During World War II, Mr. 
Palmer was a member of the ex- 
ecutive staff of the American Red 
Cross in England. Later, for four 
years, he was executive director 
of the Bowdoin sesquicentennial 
fund, which raised more than $4,- 
000,000 for the college. He served 
on the college’s board of over- 
seers from 1934 until last June. 


EDWARD B. ALDRICH 

Pawtucket, R. I., Nov. 5—Ed- 
ward B. Aldrich, 86, president of 
the Times Publishing Co., publish- 
er of the Pawtucket-Central Falls 
Times, died Oct. 25. A company 
director, he had served as presi- 
dent since 1932. 

The second oldest son of the 
late Sen. Nelson W. Aldrich (R., 
R. I.), he was a brother of Win- 
throp Aldrich, former ambassador 
to England and former board 
chairman of the Chase National 
Bank, New York. ‘ 


WILLIAM F. HALLSTEAD 
Scranton, Nov. 5—William F. 
Hallstead II, 64, publisher of 
the old Scranton Sun, banker and 
business man, died Oct. 25. He 
helped organize the Scranton Sun 
and served as president and pub- 
lisher of the newspaper until 
1932, when it suspended publica- 
tion. He was a grandson of a 
pioneer railroad executive, the 
late William F. Hallstead, former 
vp and general manager of the 
Lackawanna Railroad. 


RUSSELL C. LOW 


Quincy, Mass., Nov. 5—Russell 
Cutler Low, 75, president of George 
W. Prescott Publishing Co., pub- 
lisher of the Quincy Patriot-Ledg- 
er, died Nov. 3 at Deaconess Hospi- 
tal, Brookline, Mass., after a long 
illness. 

Born on Staten Island, N. Y., Mr. 
Low was graduated from Pratt 
Institute and became an engi- 
neering technician with the Fore 
River shipyard, Boston, and later 
became a technician in the Boston 
Navy Yard. 

In 1922, Mr. Low joined the 
Prescott company here. His great- 
great-grandfather was Benjamin 
Russell, who published the Massa- 
chusetts Sentinel, in Boston, in 
the 18th century. His son, G. 
Prescott Low, is publisher of the 
Patriot-Ledger. 


JOSEPH MEYERS 

New York, Nov. 5—Joseph 
Meyers, 69, president and founder 
of Avon Publications, one of the 
major publishers of pocket books, 
died Nov. 2 at Cedars of Lebanon 
Hospital, Los Angeles, while on a 
business trip to the West Coast. 

Mr. Meyers eiitered the pub- 
lishing business in the 1920s with 
Illustrated Editions, a company 
which sold hard-bound classics as 
low as 39¢ a copy. His entry into 
the soft-cover, pocket publishing 
in 1940 made him one of the pio- 
neers in this field. Before enter- 
ing the publishing business, Mr. 
Mevers had had a variety of jobs 
from trolley conductor to book 
store operator. He was also found- 
er of the Avon Charitable Founda- 


tion, which contributes to inter-;operated his own advertising agen- 
denominational charities. cy here, died Oct. 30 of a heart 
attack at his home in Chappequa, 
WARREN FAXON N. Y. Born in Ireland, he came to 
New Yor«, Nov. 5—Warren El- this country as a young man, and 
lis Faxon, 66, an account executive | #fter a varied business career en- 
with Street & Finney for the past | ered the agency field and was 
25 years, died Oct. 30 at Greenwich | associated with Albert Frank- 
Hospital, Greenwich, Conn., as|Guenther Law, in New York, as 
the result of a stroke. jan account executive for a number 
Mr. Faxon was born in Wauke-|°! years. He opened his own agen- 
gan, Ill., and was graduated from|°Y here about ten years ago. He 
Cornell University in 1912. During| W4@5 4 member of the advertising 
World War I, he served as a lieu- | #4 sales executives clubs and 
tenant in the Army air corps.|@ member of the Holy Name So- 
Following the war, he was asso- ciety and the Knights of Columbus. 
ciated with several Chicago agen- 
—_ He ont —— om + as Tappan Begins Diversification 
usiness, whic e liquidated in ° 
1932, just before joining Street & Program: Buys Champion 
Finney here. Tappan Stove Co., Mansfield, 
O., manufacturer of household 
ranges, has embarked on a diver- 
LAWRENCE G. MALONE sification program with the acqui- 
Wuite Ptarns, N. Y., Nov. 5—| sition of all the stock of Champion 
Lawrence G. Malone, 53, who! Molded Plastics, Bryan, O., sup- 
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plier of plastic components for the | 
refrigeration and air conditioning | 
industry. It also manufactures Real Do-It-Yourselfers 
plastic parts for automobiles, ra-| Are Free Spenders 
dios and tv receivers and produces 
a line of plastic toys and hardware. 
A special stockholder meeting Right now each do-it-yourselfer spends 
has been called for Nov. 25 to ap- $23.61 for roofing; $17.47 for flooring; 


prove change of the company’s | $23.73 for hand-tools; $82.36 for power 
name to Tappan Co.; to increase 


the number of authorized shares tools fon @ per rouder average cover: 
from 750,000 to 1,500,000, and to| ing a 6-month period). Every issue of 
change the articles of corporation | Home Craftsman reaches these hot 


which now limit Tappan’s business 
to the manufacture and sale of 


prospects just as they're ready to start 


cooking appliances. on projects requiring your products. 
Get the profitable facts about the buy- 
C&W Names Curry Ofticer ing habits of real do-it-yourselfers. 


| Jean Curry, who joined Cunn- 


ingham & Walsh, New York, in 
/1955 as an administrative assist- 
ant to the operations committee, 


Write now. 


ihas been elected assistant secre- 115 Worth St. ; 
tary, thus becoming the first New York 13 ome 
woman to be an officer in the CRAFTSMAN 
jagency. 


Motion from the time of the caveman to the present is the sub- 
ject of bright new television commercials for Timken Roller 
Bearing Company. Friendly little stick figures show how man 
has progressed from moving things the hard way to moving 
things the easy way—on Timken roller bearings. Timken will 
show these commercials next on one of NBC’s Project 20 series, 


“The Innocent Years,” scheduled for Nov. 21. BBDO Cleveland. 


~. 


High fashion is the keynote in American-Standard’s exciting 
new approach to plumbing advertising. Each advertisement 
features the simplicity and high-fashion colors of American- 
Standard bathroom fixtures in a crisp, high-fashion presen- 
tation. Designed to stimulate interest in a “new look” for 
bathrooms, this campaign supplements another series showing 
American-Standard fixtures in decorator-designed bathrooms. 


Vertijet, Ryan Aeronautical Company's fabulous new aircraft. 
adds a new dimension to air power. Like a big bat, Vertijet takes 
off straight up on jet thrust, levels off into high-speed horizontal 
flight, then reverses the procedure for a zero-speed landing. 
BBDO Los Angeles brings this dramatic news to Ryan Aero- 
nautical’s military and industrial audience with two-color 
advertisements in both trade and national magazines. 
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a wear-once extravagance. (hilerated when she is dressed in) Si 
The monotone look—where becoming colors from her fin-|B 
Grape stompers, igloo architects and jungle thinners were a 
few of the offbeat occupations used in a “personals” series 
to tease the announcement date of the 1958 De Soto. For a full 
week before the new De Soto’s debut, this fun-loving campaign 
appeared in newspapers across the country. Then, on November 
first, the car with “the exciting look and feel of the future” 
went on display. Public opinion: De Soto’s great in °58! 


BATTEN, BARTON, DURSTINE & OSBORN, INC., ADVERTISING 


NEW YORK + ATLANTA + BOSTON + BUFFALO + CHICAGO + CLEVELAND « DALLAS + DETROTT «+ 


JOLLYWOOD + LOS ANGELES + MINNEAPOLIS + PITTSBURGH + SAN FRANCISCO + SEATTLE « TORONTO 
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Supermarkets Are 
Competitors for 


Housewares Dollar 


Rocuester, N. Y., Nov. 5—Mass 
retailers in housewares will have 
to learn to live with low-margin 
retailing, according to Julien Elf- 
enbein, editor of Housewares Re- 
view and _ editorial committee 
chairman of Haire Publishing Co. 

Speaking before the New York 
State Housewares Club, Mr. Elf- 
enbein warned that “the 40% re- 
tailer who tries to slug it out with 
a 20% retailer will simply knock 
himself out. The mass retailer will 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


have to get off his fat haunches 
and follow the pattern of the mass 
manufacturer if he wants to stay 
|in business. 

‘ware stores with losses in unit 
| Sales, high expenses and low turn- 
over cannot expect housewares 


margin umbrella over their ineffi- 
ciencies any longer,” he said. 


manent competition the super su- 
permarket and the discount de- 
partment store-supermarket combo 
which have already won vast con- 


price conscious public.” 

Registration at the National 
Housewares exhibit at Atlantic 
City last summer showed that only 
14% of the buyers were from de- 
partment stores, Mr. Elfenbein 
| pointed out. The rest were from 15 
lother types of retail outlets, rang- 
| ing from auto supply stores to 
|jewelry stores to supermarkets— 
“all competing for the products of 
the $3 billion housewares indus- 
try.” # 


the past three 
of farmer . . . 
in agriculture. 


Poultry 


Poultry Tribune’s average farm sub- 
scriber increased his acreage 44% and 
enlarged his poultry enterprise by 39% in 


years! This is the new type 
a product of the revolution 


This new type of farmer builds his busi- 
ness around one or two highly specialized 
enterprises. Poultry Tribune is the leading 
magazine for farmers who have a special- 
ized poultry enterprise. 

There farmers have all normal uses for _ 
trucks, tractors and automobiles which _ 
other farmers have plus extra uses because 
of their specialized poultry enterprise. 

A 1957 Poultry Tribune Reader Survey 
shows that 27.4% plan to buy truck tires 
this year, and 13.8% plan to buy tractor 


| “Department stores and hard-| 


manufacturers to hold a _ high-| 


“We will have to accept as per-| 


sumer acceptance from an off-| 


| 


| 


| 
| 


| 


Nichols Proud 


Kenyon are Wade H. Nichols, vp 


BOSTON DOINGS—Robert E. Kenyon, president of 
Magazine Publishers Assn., moderated a panel of 
five publishing executives during a meeting of the 
Boston Advertising Club. Shown here with Mr. 


Redbook, and Donald M. Hobart, senior vp and di- 
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ed 


1 5 a 


Bernat Nutting Swartz Hobart 


rector of research, Curtis Publishing Co., panelists; 
James Proud, president of the Advertising Federa- 
tion of America; Paul Bernat, president of Garland 
Knitting Mills; E. M. Swartz, Keystone Camera Co., 
and Philip E. Nutting, New England manager of Hol- 
iday and president of the Boston adclub. 


Kenyon 


and publisher, 


Coming 
| Conventions 


| 


*Indicates first listing in this column. 

Nov. 10-14. Outdoor Advertising Assn. of | 
America, 60th annual convention, Jung 
Hotel, New Orleans 

Nov. 11-13. Southern Newspaper Pub-) 
lishers Assn., 54th annual convention, Boca | 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 14. Advertising Research Wounda- | 
tion, third annual conference, Hotel Plaza, | 
New York. 

Nov. 19-20. American Assn. of Advertis- 
ing Agencies, eastern region, Roosevelt 
Hotel, New York. 

Nov. 22. American Assn. of Advertising | 
Agencies, East Central Region, Detroit. 

Jan. 17-19, 1958. Advertising Assn. of the | 
West, midwinter conference, Hotel del) 
Coronado, San Diego. 
Jan. 20-22, 1958. Newspaper Advertising | 
| Executives Assn., Edgewater Beach Hotel, 
| Chicago. 
| *Feb. 19-21, 1958. Continental Advertising 
| Agency Network, annual convention, Ho- 
ltel Warwick, Philadelphia. 

*Feb. 23-25, 1958. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

April 16-18, 1958. Point-of-Purchase Ad- 
vertising Institute, Hotel Sheraton-Astor, 
New York. 

*April 17, 1958. University of Michigan, 
5th annual advertising conference, spon- 
sored by the departments of journalism 
and art and the school of business ad- 
ministration, in Ann Arbor. 

April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

*April 24-26, 1958, Advertising Federa- 
tion of America, 4th District, The Florid- | 
ian, Tampa. | 

*April 24-26, 1958. American Assn. of | 
Advertising Agencies, annual meeting, The | 
Greenbrier, White Sulphur Springs, W. Va. | 

May 5-7, 1958. Assn. of Canadian Ad-| 
vertisers, 43rd annual convention. 

May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove | 
Park Inn, Asheville, N. C. | 

*June 3-6, 1958. National Industrial Ad- 
vertisers Assn., annual convention, Chase- 
Park Plaza Hotel, St. Louis. 

June 8-11, 1958. Advertising Federation 
of America, 44th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 9-11, 1958. Assn. of National Ad- 
vertisers, spring meeting, Drake Hotel, 
Chicago. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

*June 29-July 2, 1958. Newspaper Ad- 
vertising Executives Assn., summer meet- | 
ing, The Broadmoor, Colorado Springs, | 
Col. | 
*Oct. 23-24, 1958. Audit Bureau of Cir-| 


Tribune tires. a annual meeting, Drake Ho- | 
el, cago. 

Has The Poultry Tribune provides a selective, low _ 5 
11th Largest = cost, low-waste channel into this truck, — a — 
Advertising §—=—tractor and automobile market.  |ary of Curtis Publishing Co., has | 
Revenue _ |issued a brochure about its serv- 
_ |ices entitled “Repeat Business, | 
Among FARMING IS A BUSINESS Key to Profits.” Copies are avail-| 
276 WU Yj A concise factual summary of farm | able without charge from Gordon | 
JER, market statistics ...a valuable addi. _ | © Bowen, president, 185 North s.,| 

Farm y : ° _ | Teterboro, N. J. 
. ) tion to your media files... an analy- ~ get 

Magazines sis of cost and waste 


® 


in farm market ‘ 


advertising. ” 
WRITE FOR FREE COPY! 


WATT PUBLISHING CO. 


SANDSTONE BUILDING MOUNT MORRIS, ILLINOIS CULLMAN. 


NEW YORK 
PALO ALTO, CALIF. 
ALA 


. 
a] 


Deggen Heads HIC Program 
Edward J. Deggen, vp of Owens- 
Corning Fiberglas Corp., has been 
| named chairman of the Home Im- 
provement Council’s advertising | 
committee. He will direct the HIC | 
| advertising schedule and member | 
tie-ins. 


annual reports 
produced by Grant-Jacoby Studios, Inc., 
were awarded first and second place in 


this year’s Financial World Competition 


Our record speaks for itself... 


a 


gold oscar winners 


1956 - Marquette Cement Manufacturing Company 
1947 + Marquette Cement Manufacturing Company 
1944 + Caterpillar Tractor Co. 


silver oscar winners 


1956 + Hilton Hotels Corporation i 
1954 + Marquette Cement Manufacturing Company oe 
1943 - Caterpillar Tractor Co. 


aes 


i 


Grant-Jacoby Studios, Inc., has long specialized 

in professional counsel to top management regarding 
year-end and quarterly reporting. Offering counsel, copy, 
outstanding design, art, and supervision of printing, 


our approach to a Corporation's image-building needs 


ee -— 2a Z 


is penetrating, financially basic and artistically 


imaginative. The roster of Corporations which have 


found this to be true is impressive. 


GRANT-JACOBY STUDIOS, INC. 


$36 NORTH MICHIGAN AVENUE, CHICAGO 11, ILLINOIS « MOHAWK 4.2055 
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DAD'S PLASTIC 


THUMB 
PROTECTOR 


-ott kitchen most! Maem 


YOURS AS A GIFT! { 
with every 6-bottle carton of 


SES 


pans 


tastes like ROOT BEER should 


FOR MOTHER—A thumb guard will 

be Dad’s Root Beer Co.’s premium 

offer small-space newspaper ads in 
October and November. 


Dad’s Root Beer 
to Enter National 
Arena with ‘Life’ Ads 


Cuicaco, Nov. 5—Dad’s Root 
Beer Co. plans to go into national 
advertising, via Life, for the first 
time next year and has planned an 
ad budget of about $475,000 for 
the year—$100,000 more than was 
spent in 1957, according to Barney 
Berns, exec vp. 

Heretofore, the company’s adver- 
tising has been concentrated in 
outdoor, newspapers, spot radio 
and spot tv. Now that more than 
300 companies are franchised to 
bottle its root beer, Dad’s will use 
magazines to back up the cam- 
paigns, according to Mr. Berns. 


s Premiums and special event pro- | 
get heavy emphasis in) 
Dad’s campaigns. The schedule for | 
1958 calls for the offer of a helio- | 


motions 


jet, to be promoted in March and 


April; a record offer in May and | 


June, and a thumb protector offer, 
planned for October and Novem- 
ber. 

The campaign in Life is not def- 
initely scheduled, but the maga- 
zine will be used in the hot weath- 
er period of May through August. 
The campaign will probably consist 
of five or six column or half-col- 
umn ads, with copy directed to the 


HEY ATDS/LOOKL 


ee 
pADSs—~— 
oe” 


HELIOJET = 


with every 6-bottle carton 


.+. tastes like ROOT BEER should 


107 


Auto Club Names McCann | the club has approximately 800,000! Henri, Hurst Adds Two |curled hair products used in fur- : 

The Automobile Club of South-|members, 3,200 employes, and 60| Henri, Hurst & McDonald, Chi-|niture upholstering and industrial 
ern California has named McCann- | district offices. The agency’s first| cago, has been appointed to handle |packaging, and Coralware Mfg. 
Erickson, Los Angeles, to handle| service will be a market research |advertising for Blocksom & Co., Co., Chicago, sink and bathtub 


its advertising. Founded in 1900, | study. |Michigan City, Ind., maker of | manufacturer. 


to tighten your hold on this rich 


NORTHERN ILLINOIS MARKET 


your best selling-tool is 


THE COPLEY BIG 3 


Y 


KZ 
Wy ? 
K<CYyY/e 


AURORA BEACON-NEWS 
ELGIN COURIER-NEWS 
JOLIET HERALD-NEWS 


Excluding Cook County (Chicago), the Greater Northern 
Illinois Market represents 14% of the total Illinois 
market and 15.32% of the total Illinois retail sales. 


And the COPLEY BIG 3 Newspapers are the dominant 
media for more than three-fourths of this market! 


For coverage that penetrates . .. coverage that dominates 
... coverage that sells... buy the COPLEY BIG 3. 
And when you buy all 3, you save 914 a line — or 17%! 


Separate Line Rates 


FOR SMALL FRY—Dad’s Root Beer Co. 

will offer a helio-jet as part of its 

March and April push in newspa- 
per ads like this one. 


teen market, according to G. E. 
Kopald, Dad’s ad director. Plans 
are to tie in the magazine cam- 
paign with popular movie and tv 


BUY ALL 3 AND SAVE. 


personalities. Ads will use the 
slogan “. . . tastes like root beer a eae 
should.” 


® The newspaper campaign will 
run in about 60 markets and spot 
radio will hit about 75 markets, 
the company says. Ads in trade 
publications will merchandise the 
campaign. 

The agency is Caples Co., Chi- 
cago, which acquired Dad’s pre- 
vious agency, Martin Co., earlier 
this year (AA, April 29). # 


NG 
"The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
ERE RO Np Ey TTS “s a ee 


eR, 
Sein 


Aurora Beacon-News ....... 19¢ 
Elgin Courier-News......... 17¢ 
Joliet Herald-News. .... . . 20c 
Total . . . ; See 
Thrifty All-3 Rate . . . 46%c 


9'/2c A LINE! 


15 “Hometown” Newspapers covering Northern Iilinois — Springfield, 
IMinois — Greater Los Angeles — and San Diego, California. Served 
by the COPLEY Washington Bureav and the COPLEY News Service. 
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“Only the thickness of a door separates 
farm business and the farm home.” (For 
the quotes, we are indebted to Miss Naomi 
Shank, Extension Specialist in Housing 
and Equipment, at Iowa State College. ) 

A farmer doesn’t drive miles, commute 
by train or bus, to get to or from his job. 
He merely opens the door. 

His wife is no stranger to his business, 
watchs it from her kitchen window. He 
is as familiar with her job. Their children 
learn every phase of farm operation. The 
farm home and farming are both family 
affairs, inseparable interests. 

SuccEssFUL FarMinc has always been 
aware of the relation of family and farm 
interests. Fertilizer application and living 
room furnishings, stock feed formulas and 
seasonal recipes, hybrid seed and hi-fi sets, 
kitchens and soil conservation, share the 
same issue and may get approximately 
equal readership. 

The farm homemaker, moreover, has 
different problems, different needs than 
the urban woman. I 


more meals at home, wears out clothes 


faster, requires more laundering, tracks 
more dirt into the house, must have more 
hot water and heat in winter, has to cope 
with cold and snow, drives more miles, 
keeps larger stocks of household supplies. 
Her planning and work schedules are 
different. Magazines published for urban 
families do not meet her special require- 
ments. So SuccessFuL Farminc has 
always had its own unique service field 


in the farm home and family. 

Consumer advertising benefits also, by 
association in the same issue with farm 
business advertising, gets a whole family 
reception that few media can offer. The 
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priority of a tractor or a trip to Florida is 
usually a whole family consideration. 

For fifty years SuccessruL FARMING 
has been helping the country’s best farm 
families farm better, and live better—has 
earned a degree of influence unmatched 


Only the thickness of a door! 


by any general medium; and the confidence 
and respect that materially increases the 
response to advertising. 

Its audience is also exceptional in its 
buying power. The SF farm subscriber has 
had an average farm cash income of better 
than $10,000 for several years. And SF’s 
1,300,000 circulation represents an annual 
$12 billion market—the equivalent of a 
new national surburbia. 

For new sales, and to balance advertising 
schedules in an important segment of the 
national market — SuccessFuL FARMING 
is an outstanding value, worth your most 
serious consideration. Call any SF office. 


Meredith of Des Moines... America’s 
biggest publisher of ideas for today’s living 
and tomorrow’s plans. 
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A Plague on Art for Art's Sake... 


Good Advertising Picture Must Be Good Copy, 
Not Good ‘Art,’ Says Artist Ludekens 


By Fred Ludekens 
Senior VP and Associate Creative Direc- 
tor, Foote, Cone & Belding 

The sole function of advertising pic- 
tures is to work. 

Every advertising picture has some 
specific job to do, determined in advance 
by thoughtful analysis of a given adver- 
tising problem. 

Good advertising pictures must be 
clear, simple and obvious, to support ad- 
vertising text in such a way as to make 
it easier for those who see it to quickly 
understand and appreciate the message 
of the advertisement. 


s Frequently, it seems to me, advertising 
pictures are judged in terms of art. 

I do not say there is no art in adver- 
tising pictures. I only wish to say that 
advertising pictures always have a job 
to do. They must be judged good or bad 
pictures solely on the degree of success 
they achieve in presenting a forceful and 
compelling advertising story. 

If it is technically and artistically a 
good picture so much the better, but it 
must first be a good advertising picture. 
Above all things a good advertising pic- 
ture must make the reader—or the view- 
er—feel quickly or deeply the promise 
that the advertised goods or services 
hold for him. If the picture does not do 
this it is a bad advertising picture. 


s When we have a product or service in 
which the reader’s self interest is easily 
isolated and easily portrayed it is a rel- 
atively easy matter to design a good ad- 
vertisement and a good picture. 

When we have a product or service 


Does she... or doesn't she? 


Haw coder «) natural only her hairdresser knows for scare 


MISS CLAIROL... 


ILLUSTRATES NATURAL LOOK—The focus on the 

natural looking hair works instantly with 

the provocative headline in a bold, simple 
use of a good photograph. 


Age 


Mail Order Needs Educational Help 


Fred Ludekens, famous artist and illustrator and currently associ- 
ate creative director, with Fairfax Cone, of Foote, Cone & Belding, 
talked about art at a meeting of the Seventh District, Advertising 
Federation of America, in October. In no uncertain terms, Artist Lud- 
ekens insisted that advertising art can be judged solely on its ability 
to deliver the proper message, and not on its artistic qualities. As 
for art abstractions—Ludekens makes it clear in this talk that ab- 
stractions are fine for fun, but in advertising, pictures must be quick- 
ly and clearly understood, without possibility of error. 


that is complex or remote from ordinary 
needs or experience, the picture problem 
usually increases exactly in ratio to the 
advertising problem. 

Sometimes the visual part of adver- 
tising is very small; the idea to be pro- 
jected needs only statement. If, on the 
other hand, the plan dictates a visual or 
pictorial projection of the reader into a 
new or unusual situation, the visual 
problem may be much greater than that 
of writing. 


Good Ads a Joint Product 

This requires the design of the adver- 
tisement as a whole and the simultane- 
ous working out of the pictorial problem 
to obtain a cohesive visual communica- 
tion. 

Design is the physical and psychologi- 
cal use of space. And most good adver- 
tisements are the joint product of good 
visual designing and good writing. 

Good pictures must be good copy. The 
joint consideration of this fact by both 
writer and designer usually produces 
good advertising. This requires a knowl- 
edge of the proper function of each in 
communicative terms. 

This means that a competent visualiz- 
er, as well as a writer, should have 
knowledge of marketing, merchandising, 
research and media and, of course, print- 
ing, engraving, typography, color draw- 
ing, painting and photography. 


s Above all things he should know what 
makes a picture! 

Only in thinking of pictures ex- 
actly as the copywriter thinks of his 
words, can any visualizer, artist or 
photographer make and project the 
visual copy upon which the success of 
his effort must rest. 

Pictures are a language. The very 
idea of a language is to communicate 
thoughts and ideas clearly. 

I do not believe pictures—either 
photography or the various art treat- 
ments—should be abstract or vague. 
Often, it seems to me, artists and 

photographers get “carried away” and 
strain to be different. Many ideas are 
lost before they finally reach their in- 
tended audience. 


Abstract? What Does It Say? 

In advertising there is restricted use 
for off-beat pictures to get attention. 
Attention as such is not conviction. Ad- 
vertising pictures should be “heard” as 
well as seen. Advertising pictures should 
have something to say. Advertising pic- 
tures should be participating. 

Generally speaking, in terms of mass 
communication, pictures must be quickly 
understood and reach as many people as 
possible. Anything misunderstood is of 
no purpose. 

Any kind of visual copy must be con- 
temporary but never in any sense ab- 
stract. If clear, convincing communica- 
tion is the objective, then paintings, 
photographs and drawings must com- 
municate clearly. 


® Too often the personal point of view 
takes precedence over the objective 
viewpoint. 

The personal interest in “off-beat” 
stuff, modern painting and unique photo- 
graphy I subscribe to. To confuse this 
with mass communication is a gross er- 
ror. 

My point is to be rational; to think 
out an illustrative problem in terms of 
people. Ask yourself, can the other fellow 
understand precisely what I am saying? 

Do not put the visual message in an 
idiom people cannot understand. We are 
talking to people. 


s Ninety per cent of all ideas entering 
the brain are received through the eye. 
Quick, visual clarity makes an instant 
direct communication. In contrast to the 
written language the language of vision 
is but one step away from the fact. 

In advertising, to communicate is to 
make ideas penetrate. The ideas are al- 
ways planned to sell goods. 

Now the making of goods is nearly an 
exact science but the selling of goods is 
not. We search far and wide to try to 
make it so with numerous kinds of sur- 
veys and tests. 

These efforts produce a marketing 
plan of some fashion. It may consist of a 
quick one-page diagnosis or hundreds of 
pages of all available facts. The whole 


Weiss Lists Some Merchandising Ideas 


Armstrong Comments on Closeups 


Keep Respected Product Image: Woolf 
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Know ledgeable people 
buy Imperial 


~and they buy it every time 


HE’S I1T—This picture doubles the effect 

of the copy line by saying exactly what it 

says. This is obviously a knowledgeable 
person pouring Imperial. 


idea is to have a complete analysis of 
the product potential, resistance, accep- 
tance and so on. It recommends product 
changes, packaging, pricing, and high- 
lights problems, sales work, promotion, 
premiums and deals. It recommends the 
advertising plans. 


s It is a plan and a desire! It will nev- 
er be consummated if it is not imple- 


DEMONSTRATION—This is a dramatic de- 
monstration in print. The large picture 
shows the result of the action shown in 

the small picture. 
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mented. How well it is implemented is 
inevitably joined with how it is inter- 
preted in terms of people. 

This is information and it is vitally im= 
portant, but it is not assurance of effec- 
tive advertising. 

The advertising agency’s participation 
in marketing has rapidly increased in 
recent years. Agency personne] in mar- 
keting is much greater in relation to cre- 
ative personnel than ever before. 

Alert creative people use the informa- 
tion received as a springboard for crea- 
tive planning and interpretation. 

It would seem that the pollister’s analy- 
sis is an analysis of numbers. The 
creative analysis is something else—it is 
an analysis in search of a theme, for 
copy ideas and for visual ideas in con- 
sumers’ terms—an interpretation of the 
logic of the facts rather than the bare 
facts themselves. 


A Totality, Tailored to Order 

Advertising copy is much more than 
text. It is the sum total of the entire 
advertisement or complete commercial. 
The best of each, in my opinion, is al- 
ways tailored to the problem. Many, I 
feel, are inclined to be quick and ex- 
pedient without being thoughtful; to pro- 
duce advertising as we produce a com- 
modity rather than to create advertising. 

Advertising copy is not just copy and 
art. It is the total effort of all creative 
functions—media selection, merchandis- 
ing plans, airtime selection and many 
others. It is the way the marketing plan 
is interpreted in all its parts in clear 
and simple terms. 

To the audience, the finalizing must 
be at the consumer level where the text 
and the visual projection come together. 
This demands the discovery of not only 
the valid principle, but simultaneously, 
the creative development of the best 
communicative idiom to reach busy peo- 
ple. 

The cold plan must be put into human 
terms—in emotional terms as well as 
selfish terms. 

How is this going to be? 

We must first be alert to the $10 bil- 
lion of advertising to fully realize the 
problem of penetration on any basis! 

It is not how much I want to say, but 
rather, how much I can say. As words 
and pictures increase, visibility and clar- 
ity decrease. What is the final adjust- 
ment? It is a truism that you cannot 
read or understand before you read and 
hear. Effective communication is relative 
to all other communication. 


An 8-Second Commercial 

This means simplicity for display, story 
condensation for reading—just about an 
8-second commercial in print. 

Visuaily, one second can set the stage 
in color, mood, action, character; one 
second is visually instant! To pick out 
the individual and get his eye or his ear 
is where the visual concept becomes im- 
portant. 

Pictures read fast. The right visual con- 
cept is instant and specific. Rightly con- 
ceived, the proper content correctly done, 
can make visual copy brief and believable. 
It can give instant promise otherwise 
hard to achieve. 

It can do two things simultaneously 

. make impact and give information! 


s Visually, artists and photographers 
are used for the purpose of selling goods 
and services. 

To be good artists and photographers 
they must thoroughly understand the 
problem and recognize the validity of 
the strategy. 

A rational visual communication 
should be made rather than a personal 
one. 

Concept is part tactics. In art for ad- 
vertising, concept is selection, point of 
view, composition. In photography it is 
the same thing. The end product is exact- 
ly the same. 

In layout it is all of these plus type, 


Puerto Rico 
will surprise you 


CULTURE STORY—One of a series of excellent pictures used in a campaign for the Com- 
monwealth of Puerto Rico telling the cultural story of the island and making Puerto 
Rico look awfully good. 


page design and so on. To the reader it is 
clarity and believability. To me it is good 
advertising. 

Through it all is the valuable ingred- 
ient called instinct. Some have it and 
some do not. 

Instincts are part of concept. They are 
related to facts. They are related to the 
times. In advertising those who have 
the right instincts are fortunate. 

In print, I believe that currently most 
advertising should be about an 8-second 
commercial. As things and habits change 
I could very well feel different. There 
are no formulas—there are no absolutes 
—there is but one answer. 

What does it say to that one person 
called the consumer? 


The Visual Essentials 

If I could list a few visual essentials I 
would say: 
e First, the picture must grow from the 
sales plan and transmit believability in 
the product or service. 
e Second, validity of picture concept 
must originate and grow only from this 
plan—here evolves originality not other- 
wise conceived. You'll be different with- 
out trying—and you'll be organically 
different. 
e Third, the final “style” or character 
is an original product of this problem 
solution and is achieved by an under- 
standing of good advertising and good 
selling based on truth and integrity. Lay- 


outs almost “make themselves” if the 
problem is thoroughly understood and 
analyzed. 


e Fourth, and finally, clarity is a must— 
without it everything cancels out. 

+ . + 
Using Visual Language 

There is no magic arm, no magic cam- 
era, there is no magic layout pad. But 
there can be magic in visual concept— 
the magic of talking to people. 

It seems to me the answer is to use 
the language of vision effectively 
First, WHAT and then HOW! 

Concept, or—how you say it—can 
make the effective difference. Because 
a picture is only as good as what it says. 
It should say what it is supposed to say. 

Creativity in advertising is very sim- 
ple. It is not how different you are—it is 
how right you are. It is simply what you 
do with what you have to do it with! 


® The process first is that of being a 
good diagnostician. 

Most problems of advertising and sell- 
ing start by being as complicated as an 
IBM monster. Yet we know the problem 
must be capsuled and simplified, so that 
finally, the viewer, just one person, can 
understand it all quickly (that multiplied 
person we call the mass market) all in a 


few seconds! 

If a company or corporation is big 
enough to advertise there are many peo- 
ple, facts and facilities involved to pro- 
duce a product or service. 

The product or the service and the 
company, is a very tangible thing. But 
creativity in advertising contains some 
intangibles. And these intangibles are 
primarily the instincts of the creator. Why 
he believes this is better than that is 
difficult to explain, but he thinks it is. 
What are the ingredients that make it so? 

Again, I believe it is concept—or how 
you see and what you edit! 


A Picture or a Painting 

In art, for example, some artists al- 
ways make a picture. Others only make 
paintings, superbly done, but still just 
paintings. 

There is a great difference between a 
picture and a painting. 

How you see includes what and how 
you select to convincingly communicate 
with that one person what you have to 
say. 


= Today I believe pictures can be of 
greater importance than ever in making 
effective communications because people 
are busy and pictures read fast; not any 
picture—only the right one, done right 
and conveying the right information and 
promise, instantly—or in a few seconds. 

There are advertising and selling prob- 
lems where pictures can do much more 
than words. There are also advertising 
and selling problems where they cannot 
—and a creative director must know this 
difference. 

Seldom, if ever, does a picture carry 
the load without qualification by text, 
even though but a few words. 


® Today with the billions of dollars of 
advertising: the big barrage in print and 
on television, the right picture story is 
not only needed, but I believe it can do 
two things better: 

e First; pictures are instant, and specif- 
ic, and quickly read. 

e Second; pictures are visual stoppers, 
and gain maximum audience quickly. 

But—these must be the right pictures 
or they serve no purpose. 

One must know the language of pictures 
—the language of vision—to determine 
the right picture. This is the language few 
can speak but all can understand. 


= I see daily evidence of pictures se- 
lected for advertising that I am certain 
are selected or conceived by those who 
think of pictures as words that must be 
read in a time sequence. 

This is not the language of vision. 

I also see evidence of the acute pene- 
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trating visual medium of television badly 
using pictures and overwriting and ex- 
plaining what the picture should, or is 
doing, all by itself. This is a poor use of 
the visual language. 


Most any picture that need be ex- 
plained, or described in words, is a 
bad picture. 

Words should add another dimen- 
sion, not an explanation. 


Of course the exception is the techni- 
cal picture which needs qualifying text. 

Think of the number of pictures ex- 
posed to people every day that are never 
even seen, let alone understood. Pictures 
that have no compelling image, content 
or interest—beyond the interest of the 
advertiser or the artist or the photog- 
rapher. Pictures that never have audi- 
ience. Pictures never seen, that never 
penetrate, that never convince anybody 
of anything. Advertising pictures that 
never get off the ground! 

Pictures when combined with words 
must be in concert, each doing its own 
job, but the total—the ad itself—must be 
a cohesive thing; otherwise few will even 
stop to look, let alone understand what 
you are trying to say. 


s What you do visually is the most im- 
portant part of a picture communication. 

How you say it is just as important, 
is meaningless, 


but, of course, unless 


When it bakes this juicy...with a crust this flaky... 


it's a quick-frozen Swanson pie! 


ee 


MOUTH-WATERING—There are many frozen 

pies. This picture illustrates the fact that 

Swanson frozen pie is always juicy and 
fresh tasting. 


first, the what you say is right for the 
selling strategy. 

The how you do it means audience, 
penetration, conviction—all the plusses, 
if done right. 


s The creative job is essentially one of 
diagnosis or analysis and a recommended 
cure. 

It is the job of helping te establish 
first, the selling plan; and second, the 
tactics in selling in communicative terms. 

There is no one way. There is always 
the question of which way. 

However, the tactics must finally bm 
decided on what the creative man thinks 
is the best way—relative to the problem 
and the audience. 

Obviously there are many opinions on 
this; but to wed opinions usually means 
little in terms of readers. 

A compromise usually ends in adver- 
tising without audience. 


The Consumer Viewpoint 

I always feel in my present capacity 
that I am the representative of the con- 
sumer, the reader or the viewer, that 
one little fellow we want to talk to, 
clearly and convincingly, in the simple 
language he understands. 

He is the consumer and he is our king— 
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he is the one to keep in focus—no one 
else. 

Of course I wish to speak to him in 
my terms because I am the seller. This 
takes finesse and polish, time and effort 
—and great care with detail, to avoid 
resistance. 

Here again enters creativity. Because 
you must not oversell or undersell, but, 
I believe, create a buyer. 

We may not always achieve it, but we 
never stop trying—trying to be more in- 


On the Merchandising Front... 


teresting and more convincing than our 
competitive advertiser. Yes, I believe 
the creative job is simply to create a 
buyer ... he who makes the repeat sale. 
For only with him can any advertiser 
continue to be an advertiser and stay 
solidly in business. 

So it is that the creative man has 
always in mind today, tomorrow, and 
sometime-buyers, in his selection, his 
judgment, and his concept of what and 
how he does his job. + 


Picked Up Along the Merchandising Front 


By E. B. Weiss 

1. Comet rice developed a trade in- 
store display contest in which prizes are 
awarded in triplicate to the store mana- 
ger, the buying and/or merchandising 
headquarters for corporate chains (or the 
cooperative or whole- 
saler who supplies in- 
dependent stores) and 
the Comet Rice broker 
or broker’s salesman. 
Generally speaking, 
display contests, either 
window or interior, but 
particularly interior, 
bring in a disappoint- 
ingly small number of 
photos. One _ reason 
(there are several in addition to photo- 
graphic problems that result in poor 
snaps) is the difficulty of properly re- 
warding all who may play a role in store 
display. Comet Rice has tried to win the 
support of everybody who may be in- 
volved in winning better in-store display, 
which could conceivably help somewhat. 
But, generally speaking, the number of 
photos submitted in window and interior 
contests will be few, will come in the 
main from secondary outlets, will show 
mediocre displays and will show mighty 
poor photography. 

2. Getting the public to sell for you— 
an old merchandising principle—is about 
due for a revival. Whirlpool appliances’ 
sales manager recently pointed out 
that appliance dealers too seldom try 
to make a salesperson out of the woman 
who has just purchased one of their ap- 
pliances. He remarked that every woman 
talks with at least 35 other women every 
month—a very interesting figure, if only 
reasonably correct. In any event, there 
is usually considerable pride of owner- 
ship in major purchases and, as a con- 
sequence, the satisfied customer of a re- 
cently-purchased major appliance or 
other big-ticket item can frequently be 
made into perhaps a more effective sales- 
person than the robots on the sales floor! 
A small incentive here may accomplish 
more than a promotion manager! 

3. Despite their vaunted efficiency, 
shelf space in most chain store units in 
all retail fields is determined more by 
opinion than by fact, more by habit 
than by analysis, more by accident than 
by plan—and more by supplier payment, 
sometimes, than by turnover figures. This 
is why several strong brands are cur- 
rently using business paper space (in- 
cluding special inserts) to persuade chain 
store managers in particular to allocate 
shelf space in accordance with merchan- 
dise movement. Gold Medal flour is run- 
ning such a campaign; so is Colgate; 
Wrigley has done this on occasion. 
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® These appeals may make a dent when 
they are based on believable fact, as is 
the case in the Gold Medal flour cam- 
paign. When they are simply unsupport- 
ed and unbelievable claims, they don’t 
even make a dent. And when you do 
present facts and figures, make them 


simple. Chain store managers do not have 
as much time for reading as do our top 
management executives in industry! 
Gold Medal does this, too—it uses highly 
simplified diagrams, etc. 

Incidentally, a recent study by a food 
super of shelf space accorded to some 
canned goods proved conclusively that 
its stores had a lot to learn about shelf 
allocation. Here is a potential field for 
impartial study by manufacturers—and 
perhaps by trade associations, too. 

4. Something fairly unique in deals was 
developed by Dr. West toothbrush. The 
deal includes a combination package: two 
Dr. West toothbrushes and one well 
known brand of toothpaste. Three denti- 
frices share in the deal—Colgate, Gleem, 
Ipana. A counter fixture is supplied 
which has three rows; one row holds a 
combination package of two Dr. West 
toothbrushes and Colgate’s dental cream; 
the second, Dr. West and Gleem; the 
third, Dr. West and Ipana. Thus, the 
shopper has a choice. The dentifrices 
come in a sample size. The deal is fea- 
tured in this way: “Save 24¢. Special— 
two Dr. West Germ Fighters—and try 
Free Colgate, Gleem, Ipana.” For the 
dentifrice this is an economical sampling 
program. For Dr. West a 2-for-the-spec- 
ial-price deal has been plussed with a 
free sample of a top-brand toothpaste 
and offers the shopper a choice from 
among three. (I would love to see figures, 
eventually, on the movement of the three 
brands of toothpaste; I imagine Colgate’s 
will be the winner.) In any event, with 
at least 90% of all deals following hoary 
standardized patterns, here is an example 
of a new twist that has the merit of not 
only being new but that also puts in back 
of Dr. West the enormous pre-selling of 
three great brand names. 


s 5. Out-of-stock is more of a problem 
today than ever before—and it has al- 
ways been a headache both to distrib- 
utors and to manufacturers. It’s more of 
a headache currently because retailers 
have become so large, and size and ef- 
ficiency do not go hand in hand—not in 
retailing. Moreover, the calibre of talent 
employed by retailers is at an all-time 
low. Finally, in desperate efforts to cut 
expenses, retailers have made slashes in 
ways that have cut efficiency more than 
expenses! 

In a self-service, self-selection age, out- 
of-stock—and even under-stocks—consti- 
tute a fearful damper on volume. And it 
is usually the fastest-moving brands that 
are most adversely affected. Indeed, one 
of the reasons secondary and even weak- 
er brands survive is that they are picked 
up by the split-second shopper when the 
dominant brand is out of stock. 

This situation is leading some manu- 
facturers to study so-called automatic 
reorder systems. Several manufacturers 
have recently inaugurated “box-top” au- 
tomatic reorder systems which really bor- 
row, in some measure, from the greeting 
card procedure. Under this system, a box 
top that lists all reorder data is torn off 
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Carter sign. Period. 


A Complex World 


This ad was probably put together and run, not for its own sake, but for 
“merchandising purposes”—to be “merchandised” to service station operators 
around the country in the hope of tying them up or having them feature the 
Carter Carburetor Service sign, displayed in the lower right hand corner. 


This is the kindest thing we can say about it. For, as an ad, it has about as 


words, but we can assure you that, for the subject, there are about 20 times 


The message, in short, is that cars have become so complicated you can’t 
tell today if a mechanic is really doing a job or gypping you. To assure you 
of skilled and honest service, Carter has been training mechanics since 1934. 
Since 24,000,000 cars now on the road have Carter fuel systems, you’re well 
advised when you want or need service to look for a station displaying the 


The headline sure doesn’t rouse much interest and, even if it did, the sub- 
head would soon douse it: “a candid statement on the car owner’s problems, 
and industry goals, in a complex world on wheels.” 

This will probably get an asterisk in the Starch read most column, # 
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the stock package and saved for the reg- 
ular weekly or semi-weekly order. This 
system seems to work best on staple 
merchandise; it’s being used, for exam- 
ple, for some staple notions like zippers; 
buttons, etc. One manufacturer describes 
his box top plan this way: “Box-end 
container simplifies reordering. Just tear 
off ends of empty Trimtex stock boxes, 
drop into reorder container. When ready 
to order—sort box~ends, total—and enter 
on the order pad we supply. Drop into 
mail box—the order sheets are postpaid.” 

6. Want an extra facing on food or 
drug shelves? Develop logical reasons 
why. For example, Alka-Seltzer points 
out that “six inches of lineal shelf space 
is all it takes for an extra facing of 
Alka-Seltzer. Alka-Seltzer outsells all 
other health and beauty aids with the 
exception of the leading toothpaste.” 
That matter of Alka-Seltzer outselling 
“all other health and beauty aids with 
the exception of the leading toothpaste” 
was news to me; I daresay it will be 
news to most food super store managers 
to whom this message was addressed. 
The battle for shelf space is terrific—and 
as food stores and drug stores and va- 
riety stores all become department stores, 
their old standbys will be more and more 
squeezed on the shelves. Larger store units 
have seldom meant more shelf space for 


the old reliables—and in the older stores 
(two years or older) the old reliables 
get squeezed every time a new classifica- 
tion is added. On a sound analytical 
basis, I believe it would be found that 
at least some of our great brands of 
small items get less exposure to total 
store traffic today in major outlets than 
they did a few years back—and they get 
more competition for the shopper’s dollar 
from the ever-broadening list of merchan- 
dise categories that are being added. 

7. Some little ideas I liked: (A) A 
bath scale made with a “jeweled move- 
ment”—an interesting example of taking 
a slant from another field (watches) and 
applying it to a totally different product. 
(B) A Squibb counter display for an 
analgesic compound called Trigesic that 
involves a sampling operation for which 
no clerk time is required—the customer 
is invited to pick up a “Try-Pack” and 
deposit 5¢ in a slot at the bottom. (The 
books say that 90% of shoppers are hon- 
est!—and on small samples why worry 
about the 10%?) (C) A Lightolier floor 
display for its lamps called a “machine 
for selling.” It displays 30 lamps. Says 
Lightolier: “We are evolving displays that 
present our products attractively in a 
minimum of space—with a lesser re- 
liance on personal salesmanship.” Good 
reasoning. + 
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~ From an Art Director's Viewpoint... 


Big Mugs from Little Neuroses 


like...a8 often as you like 


jittery or keep you awake. All pure coffee 97% caffein-free 


NEW INSTANT SANKA COFFEE 


By Andy Armstrong 

Europeans say the American soldier 
proves our national character is oral, in 
the Freudian sense. 

Every G. I. abroad seems continually 
to be putting something in his mouth. 
Cokes, cigarets, choco- 
late bars, other foods, 
other beverages. He 
chews his chin strap 
when nothing tastier is 
handy. 

What’s so Freudian 
about that?, you ask. 
After all, we're a rich 
people, up to here in 
the fattening or im- 
moral, but pleasant 
things of life. Why not smoke or eat or 
drink—or even chew our made-in-the- 
U.S.A. chin straps? Isn’t that what these 


Andy Armstrong 


Drink this hearty coffee as strong as you like... 


It still can't get on your nerves! Drink as many cups as you 
Sanka stil] can't make you 


Grow 


little luxuries are for? 

But isn’t it remarkable that the closer 
we get to the American civilian in cur- 
rent ads, the oftener he, too, turns out to 
be putting something in his mouth? 


s Of course, action-photography around 
the face doesn’t have to focus strictly on 
the mouth. As you move in you might 
some day discover a model plucking an 
eyebrow, or pulling an ear-lobe, or thumb- 
ing a nose. 

But the chances are mostly in favor 
of a mouth plot. The American face is 
the upper end of the American Alimen- 
tary Canal, into which a greater part of 
the American economy seems to pour, 
according to all these pictures. 

He “ie * 

Are we an oral nation? We look it, in 

print. + 


‘The Evil Effect Is Actually Not Very Great’... 


Advertising Defined 


Along with slogan, comic strips, headlines, media, tag lines, client 
and other words of the advertising-business language is this lengthy 
definition of advertising—and they’re all in “A Dictionary of Con- 


temporary American Usage,” 


by Dr. Bergen Evans and his sister, 


Cornelia. Random House is the publisher. 


advertising. From radio, newspaper, bill- 
board, car card, television, from the backs 
of taxis, the sides of trucks, from sky- 
writing airplanes—from every inch of 
space that can be painted over, through 
every moment of the day and night, we 
are besought, implored, flattered, cajoled, 
and threatened by advertising. It would 
be astonishing if the language of this 
clamorous din did not in sume—-vay_have 
a lasting effect on our speech. 

In so far as advertising English ful- 


fills one of its two chief functions, letting 
us know what has been produced, it dif- 
fers little from any other factual writing. 
Federal, state, and local laws see to it 
that there is a reasonable degree of accu- 
racy in describing a product offered for 
sale. The manufacturer’s—or his sales de- 
partment’s—only way around this is to 
give some common substance or perform- 
ance an unusual name, so that the public 
will think that in this incomprehensible 
thing they are obtaining mysterious ex- 


cellence. And so we have irium and gar- 
dol and Xg4 and cationic action which 
may sell the product but are, fortunately, 
barred by common sense from entering 
the language. 

It is in its fulfilling of its second and 
major function, urging us to buy, be- 
seeching us to indulge ourselves, to grati- 
fy our whims and vanities, that advertis- 
ing strains the language. For every prod- 
uct must not only insist that it is the best 
of its kind but that it is even superior to 
its own self of six months ago. Superla- 
tives have long since been exhausted and 
intensives relaxed with overuse and the 
desperate copy writers have fallen back 
upon comparisons that do not compare: 
“Blitz contains 32.5% more cleansing ac- 
tion,” “Mopes guarantee 3.1416% more 


Salesense in Advertising ... 
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satisfaction.” One is not told than what. 
It is simply assumed that the reader is 
an idiot or is too worn out to care. 

The evil effect is actually not very 
great, for advertising engenders its own 
anti-toxin, but it must contribute some- 
what to the deadening of expression by 
exaggeration. On the other hand, it is 
likely to be sensitive to the idiom of spok- 
en English. For, except for one or two 
products, most things that advertise ex- 
tensively are dependent upon the mass 
market and seek to appeal to it in the 
everyday language of the peopie. A 
schoolteacher who said “like” where the 
grammars recommend “as” might be rep- 
rimanded; a copy writer for a cigarette 
advertisement who used “as” in such a 
context would be fired. # 


How NOT to Create A Respected 
Product Image 


ATTENTION 
diaper dippers 


Trying to pin down just what 
you want in a new car? You'll 
get everything you want and 
more in a "58 DeSoto. It's 


ATTENTION 


mango manglers 


Hees ein 
Toe od eo pullet pluckers 
SF aw ye Ong P : , 
aS “ Plucking pullets is for the birds. 
= Oe But you'll be heey <6 bt 


dealer's Nov. 1. 


when you see and drive the '58 
De Soto at your De Soto 
Remember 
the date for the '58! De Soto is 
coming to town..... 


By James D. Woolf 
Advertising Consultant 

We hear a lot nowadays about the im- 
portance of creating a favorable corporate 
or product “image.” What this means, I 
believe, is that advertising should do more 
than merely seek to sell specific product 
benefits. It should 
build up, over a period 
of time, a feeling of 
public respect for and 
confidence in the abil- 
ity and integrity of the 
advertiser. It should 
cultivate in consumers 
the belief that the ad- 
vertiser is seriously 
interested in their wel- 
fare and is seriously 
doing his dedicated best to produce 
quality products at fair prices. This is 
particularly important in the case of ma- 
jor products that cost the consumer a lot 
of money. 

Possibly advertisers of trifling prod- 
ucts can afford to clown it up with ad- 
vertising that is silly and undignified, 
but if I were an advertiser of, say, auto- 
mobiles, I would shun nonsense and 
idiocy as grimly as I would shun bubonic 
plague. 


James D. Woolf 


® And now I come to the De Soto teaser 
campaign that is currently running in 
newspapers in Chicago and, I suppose, 


* 


Mr. Woolf's articles are available in 


in other cities around the nation. Several 
of the ads are shown here. For downright 
silliness—for total absence of dignity and 
stateliness and pridefulness—I haven't 
seen the like of these little cuties in a long, 
long time. Samples: 

“ATTENTION diaper dippers. Trying 
to pin down just what you want in a new 
car? You'll get everything you want and 
more in a ’58 De Soto.” 

“ATTENTION mango manglers. Mang- 
ling mangos gets you nothing but messy 
mangos and who wants ’em? Something 
you really want is De Soto for ’58.” 

“ATTENTION daisy dusters. She loves 
you! She loves you not! She’ll love you 
best when you’re behind the wheel of 
a 58 De Soto.” 

“ATTENTION pullet pluckers. Pluck- 
ing pullets is for the birds. But you'll be 
happy as a lark when you see and drive 
the 58 De Soto.” 

“ATTENTION pretzel benders. Figure 
eight good reasons why you’d like to buy 
a new car. The ’58 De Soto’s got ’em all.” 


s Some advertising men are enthusiastic 
about the new Edsel campaign; others 
maintain that its “sell” is too soft. Only 
time, I suppose, will tell. But this much 
is certain: the Edsel campaign is a model 
of dignity, courtliness, and restraint, and 
I feel certain that it will do much to cre- 
ate a favorable product and corporate 
image. + 
~ * 


a handsomely bound 383-page book for 


permanent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 
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tising. None of these is very big in propor- 
tion to the number of direct mail advertis- 
ing users or suppliers and their budgets 
are far too small. But all are working at 
this one cause of building direct mail ad- 
vertising. 

Direct mail advertising has perhaps the 
most devoted group of volunteer partici- 
pants and users of any medium. For 20 
plus years I was director of the mail sales 
department of a company, and I came to 
know thousands of these direct mail 
“nuts” as I admiringly called them. I 
have seen groups of them: sit up all night 
(and without drinks) discussing earnestly 
their methods and results. They read ev- 
erything they can get on the subject and 
attend direct mail conventions and clinics 
assiduously. They write back and forth 
checking each other’s experiences. 

There are many many books on the sub- 
ject, some of them very good. There is a 
devoted group of capable leaders in the 
field working hard to advance the effi- 
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Yet strangely enough direct mail is not 
fully accepted by business or the public or 
government—certainly not by advertising 
people. Newspapers and magazines write 
about “junk mail’ and Post Office De- 
partment officials are reported to have 
called it “nuisance mail.” 

Some advertising agencies do not care 
to handle the direct mail of their clients 
and few of them devote much attention to 
it. In most companies the preparation and 
handling of direct mail are left to junior 
personnel. Many printers handle direct 
mail only as a side line. Most business ex- 
ecutives think they know how to write or 
judge a sales letter, mailing piece or cata- 
log, and so they interfere with their own 
or their agency’s skilled personnel. 

Why, with such a background, tremen- 
dous investment, and even. greater 
strength is direct mail advertising not bet- 
ter organized and understood among ad- 
vertising people? What can be done to 
change the situation? 

I'll discuss this in my next column. # 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

The above ad of David Jones is from 
Sydney, Australia. 

It would do credit to any good store, 
anywhere in the world. It comes close to 
being a superb job. 

This is the kind of combination institu- 
tional and forthright selling ad that 
should find a place in every store’s pro- 
gram. 

The headline is vital to the reader who 
is a prospect or possible prospect. The ad 
renders very great service. The column 
down the left hand side is interesting, in- 
formative, and convincing. 

The photographic illustrations are cas- 
ual, lively—and well handled. 

This is the kind of ad that, in contrast 
with most department store advertising, 


Direct Mail and Mail Order... 


will be remembered advantageously to 
the store by many women for a long time 
after its appearance. 

Such advertising is the result of achiev- 
ing a common plateau of advertising un- 
derstanding among management, mer- 
chandise management, buyers and promo- 
tion and advertising people. 

The advertising of most great stores, 
particularly with profits easy to make in 
a burgeoning economy, usually represents 
one of two things: (a) a weak mish-mash 
of compromised half-baked ideas, gener- 
ated from the pullings and haulings of 
everyone who can affect the store’s adver- 
tising or (b) a personal projection of the 
intuitive, creative convictions of some in- 
dividual who is permitted by uninformed 
management to spend the store’s money 
without any requirements to account for 
its effectiveness in terms of valid econom- 
ic standards. + 


Direct Mail Medium Needs 
Backing by Education 


By Elon G. Borton 

The situation of the direct mail adver- 
tising industry has always interested and 
puzzled me. 

Here is a medium in which advertisers 
invest somewhere around one and a half 
billions of dollars an- 
nually, and this amount 
keeps growing steadily. 
It has been for years 
the medium second in 
size only to news- 
papers. Almost every 
business in the country 
uses commercial direct 
mail advertising and 
selling to some extent, 
and for thousands of 
companies direct mail is the chief medium 
of advertising. 


Elon G. Borton 


There are hundreds of thousands of 
businesses involved to a greater or lesser 
degree in the sale and production of di- 
rect mail or its components for clients and 
customers—printers, ink houses, paper 
companies, letter shops, direct mail agen- 
cies, consultants, etc. A good many of 
these depend upon direct mail advertising 
for the major part of their income. 


= There are at least a half dozen national 
associations and a number of area or lo- 
cal groups organized to work in this field 
—including the over-all organization, the 
Direct Mail Advertising Assn., the Asso- 
ciated Third Class Mail Users, the Coun- 
cil on Business Mail, the National Council 
of Mailing List Brokers, and the newest, 
most promising of all, the Foundation for 
the Advancement of Direct Mail Adver- 


ciency of direct mai] advertising. 
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If this looks like hash to you, it’s because you can’t read what it 
says, and because it had to be reproduced in halftone. It is not a rough 
of a layout, but a rough mailed to me as instructions for a cartoon 
for the top of an ad, one of a series. 


How to draw for the art department 
Part 3 os, wnas « veaussut rough! 


This sketch indicates a family of four, labeled “Father, Mother, Son, 
Daughter,” two animals, labeled “Cat, Mouse,” in a ritualistic vita- 
min and tonic act. Other careful labeling includes the following: 
“Father getting vitamin pills from lever action container. Father 
spooning tonic to mother. Boxes of vitamins and bottles of tonics. 
Be sure to have stacks of tonic bottles and boxes of vitamins on shelf 
with labels on them (and time of day to take them on cards on edge 
of shelf). Son spooning tonic to sister. Mouse ... be sure mouse 
bullets (vitamin bullets) are aimed at cat’s mouth and not boy’s, 
(maybe have to move boy to right a little!) Mother feeding vitamin 
pill to son. This rough has been okayed by Wilcox. Keep pretty close 
to it—only shift composition around until it suits you and of course 
use your style.” 


is hn | have ee Mt 


Every artist has his style, his technique, and therein lies his freedom. 
Therein lay mine, but it was (and always is) a comfort to have at 
least a hazy idea of the requirements and limitations. The closing 
date on this one was about 48 hours away, and I had no time to ex- 
periment. 


And no need to, with this beautifully clear piece of idea-to-art com- 
munication. 


Next Lesson: “How to Drive the Art Department Crazy” 


*By Robert Billingsly of Caldwell, Larkin & Sidener- Van Riper (Indianapolis) 
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-— BY THE MILLIONS — 


Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 6, ILLINOIS 


Paper-Mate Sues Two 

Paper-Mate Co. has filed two 
suits against R. H. Macy & Co. 
and E. J. Korvette Inc., seeking to 
restrain them from “advertising, 
offering for sale or selling” Paper- 
Mate products below the mini- 
mum fair trade prices the compa- 
ny has fixed for its products. 


Gaines Offers Snow Elt 

Gaines Dog Foods, Battle Creek, 
Mich., is offering a 20” Snow Elf 
resembling Santa Claus as a holi- 
day season premium. Made of flan- 
nel and plastic, it is available to 
consumers for $2.25 and cutouts 
from Gaines biscuits, bits and dog 
food. 


Gonvainguez les leeteurs On nents 
de Ghrot—ils en parleront aur autred / 


EVEN IN FRENCH IT’S: “Sell the POST fi INFLUENTIALS —they tell the others!” 
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King-Led Enthusiasm for 
Jazz Helps Make Radio 
Country’s Top Medium 


By Elizabeth Ortiz 

BanckoK, Nov. 5—Although 
advertisers were uneasy after last 
month’s bloodless military coup, 
which unseated longtime dictator 
Pibulsonggram, agency business 
is now back to normal in Thai- 
land. 

George Griffin of Grant Adver- 
tising, the largest agency here, 
told Apvertistnc Ace he is confi- 
dent conditions will improve as a 
result of the change. 

Mr. Griffin does not believe the 
government will restrict imports, 
thus losing the considerable in- 
come gained from taxes, which 
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»..in CENTRAL OHIO! 


and 
here's No matter how you look at it, spending is BIG in 
the Central Ohio . .. and getting BIGGER all the time. 
right To get the big bulk of this billion dollar market you 
wa need The Columbus Dispatch . . . biggest in circula- 
y tion in Columbus and the 12 county trading area. 
ve The Columbus Dispatch dominates 
reach this sales-rich market daily and Sun- 
this day, 
. When you’re in The Dispatch you’re 
sateo-rich sure of BIG returns from this BIG 
market... market .. . write for the facts. 


Columbus Bisputch 


Read in more than 4 out of 5 Columbus homes daily . . . 9 out of 10 Sunday 


NATIONAL REPRESENTATIVES: O'Mara & Ormsbee, Inc., New York, Chicago, Detroit Los Angeles, San Francisco 
RESORT REPRESENTATIVES: McAskill, Herman & Daley, Inc., Miami Beach 


Thailand Consumers Are Responsive 
to Ad Appeals Urging Modern Ways 


run 50% on most items. And it is 
import restrictions that would 
hurt advertising most, as few ad- 
vertised products are made local- 
ly. 
Elections are scheduled for Dec. 
15, and though martial law is still 
in force, it sits very lightly here 
in the capital. Even the green 
U.S.-built tanks at strategic cross- 
roads have gone now, and with 
them the soldiers who took 
turns at noontime siestas in their 
shade. 


® The interim government head- 
ed by Prime Minister Pote Sara- 
sin has reaffirmed its dislike of 
communism, and its adherence to 
the free world’s ideals, which 
means continued support from 
SEATO (South East Asia Treaty 
Organization), whose headquar- 
ters are here. 

Proof of the generally optimis- 
tic feeling around town is Grant's 
announcement that the Ed Sulli- 
van show, with Kodak sponsoring, 
is on its way. 

But it is not military coups that 
really bedevil advertising agen- 
cies in this tropical Asian country. 
Media constitute the headache. 

With no auditing system for 
circulation, and with what has 
been described by one media di- 
rector as “a sort of personal ap- 
proach—you might call it shaking 
hands under the table,” the ad- 
man here has problems not known 
in the U. S. 


® To get even probable circula- 
tion figures requires some in- 
spired guessing, which can bring 
a circulation of 60,000 down to 
16,000, with a comparable rise in 
discount. 

That’s another problem. Media 
give commissions which vary all 
the way from nothing. And, like 
as not, the advertising manager 
is someone’s wife and entitled by 
tradition to a 5% kickback. 

Thailand, unlike many Asian 
countries, has no literacy problem, 
yet magazine and newspaper cir- 
culation is not high, and it is con- 
centrated in the capital. The pro- 
vincial press may print only cn 
lottery drawing days in many in- 
stances. 

Radio is the most effective out- 
let, with very high set ownership 
—estimated as up to 80% of 
householders in Bangkok itself. 
But here again the problems fac- 
ing the agencies have a unique 
flavor. 


# Virtually all stations are gov- 
ernment owned and run, as even 
the “independent” Thai tv and ra- 
dio is currently subsidized. The 
Army signal corps operates 30% 
of the stations. With little or no 
money for programs, it contents 
itself with playing local and U. S. 
popular music. Fortunately, Tha- 
is, from the king down, are pas- 
sionately addicted to American 
jazz. Unfortunately, for the agen- 
cies, broadcasting schedules are 
apt to run wild at times. 

Spots and jingles are used most, 
and with 24 stations they must be 
widely placed to reach any audi- 
ence at all. 

The copy approach surprisingly 
presents no problems. Thais are 
modern in their outlook and re- 
spond to advertising that tells 
them to do things the new, effi- 
cient, easy modern way. 

When the product is a detergent 
powder like Fab, Tide, Cheer or 
Omo, all of which sell here, it is 
easy to see why sales are rising. 


® The alternative is beating the 
washing on a stone beside the 
klong (canal)—either your own 
private klong in the garden, or 
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one of the many that wind 
through the city. 

Most of the stations are 1 kw, 
and they concentrate on _ short 
wave. The government’s public 
relations department station is 
more powerful, with 5 kw. Reve- 
nue from advertising goes either 
to helping build new stations, or 
into welfare funds. 

The stations are run both hon- 
estly and, within their limitations, 
efficiently, so that the change in 
regime is not likely to mean any 
change in the practice of allowing 
commercial advertising. The jin- 
gles, which are enormously popu- 
lar, are straight translations of 
original American ones. 


s Television is growing. To date, 
there is only one station—HSI- 
TV, owned by the Thai TV Co. 
But it is the most modern in the 
Far East, and the Army plans on 
a new tv station next January. 

It is estimated that there are 
10,000 sets within reach of HSI- 
TV’s 10,000-watt RCA transmit- 
ter, a high figure for a city of not 
quite 1,000,000 people. Recently 
the station extended its telecast 
from four to five days a week. 

Though there is the usual ad- 
diction to old British and Ameri- 
can movies, what Thais like best 
are giveaway programs. 

“Pick A Box” is probably the 
biggest favorite, since it appeals 
as well to the Thais’ lively sense 
of humor. The program is spon- 
sored by Fab and Colgate dental 
cream, and as many as 500 re- 
quests to participate come in 
weekly. 

Contestants earn the right to 
pick a box by correctly answering 
three questions, and then choose 
one of the boxes on stage, half of 
which are filled with gag prizes, 
the rest with fine prizes such as 
tv sets, stereo cameras and so on. 

The emcee then bids for the 
box from the contestant, who may 
refuse as high as 1,000 baht ($50) 
for what turns out to be a banana, 
or accept 100 baht ($5) for a tv 
set. The program is simulcast on 
radio and tv. 


s Advertising is a very new busi- 
ness in Thailand. Grant, for ex- 
ample, has been established here 
for only a year and a half, and 
previously advertising was han- 
dled mostly by the companies 
themselves. Nothing as yet is 
standardized, and the big effort at 
present is to get standardization. 

Covering the agency field are 
Grant, Cathay Advertising, whose 
head office is in Hong Kong, and 
four Thai agencies. 

Much of the advertising is tri- 
lingual, that is in Thai, Chinese 
and English. There is a large Chi- 
nese community here, and since 
English is now a compulsory sec- 
ond language in the schools, this 
trend, particularly in poster ad- 
vertising, will almost certainly 
continue. 

Bewildering though the posters 
may look in Thai, with its strange 
involved script, one stands out— 
absolutely recognizable. It is Co- 
ca-Cola, with Pepsi a hot favorite 
among the Thais. Mostly Bud- 
dhist, they don’t touch hard liquor, 
and somehow Coke in Thai looks 
just like Coke in English. # 


‘La Presse,’ ‘Toronto Star’ 
Increase Ad Rates 
La Presse, Montreal, will in- 


crease its Canadian edition line 
rate from 65¢ to 70¢ and from 55¢ 
to 60¢ for 1,000 lines or more with 
the Jan. 1, 1958, issue. Color gra- 
vure section rates will also ad- 
vance from $1.10 to $1.20 a line in 
monotone; from $1,250 to $1,300 
for two-color pages and from $1,- 
450 to $1,500 for four colors. The 
supplement will be enlarged from 
24 to 32 pages on Jan. 4. 

The Toronto Daily Star will in- 
crease its general advertising rate 
from 90¢ a line to $1 beginning 
Jan. 2, 1958. Rate for a b&w page 
will go from $2,494 to $2,772. 
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Nabisco Elects Cave, 4 Others 
VPs; Names 3 Senior VPs 

Nile E. Cave, formerly general 
manager of the sales department 
of National Biscuit Co., New York, 
has been named vp for sales, ad- 
vertising and marketing. In the vp 
spot he succeeds Lee Bickmore, 
who transferred last April to the 
Nabisco executive department. 
Nabisco also has elected four 
other vps and has advanced three 
vps to senior vps. New senior vps 
are Mr. Bickmore, George A. 
Mitchell and Russell M. Schultz; 
new vps are Frank K. Montgomery 
Jr., special products division; Rob- 
ert E. Adams, bread division; Ed- 
ward A. Otocka, operations, and 
C. Eugene Lair, purchasing. 


Bonner Joins Campbell-Downe 
Charles W. Bonner III, formerly 
public relations director of the 
New York Multiple Sclerosis So- 
ciety, has joined Campbell-Downe 
Inc., New York agency, as vp and 
account executive. 


TWICE AS SALES-BIG AS THE NATION! 


Retail Sales per household in Kankakee—$7,873; 104% above the national average* 


We don’t attempt to imply that Kankakee householders spent 
$7,873 in retail sales last year. It isn’t true, even in this above average 
income area ($6,579 per household). But figures do tell the market 
story .. . as nearly half of Kankakee’s $70,149,000 retail sales are 
“drive-in” dollars, coming from Kankakee’s rich, surrounding area, 
whose residents look to Kankakee as their market-place .. . and 
for their newspaper. 


98% 


COVERAGE OF THIS 
ENTIRE MARKET 


Kanxaxee Dairy Journar 


National Advertising Representative, WEST-HOLLIDAY CO., INC. 


*1-1-57 SRDS ESTIMATES 
OF CONSUMER MARKETS 


ask any 
Oklahoman 


. about the mighty University of Oklahoma foot- 
ball team. Hang onto your hat! Chances are you're 
talking to a rabid fan . . . and one who’s equally 
enthusiastic about WKY-TV for bringing him games 
he can’t attend himself! 

WKY.-TV is the only Oklahoma City station 
ever to carry Sooner home games. It’s part of 
WKY.-TV’s policy of bringing Oklahomans the tele- 
vision fare they want. Oklahomans respond with 
almost unbelievable loyalty, reflected in a con- 
vincing rating and coverage story that proves 
WKY-TV is your best buy. Ask your Katz man! 


WKY-TV 


OKLAHOMA CITY 


NBC Channel 4 


THE WKY TELEVISION SYSTEM, INC. 


ett Gq 
Pioneering 
Color TV 


WKY OKLAHOMA CITY 
WTVT TAMPA - ST. PETERSBURG 


WSFA-TV MONTGOMERY 
Represented by the Katz Agency 
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Sees Continued Volume 
for Building Industry 

To the Editor: You are familiar 
with the expression, “A house is 
not a home until it’s lived in.” In 
our opinion, this has as many as- 
pects of a practical nature as those 
that might appeal to sentiment. 
And it comes to mind in connec- 
tion with your recent report of a 
meeting in San Francisco at which 
Henry Luce spoke (AA, Sept. 23). 
While he is a great and esteemed 
publisher, please let me assure you 
that he cannot speak for the build- 
ing industry wherein he says, 
“How many new cars would De- 
troit sell if Ford, Chrysler, and 
General Motors spent all their ad- 
vertising dollars telling motorists 
how easy it is to fix up a 1950 car 
to be just as good as a ’58”’? 

This might seem like a heroic 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


thing to say in addressing a small 
but prejudiced segnfent of the 
building industry whose interests 
lie primarily in the sale of specu- 
latively built homes in large met- 
ropolitan cities, but it deprecates 
and belittles a much more impor- 
tant area of light construction—the 
home improvement and remodel- 
ing business from which most 
builders, dealers and manufactur- 
ers derive a large part of their vol- 
ume and profits. Tract builders 
represent but a small part of the 
light construction field, and while 
the market in speculative or tract 
building is substantially down at 
the present time, its cure will not 
be found in unrealistic analogies 
that compare the building business 
to the automobile business. 
Today the home improvement or 
modernizing business, along with 


maintenance and repairs of homes 
and non-residential structures, is 
building’s biggest business, and 
people who know their way 
around in the building field all re- 
gard it as an industry segment 
whose dollar value will exceed 
new home building in 1957 and for 
the next couple of years. 

After all, there are 45,000,000 
homes in the U.S. and almost ev- 
ery one of them represents a mar- 
ket for building products used in 
the expansion of homes that are 
too small or the modernizing (both 
exterior and interior) of older 
homes that, for reasons of loca- 
tion, as well as others, the owners 
want to continue living in. 

The consensus at the present 
time is that new home building 
will continue on its present level 
for the next couple of years— 
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around a million homes per year. 
While this, of course, is not up to 
the peak years of the last decade, 
it is good volume and when added 
to the ever increasing home im- 
provement and remodeling busi- 
ness they provide a very respect- 
able sales target for manufacturers 
to shoot at—equal to the markets 
we have experienced in the past 
few years. 

So you can see that builders and 
dealers (exclusive of the area of 
tract building) will continue to do 
a substantial volume in 1958, and 
manufacturers who do a good sell- 
ing job in the right places will 
likewise enjoy good business. 

Maurice P. Driscoll, 

President, Industrial Publica- 

tions Inc., Chicago. 


Springmaid’s McMartin 
Mystifies This Reader 

To the Editor: Springmaid ads 
have always struck me as being 
a trifle insipid and consistently in 
poor taste. The attached full-page 
ad from the November issue of 
McCall’s is spectacularly so. 

Will someone please explain to 
this bewildered reader why any 
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manufacturer would invest good 
money in a presentation such as 
this? I could excuse the college- 
year-book-type art if the copy 
were well written—or even funny. 
But it’s not! 

And how in Hell (if Mr. Martin 
McMartin St. Martin III isn’t kid- 
ding—and I hope he is) do you 
pronounce QUTTUN? 

Guy Marsh, 

Sales Promotion Department, 

Encyclopaedia Britannica, Chi- 

cago. 
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Advertising Needs Explaining 
to Public, Borton Insists 

To the Editor: In the Oct. 7 
issue you reported a speech in Day- 
ton by James Proud, AFA presi- 
dent, in which he argued that ad- 
vertising needs no defense by ad- 
vertising people; that it should be 
left to speak for itself. 

I agree with Jim if by “defense” 
he means boasting about advertis- 
ing and what it does or reciting its 
faults and apologizing for them. 

But advertising certainly does 
need explaining to the public, to 
legislators and to business. Per- 
haps just as much to the people 
who (as you pointed out in your 
editorial of Oct. 14) expect mirac- 
ulous results as to those who ques- 
|tion its effectiveness. 

Casual conversations quickly re- 
veal that people of all classes fail 
to understand advertising, even 
though they may like it and be in- 
|fluenced by it. And such lack of 
|/understanding leads executives to 
question advertising budgets, legis- 
| lators to consider restrictive laws, 
teachers to argue against our work, 
and buyers to doubt our state- 
ments. 

This lack of understanding is not 
surprising. 

Remember that advertising takes 
an investment of 10 billions a year 
—two or three times as much as 
all the rest of the world put to- 
gether, more than we spend for all 
religious activities, almost as much 


as we spend for all forms of or- 
ganized education. Remember that 
a single television program may 
cost over a hundred thousand dol- 
lars and a single magazine page 
over $30,000. Remember that ad- 
vertising has spread the knowledge 
and use of a product across the na- 
tion in a matter of weeks. Remem- 
ber these and all the other almost 
unbelievable facts about advertis- 
ing. 

Then remember that the man on 
the street hears these facts but he 
doesn’t know why and how they 
happen unless we tell him. That 
explanation is what he wants and 
what we should explain at every 
opportunity. 

Defense of advertising? No. Ex- 
planation of advertising? Yes. 

Elon G. Borton, 
Chapel Hill, N. C. 


e e * 
Hood Ad Criticism 
Puzzles Agency Man 


To the Editor: Sam Greenbaum’s 
comment in your issue of Oct. 21 
on an ad by our client, Hood Chem- 
ical Co. Inc., has us puzzled. We 
are not quite sure what his objec- 
tions are. 

The front pages of Philadelphia 

papers on the same day the ad ran 
carried stories quoting a leading 
medical authority to the effect that 
immunization and home sanitation 
were about the only effective 
measures against Asian flu and 
| similar virus diseases. 
| We feel compelled to also point 
lout that the ad in question was 
voluntarily submitted to, and ap- 
proved by, the U.S. Department of 
| Agriculture, the Food and Drug 
| Administration, and the Federal 
Trade Commission before it was 
run. Therefore, if Mr. Greenbaum 
means to imply that the ad is not 
factual in any way, we must dis- 
agree. 

It is just good marketing sense 
for a company to use any legiti- 
mate and ethical means at its dis- 
posal to enlarge the market for its 
product. The very fact that Hood 
is still receiving congratulations 
from all quarters, including com- 
petitors, for its dignified and re- 
strained presentation of a new (or 
overlooked) use for this product 
is proof enough in itself of this 
fact. The many newspaper and ra- 
dio editorials featuring this new 
product use have only served to 
confirm it. 

Certainly we and our client, one 
of the most respected companies 
in its industry, deplore the cur- 
rent reckless jumping-on-band- 
wagons. However, we believe that 
taking advantage of a unique mar- 
keting situation with an honest 
product story, honestly presented, 
should be applauded as the very 
heart of good advertising: public 
information. 

And good health to you, Mr. 
Greenbaum. 


J. W. Daniels, 
Pritchard, Daniels & Dreher, 
Ardmore, Pa. 


‘How Much Is Too Big?’ 


To the Editor: Former President 
Harry S. Truman advised the Na- 
tional Assn. of Radio & Television 
Broadcasters “not to get too big 
for its britches” in its opposition to 
pay tv (AA, Oct. 14). 

Continuing, the former President 
said: “Don’t get it into your heads 
that you can control any line of 
communications for entertainment, 
advertising or anything else. Re- 
member that, in this free country 
of ours, when an outfit gets too 
big for its britches, its britches 
will split and expose the wearer 
to investigation, ridicule and re- 
form.” 

How much is too big? How much 
freedom remains? Should govern- 
ment control still more of our lives 
and means of making a livelihood? 
Should government own and con- 
trol all means of production, prof- 
its, rents, and interest rates? 
| Many people believe that “gov- 
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ernment is best which governs 
least,” but the trend seems to be to 
have the government do it. Sorry 
to say, some men in business seem 
to follow this trend. 

F. B. Trisko, 


First Earth Satellite 
Misses Bell Invention 


To the Editor: ...SOMEBODY 
GOOFED! 
Generally it isn’t much fun re- 


ceiving my phone bill each month, 
but this month I did enjoy it. My 
enjoyment stems not from receiv- 
ing the phone bill itself, which I 
always feel is too high, but from 
the enclosure accompanying the 
bill. Millions and millions of Bell 
users have come to know this en- 
closure as “TELEBRIEFS.” Please 
find their latest enclosed. 
Occupying almost the entire top 
half of the first page of “TELE- 
BRIEFS” is an artist’s conception 
of the “first earth Satellite” 
streaking around the world. Ac- 
companying this dramatic art 
work is an equally dramatic an- 
nouncement that “Bell Invention 
Will Ride in First Earth Satellite.” 
The article starts off with the 
earth-shattering announcement 
that “some time next spring a 
powerful, three-stage rocket will 
zoom into the atmosphere.” The 
beginning of the next paragraph is 
where Bell Telephone really pops 
its terminals when it says, “This 
will be the world’s first man-made 
satellite, and its launching will 
mark the United States’ most spec- 
tacular contribution to the Inter- 
national Geophysical Year research 
program.” 
Richard E. Hellyer, 
Advertising Department, Sun- 
beam Corp., Chicago. 


No Hard Feelings 

To the Editor: I don’t believe 
that in all of my life have I read 
anything quite as nauseating as the 
article in your Oct. 7 issue en- 
titled “Esther Williams Plunges in- 
to Marketing Depths with Dich- 
ter.” The only thing that it does 
for me is to remind me to go home 
and read Gibbon’s “Decline and 
Fall.” 

Personally I think it might be 
well if both Esther Williams and 
Dr. Dichter were dropped into 
a well-filled swimming pool, with 
lead weights, that is. 

How degraded can advertising 
get, may I ask? 

Dorothy Lueders, 
Chicago. 


AA Gets a Tip on Readership 
To the Editor: If you want more 
readership for ADVERTISING AGE, 
print more stories by James V. 
O’Gara. His piece on the Esther 
Williams swimming pool meeting 
(AA, Oct. 7) reached a new high 
in trade paper journalism. 
Daniel J. Donahue, 
National Advertising, Minne- 
apolis Star and Tribune, Min- 
neapolis. 


‘Profound Yet Succinct’ 

To the Editor: Request permis- 
sion to reprint editorial Sept. 9 
issue “Maturity With Us Again” 
for distribution our sales organi- 
zation. Most profound and yet 
succinct analysis I have encoun- 
tered. To those who will thrive 
its implications are clear. 

R. P. Alberts, 

South Central Division Man- 

ager, Universal Match Corp., 

Dallas. 


Comments on ‘Cotton Test’ 
Lawsuit Implications 

To the Editor: After reading the 
news article on the “Cotton Test” 
lawsuit in your Oct. 29 issue, the 


public can hardly be expected to 
attach much credulity to adver- 
tising claims. 

Public cynicism can be the only 
result of a so-called “demonstra- 
tion” conceived for one product to 


.| “prove” its superiority being later 


employed to “prove” an identical 
superiority in a competing product. 
Randolph Gregg, 
Roanoke, Va. 


What About % Price Sales? 


To the Editor: The Chicago Bet- 
ter Business Bureau properly cas- 
tigates a retail Firestone tire ad 
(AA, Oct. 7) for its misleading 
“razzle-dazzle.” 

In regard to one of the items 
advertised the BBB says, “The 
price of ‘Only $16.80’ plus tax and 
recappable tire for the Premium 
Nylon ‘500’ prevails only after a 
purchaser has bought one tire at 
the regular no-trade-in price of 
$28.” 

Well said. But may I point out 
that recently there has been a rash 


of national ads announcing “half- 
price” sales, with the stipulation 
that one bar—or bottle or what- 
ever—may be bought at half price 
when another is bought at full 
price. Actually, of course, this is a 
“three-quarter-price” sale, not 
half-price. 

But the BBBs have been silent 
regarding these ads. One gets the 
impression that, in the BBBs lex- 
icon, the big multi-million-dollar 
advertisers are beyond reproach. 


Thinks ‘Persuaders’ Jarred 
Weir's Guilt Feelings 

To the Editor: Judging by the 
intemperate language in which the 
bibulous* Mr. Weir expressed his 
irrelevant ideas in “tongue-lash- 
ing” Mr. Packard (AA, Oct. 28)—I 
would guess that the Packard the- 
sis jarred some of Mr. Weir’s deep- 
ly impacted guilt feelings. He 
seems to have taken some of the 
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book’s implications too personally.| at lunch with Pierre...” 

*Justified by his admission of David Shulgold, 
having had “five martinis, a Cha-| Advertising, Public Relations, 
teau Neuf ’53, and two Cointreaus| Los Angeles. 
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S56. U.S. PAT. OFF. 


MARKS OF A TRADE. The snake, famed for healing 
power, coils on Aesculapius’ staff, age-old medical 
sign. The Greek word “caduceus"’ is from the verb to 
proclaim. The proclaimers of old carried a wand or 
staff—a caduceus—as a sign of their authority. Mercury, 
as messenger of the gods, carried a caduceus with 2 
serpents twined about it to denote wisdom, and 2 
small wings at the top signifying dispatch. 


REO. U.S. PAT. OFF. 


“ORLON” and “DACRON” are trademarks, too 


Use them to build your business! 


As the caduceus distinguishes the medical profession, our 
trademarks distinguish the unique qualities and character- 
istics of our two modern-living fibers. ““Orlon”’ distinguishes 
our acrylic fiber; “Dacron”, our polyester fiber. As we use 
and protect these trademarks, they become more meaningful 
and valuable both to consumers and to the trade. 


For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers Department, 
Section AA, Room N-4531, E. I. du Pont de Nemours & Co. 
(Inc.), Wilmington 98, Delaware. 

When using these trademarks, always remember to: 
Distinguish “Orlon” and “Dacron” —Capitalize and use 


quotes or italics or otherwise distinguish by color, lettering, 


art work, etc. Describe them—Use the phrase “Orlon” 

acrylic fiber or “Dacron” polyester fiber at \east once in any 

text. Designate then—In a footnote or otherwise designate 

“Orlon” as Du Pont’s trademark for its acrylic fiber and 5 
“Dacron” as Du Pont’s trademark for its polyester fiber. 


TEXTILE FIBERS DEPARTMENT 


REG. U. 5. PAT.OFF 


BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 
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Carling Names Gould 


has been with Carling about two 


Carling Brewing Co., Cleveland,| years as brand manager for Red 
has named Robert S. Gould brand| Cap ale, which he will continue to 
manager to coordinate marketing| manage in addition to his Stag 
activities of Stag beer. Mr. Gould | duties. 


You, too, can get ebredtwve merchandising 
help in Muncie, 


Mr. Campbell Gillespie, President of the 
Muncie Pepsi Cola Bottling Co., says, “I 
can heartily recommend the Muncie Star & 
Muncie Evening Press for excellent cooper- 
ation and merchandising assistance in con- 
nection with our newspaper advertising. 
They are always ready and willing.” 


The MUNCIE STA 


w National 


Representatives: Kelly-Smith Company 


R * MUNCIE EVENING PRESS 


MUNCIE, INDIANA 


Ernie Kovacs’ Book 
Beats TV Industry 
About (Rabbit) Ears 


By Maurine Christopher 

New York, Nov. 5—People who 
buy Ernie Kovacs’ novel “Zoomar” 
($3.95, Doubleday & Co.) because 
they are expecting a funny book 
are going to be disappointed. 

People who buy this first novel 
expecting a well thought-out de- 
bunking of television’s foibles and 
big shows will be equally disap- 
pointed. 

What Mr. Kovacs does in his 
book is to paint a picture of a tv 
world populated primarily by gut- 
ter-minded, vulgar-talking, sex- 
obsessed individuals. Even the 
product names in this story about 
a man who rises from an account 
executive’s job at Cunningham, 
Thurber & McClean to head of 
West Coast operations for United 
Broadcasting Co. were selected for 
pornographic effect. 

Thrown in with this unconvinc- 
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ing cast of characters from time totimes the sketches that were con- 


time are the names of real people, 
such as New York’s top radio-tv 
critics and some television per- 
formers, although they do not play 
an important part in the story. 

In some other cases the names 
are changed slightly, but most peo- 
ple in the industry probably will 
think they know who the author 
had in mind. 

There is, for example, “John 
Hope...a respected syndicated 
columnist whose reviews were 
masterpieces of wit.” John Hope is 
the character Mr. Kovacs uses to 
size up the tv industry and its per- 
formers. Among other things, John 
Hope had this to say: 


s “Performers are on from morn- 
ing to night. Garroway is a tre- 
mendous personality. You can’t 
call him a performer. But he has 
that great combination of simplic- 
ity and authority. Look what he 
did for ‘Wide Wide World’... 
“Sid (Caesar) is a craftsman... 
When he did a skit, he was believ- 
able...in the character. Some- 
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Ever wonder whether or not to use a coated 
paper for a mailing piece? It can givé a 
mailer a quality look. On the other hand, it 
may be too costly for your budget. 

Your printer, lithographer, or screen processor 
can give you the answer. He’s a storehouse 
of information and ideas. Because of his wide 
experience, he can help you avoid pitfalls, 
help you save money and get your job out 


Ce he geas 
dee 


MAILING PIECE 


WEAR A COAT? f 4 


« AG 


faster. That’s why it’s so important to talk ‘ 


with him before you start work on any 4 


mailing piece. 


You'll like working closely with your printer, ‘ 
lithographer, or screen processor. We know 
because we've done it for years in bringing | 

them the quality papers they need to serve | 

you best—the most complete line in the world! 

The Mead Corporation, Dayton 2, Ohio. 


. Sp Ree 


Sales Offices: Mead Papers, Inc., 

118 West First Street, Dayton 2, 

Ohio + New York - Chicago - Boston 
Philadelphia - Atlanta 
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ceived as satires ran too close a 
parallel to the thing he was satiriz- 
ing. Then the audience became in- 
terested in the plot, forgot it was 
watching a satire and the laughs 
lessened a bit as the people became 
too interested in the story.” 

(And what about Kovacs?) “Too 
erratic. His comedy is too extreme 
and too frequently he gets its 
punch line from the grisly side of 
life...man being torn apart by 
horses ... trick golf expert missing 
the golf ball and bashing in his as- 
sistant’s head... 


= “The networks are at fault 
pushing off some of the lousy stuff 
we sit through. They bow to the 
sponsor. The sponsor can look at a 
half-hour pilot film which was 
made with an audience of the com- 
ic’s friends with a laugh track add- 
ed, hear the fake laughs and ap- 
plause and buy the show on the 
strength of one half-hour show. 
Great shows like ‘Omnibus,’ ‘Meet 
the Press,’ ‘Wide Wide World’ had 
to fight constantly to convince ev- 
eryone that this is television at its 
best. If a show’s rating drops, the 
‘experts’ run in.” 

But it’s the principal character 
in the book who really sounds off 
as to what is wrong with television. 
After having been accused of be- 
ing a little emotional, he snaps 
back with: 


s “Yes, I am being emotional. 
Some of our programs might be 
conceived with some emotion in- 
stead of bookkeepers following the 
old Hollywood concept of the aver- 
age audience being a 12-year-old 
mentality... 

“The people who earn enough 
money to buy expensive television 
sets aren’t idiots. They have re- 
sponsible jobs in life. They hook 
up phones, make water come out 
of your faucets, wire up houses so 
that light bulbs go on when you 
turn a switch. You don’t see a cab 
driver sucking a lollypop, do 
you?... 

“This metal box has other pur- 
poses besides showing cowboys as 
they looked 20 years ago, shooting 
blanks at each other from behind 
trees that are becoming as familiar 
to the television viewer as his next 
door neighbor... 


s “And the networks can’t blame 
the sponsors. The cost accounting 
system you (networks) have all 
fallen into is making decent pro- 
gramming impossible. You scream 
about going over budgets. What 
budgets? Those numbers on a piece 
of paper in a ledger? How can the 
repair of a kitchen chair come to 
a $75 billing? If a housewife ran 
her home this way, her husband 
would break her jaw. And where 
does the $75 come from or go? It 
comes from no place and goes no 
place. It’s only on paper. But is it 
possible to go out and replace the 
chair for five dollars? No, it’s 
departmentally impossible. The 
kitchen chair must be trucked at 
the cost of a hired limousine, taken 
to a specific shop, repaired by spe- 
cific people, with each facet of the 
operation sending in their bills, 
which read like science fiction.” 

It is in such rare sections as 
these when Mr. Kovacs’ characters 
are concerned with their business 
—a business in which Mr. Kovacs 
has had wide experience—that this 
novel is most interesting. + 


British Ad Organization 
Sets Up Internctional Unit 

The British Advertising Assn. 
has established a new standing 
committee to assist British agen- 
cies and advertisers active in over- 
seas marketing. The committee— 
headed by Alex Wolcough of Shell 
Petroleum Co. Ltd.—will main- 
tain a comprehensive index of 
sources of information on inter- 
national marketing, sponsor dis- 
cussion groups and meetings and 
work with other groups concerned 
with these prcblems. 
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READY—Discussing plans for the 
annual promotional tie-in of Al- 
bers division of Carnation Co. 
. with the California Turkey Ad- 
visory Board are R. J. Davis, as- 
sociate ad manager of Carnation 
frozen foods; R. C. Hare, Carna- 
tion pr supervisor, and Leo Pearl- 
stein, Lee & Associates, pr com- 
pany representing the board. The 
promotion boosts corn meal 
dressing for turkeys and suggests 
Carnation’s frozen pumpkin and 
mince pies as related items. 


NCAA Blackout of 
‘Queen's Game’ TV 


Irks Station Exec 


WASHINGTON, Nov. 5—George 
F. Hartford, vp of WTOP-TV, has 
written to two Maryland congress- 
men and senators and to the U. S. 
Attorney General protesting the 
“dictatorial powers” of the Na- 
tional Collegiate Athletic Assn. 

Mr. Hartford’s ire was raised 
when the NCAA refused to let 
WTOP-TV cover the Maryland- 
North Carolina football game 
which was attended by Queen 
Elizabeth II Oct. 19. 

“If you were one of the fortun- 
ate 40,000 who crammed into Byrd 
Stadium to see the ‘Queen’s game’ 
between Maryland and North Car- 
olina, you saw a scene that may 
never again be repeated, at least 
for years to come—the Queen of 
England in attendance at an Amer- 
ican football game,” he wrote. 


s “I tried hard to get to televise 
this ‘once-in-a-hundred-years’ 
feature. I felt that here was a 
show viewers would remember 
the rest of their lives; a show that 
made front-page news the world 
over. 

“The University of Maryland 
was willing to have the game tel- 
evised. Howard University, the 
only school in a 90-mile radius 
that was playing a home game on 
that date, and consequently the 
only NCAA member that could 
have objected, wasn’t even quer- 
ied. Hundreds of -thousands of 
people in the Washington-Balti- 
more area would have given any- 
thing to see the Queen of England 
and Prince Philip, not to mention 
the entourage of attending digni- 
taries. 


s “But the NCAA refused to give 
its August blessing and the Amer- 
ican public was deprived of a 
great show. I think it is a sad 
commentary on our system of 
government when a group of men 
like the NCAA can rule with the 
dictatorial powers they seem to 
possess,” Mr. Hartford asserted. 


of the NCAA television commit- 
tee, said the station’s request was 
refused because a specific provi- 
sion in the NCAA’s 1957 plan for- 
bids the local telecasting even of 
sellout games if another NCAA 
game is being played simultane- 
ously within 90 miles of the 
transmitter. He said the univer- 
sity within the 90-mile area is 
never queried in such cases. # 


Moore Adds Hoffman Fuel 
Moore & Co., Stamford, has 
been named to handle advertising 
and publicity for Hoffman Fuel 
Co., fuel oil distributor in 
the Stamford-Bridgeport-Danbury 
area. Bette Crumpacker, formerly 
public relations manager of Slen- 
derella International, has joined 
Moore as public relations director. 


Edwards Names Farquhar 

O. M. Edwards Co., Syracuse, 
N.Y., has appointed Farquhar & 
Co., Utica, to handle advertising 
for its line of window assemblies. 
Moser & Cotins is the previous 
agency. 


California Metropolitan 
Markets in order of Retail 
Sales & Spendable Income. 


1. Los Angeles-Long Beach 

2. San Francisco- Oakland 

3. San Diego 

4. RIVERSIDE, SAN BERNARDINO, 
ONTARIO 

5. San Jose 

6. Sacramento 

7. Fresno 

8. Bakersfield 

9. Stockton 

10. Sante Barbera 


see the man from 
RIVERSIDE PRESS 


and ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


Asa Bushnell, program director 
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Merchandising at the POINT-OF-SALE 


®@ Litnhographed displays for ind sta use ¢ Animated Dispiays 
@ Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik® Seif-Stik Displays 
@ Mystik® Can and Bottie Holders © Mystik® Seif-Stik Labels * Squee-zel* 


® Econo Truck Signs * Booklets and Foidere *« Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 38 


WE'VE GOT WHAT IT TAKES 
TO GET YOU 
OFF THE HOOE 


if you are hung-up over 
Merchandising at the Point-of- 
Saie—we would like to get you 
back on firm footing with solid 
down-to-earth help. 

First of all, we are specialists. 
For more than half a century, 
Chicago Show has devoted its 
talents to one phase of advertising: 
Producing merchandising 
programs that sell hard at the 
point-of-sale. We like to think of 
ourseives as a “House of ideas,” 
converting sound sales ideas into 
dynamic merchandising programs 
designed to increase traffic at the 
retall leve!l—yet tied in closely with 
your overall promotion scheme. 

Our nation-wide staff of experts 
want to sink their hooks Into your 
point-of-sale problems. We can 
follow through on every detail! — 
from idea conception to job 
completion—for a single display, 
or a year-round display program. 
How about talking your probiems 

over with us today. We'll show 
you how to get action where 
it counts-—at the cash register. 
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THE 


LANDING 


STRAY 


as seen by 
JOHN BURGOYNE 


©] nce upon a time there was a cave- 
man. He moved his cooking fire into 
the cave only when bad weather dic- 
tated such a requirement. His woman 
sat by the blaze rotating a chunk of 
meat on a spit while he relaxed with 
a half cocoanut shell filled with a 
fermented drink called grunch. Oc- 
casionally he would swat at an an- 
noying fly with the wing of a bat 
kept handy for the purpose, or scratch 
an area where the bugs had already 
scored hits. 


We used to have happy reflections on 
the progress of fs «hy and the de- 
velopment of the stove to its present 
glistening automatic gadget perfec- 
tion. But it seems the circle has been 
completed. The caveman we write of, 
is back again. In fact, he’s moved in 
right next door! 


> 2 = 


Filling sugar bowls is one of the 
multitude of minor household tasks 
noted by the sage who stated a 
woman's work is never done. Some 
of the cereal boys have at least made 
this chore less frequent. The hoppin’ 
poppin’ little breakfast vitamins now 
come all sugar coated in the box al- 
ready, and the chillun eat ‘etn both 
wet and dry. Love ‘em, too! That's 
what Burgoyne found out when he 
checked the sales performance of one 
of these sweet-tooth-fillers in Char- 
lotte, Minneapolis and Canton. It 
didn’t stay on the shelves for long! 


_ a ae 


Time was when tapioca was a time- 
consuming task to prepare and you 
had to pry it loosce from the pot with 
a putty knife. It was tough to get 
loose from the upper plates, too. No 
more. Now a delicious, smooth and 
creamy dessert takes only minutes 
to whip together, and the whole fam- 
ily goes for the stuff with gusto. 
When Burgoyne looked into the new 
tapioca situation in his ready panels 
of stores in the test cities of Syracuse, 
Roanoke and Louisville he found the 
new product a fast mover. Our tapi- 
oca making friend has “revved up” 
the wheels of production with gay 
assurance. 


~*~ * * 


Put the message “Wanna see Bur- 
goyne” on your pigeon before you 
turn her loose. Burgoyne researchers 
will come a-wingin’ and get you your 
answers faster’n you kin eat a squab. 


FURST WATIONAL BANK BLOG, CINCINNATI 2, OHIO 


A. Burke Crotty, who has just 
been named vp in charge of radio 
and television at Ellington & Co., 
is one of television’s pioneer pro- 
ducer-directors. 

Mr. Crotty’s tv career dates 
back to the spring of 1939, when 
he was taken out of the National 
Broadcasting Co. press depart- 
ment, where he ran the photo sec- 
tion, and given the assignment of 
supervising tv coverage of the 
opening of the New York World’s 
Fair. He got the job, Mr. Crotty 
thinks, because he had had some 
experience working with motion 
picture newsreel companies. 

This first television “spectacu- 
lar,” which ran about two and 
one-half hours and was climaxed 
by a speech by President Roose- 
velt, was the start of a string of 
firsts for the man who produced 
remote telecasts for NBC from 
1939 to 1947, except for two years 
which he spent as a second lieu- 
tenant in the U. S. Army. 


s He produced and directed tv’s 
first football. baseball, basketball 
and horse-racing telecasts. In the 
case of an early racing try, a mis- 
placed camera showed the horses 
running the wrong direction—“a 
mistake they would fire you for 
today,” Mr. Crotty comments 
wryly. 

He also was in the producer- 
director’s chair for the first tv 
coverage of a heavyweight cham- 
pionship fight, a joint session of 
Congress and a political conven- 
tion. 

One of his most satisfactory 
moments in tv trail blazing came 
late in 1947, after he had left NBC 
to become manager of WMAL-TV, 
Wachineton. Mr. Crotty won a 
$1.000 bet with a previous NBC 
associate when he succeeded in 
getting tv cameras in to cover a 
Presidential broadcast from the 
White House for the first time. 

The technicians had to work out 
a tricky lighting system—the okay 
was contingent on the stipulation 
that the President wouldn’t be 
able to see any unusual lighting— 
before White House aides would 
agree to let tv in. 

Mr. Crotty attributes this break- 
through to luck and the assistance 


You Ought foKnow . . A.Burke Crotty 
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of Bryson Rash, an ABC newsman | & 
(now NBC), with good contacts in | 7 
the capital. 


@ In April, 1948, Mr. Crotty re- 
turned to New York to become 
executive producer and assistant 
national program manager of 
ABC-TV. A couple of years later, 
when he found he wasn’t “pro- 
ducing a thing, but just running a 
school,” he left ABC to produce 
“Celanese Theater” for Ellington 
& Co. 

Asked what chance he has 
now to put his production talents 
to work, at a time when agencies 
play a very minor role in tv pro- 
duction, the Ellington vp indicated 
that he has no complaints on this 
score. He said that he helps put 
together 40 shows that are bought 
locally for Cities Service and that 
last summer he was busy filming 
a 15-minute color show for Hou- 
bigant Sales Corp. This one stars 
an expert flower arranger (AA, 
July 29). 

“And I also get a bang out of 
doing commercials,” he added. 

Mr. Crotty talks like a man who 
is decidedly happy with and proud 
of his work, with no particular 
complaint about the pace of the 
business or the amount of time 
he has to spend on the job. 


A. Burke Crotty 


e Color tv will come into its own 
as soon as there is one super spe- 
cial event that people want to see 
so badly in color that they will go 
out and buy a set. Something like 
the coronation of a queen, if the 
U. S. had a queen. But, aside from 
this unlikely-to-happen example, 
Mr. Crotty said he had no other 
specific suggestions as to the 
show or event that will get color 
set sales rolling the same way the 
World Series perked b&w sales 
some years ago. 

e Agencies, which “were foolish 
to relinquish it in the first place,” 
will regain more control over tv 
shows. 

e Some of the network practices 
will have to change. He specifi- 


_| cally mentioned the “must-buy” 


requirement which “forces adver- 
tisers to buy some markets that 
are literally of insignificant value 
to them.” He thinks this will be 
an even more important problem 
for advertisers when color be- 
comes established and attracts a 
whole new corps of sponsors— 
such as the fashion industry—to 
tv. He said it would make no 
sense for these companies to buy 
coverage in areas where they 
have no outlets. 

e Television, as we now know it, 
can be seriously injured by toll 
tv. = 


‘Scientific American’ 
Publishes 2nd Book Set 
Scientific American, New York, 
has published a second set of five 
Scientific American books: “The 
Planet Earth,” “Lives in Science,” 
“New Chemistry,” “Plant Life” 
and “The Universe.” The set will 
be available in book stores next 
month. Last year, the magazine, in 
collaboration with Simon & Schus- 
ter, book publisher, published the 
first set of five paperbacked books. 
250,000 copies of the first series 
have been sold. 


Zelnick Joins Master Tile 

Seymour Zelnick, formerly ad- 
vertising manager of Rogers Im- 
ports, has been appointed director 
of advertising of Mastic Tile Corp. 
of America, New York. 


s A native New Yorker, he lives 


in Redding, Conn., with his wife 
and 15-year-old daughter, Gale. 
When there is time for it, he en- 
joys flying, hunting and fishing. 
He sometimes does part of his 
commuting in his small private 
plane. 

If pressed, he will admit to mi- 
nor problems. There is, for exam- 
ple, the ever-present hope “that 
we will get the next great show 
before somebody else does.” And 
there is the problem presented by 
a client who is so pleased with his 
new film commercials when he 
first sees them that he plays them 
over and over again—and be- 
comes weary of them before they 
ever get on the air. 

A man who has been around in 
some phase of the tv business 
since its experimental days, Mr. 
Crotty has these comments to 
make about its future: 


households. 


S€ANADA 


a BIG country with a BIG potential! 


10.5% of Canada’s population is concentrated in Montreal 
—the nation’s largest urban market. In this two-language 
city, the predominant English newspaper is The Montreal 
Star, providing near-saturation coverage of the English 


The Montreal Star 


and Herald 
Represented Nationally by O'Mara and Ormsbee Inc. 


HANKSCRAFT AC ANIMATION 

Our new laboratory and supply facilities 
can now give you quick and efficient serv- 
ice for AC as well as battery-operated dis- 
play motors. 


sell more cigarettes* 


Another famous name in action! Here’s 
further proof that the Hankscraft motion 
engineers are able to solve motion display 
problems most effectively and economi- 
cally. Just send us a cutout dummy and 
a rough sketch — we'll equip it with a 
Hankscraft display motor that will be the 
most practical for your requirement. 


Low-cost, trouble-free Hankscraft bat- 


tery-operated display motors will add 
eyecatching motion to your display and 


THE HANKSCRAFT COMPANY 


Reedsburg, Wisconsin 


/ 
Vv 


*Disploy designed by Zipprodt, Inc., Chicago 


yo 


al Ore 


tb 
= 
LONG Size 2: 


The hinged cover on this giant replica of a Marlboro 
package opens and closes, simulating the actual package 
action. The display is powered by a side-mounted (Model 
1240-D3) Hankscraft motor operating on two standard 
flashlight batteries. 


THE HANKSCRAFT COMPANY 
Reedsburg, Wis., Dept. AA-11 


Please send me FREE manual on Honkscraft Display Motors. 


Soles Offices in these principal cities: 


CHICAGO * PHILADELPHIA * MINNEAPOLIS * NEW YORK 
DALLAS * TORONTO (Ontorio) * SAN FRANCISCO 


(Eriach Lee Compony) 
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6,000,000 Post Cards 
Swamp CBS as Fans 
Seek $32,000 Prize 


New York, Nov. 7—The “$64,000 
Question” may have set some kind 
of a new record for television mail 
pull with the post card barrage that 
was received during a Tennessee 
millionaire’s five weeks on the 
show. 

By CBS-TV’s count some 6,000,- 
000 viewers entered their names 
in the bidding to be the lucky per- 
son who would receive George R. 
Dempster’s winnings on the Rev- 
lon-sponsored quiz program. 

The 70-year-old ex-mayor of 
Knoxville, whose company makes 
refuse, scrap and storage equip- 
ment, selected the category of pol- 
itics. He refused to accept any 
money he might win and asked that 
it be given to some member of the 
home audience. Viewers were 
asked to send in their names and 
addresses on a post card if they 
wanted to try for the money. 


® The avalanche of mail was col- 
lected in numbered mail bags. 
Each time Mr. Dempster answered 
a question correctly, two cards 
were selected by a representative 
of the Manufacturers Trust Co., 
following an earlier selection of a 
number from a fish bowl to de- 
termine which mail bag the cards 
were to be chosen from. Mr. Demp- 
ster drew tnis number from the 
fish bowl. 

By the time Mr. Dempster an- 
swered the $32,000 question, there 
were 20 post cards entered in the 
“finals” of the competition. 

At that time (Nov. 5) Mr. Demp- 
ster decided to quit—to protect the 
$32,000. He then reached into a 
fish bow] of 20 cards and came out 
with the name of Charlotte V. Ker- 
sey of Tacoma Park, Md. 

Next Tuesday Mrs. Kersey can 
collect Mr. Dempster’s winnings if 
she successfully answers a single 
question. If she misses, she gets a 
Cadillac as a consolation prize and 
there will be another drawing 
from the remaining 19 finalists’ 
cards, # 


Everett Gammon Named 


Everett (Bud) Gammon, for- 
merly program supervisor for “Al- 
coa Hour,” has been appointed tv 
account executive for the Libbey- 
Owens Ford account at Fuller & 
Smith & Ross, New York. 
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EXECUTIVE WORK? (CHECK ONE) 


QUESTIONNAIRE FOR PROF. A.W. FREY 
HOW MANY WORKING HOURS PER WEEK DOES THE AVERAGE ADVERTISING 


40 HOURS__ 80 HOURS __ 168 HOURS _ OVER 168 HOURS 


The Queried Queries the Querier 


FILL OUT? (CHECK ONE) 


HOW MANY SENSELESS SURVEYS PER MONTH IS HE REQUESTED TO 


__30__60___.10,000 


HOW MANY PSEUDO - ADVERTISING GROUPS FIND SURVEYS AN EASY WAY TO 
TO KEEP OTHERWISE INTELLIGENT PROFESSORS BUSY COMPILING 
CONTRADICTORY FIGURES, CHARTS, GRAPHS AND OPINIONS? (CHECK ONE) 


—__100___ 200 __ 


- 


500__ 10,000 


REVERSE ENGLISH—When Prof. Albert W. Frey completed his prelimi- 

nary report on agency compensation at the ANA meeting in Atlantic 

City (AA, Nov. 4) he flashed this final chart on the screen. It con- 

tains questions posed to the professor by a gentleman suffering from 

an unusually severe case of questionnaire-itis. The questions asked 
are self-explanatory, we hope. 


Ban on Subliminal 
Ads, Pending FCC 
Probe, Is Urged 


(Continued from Page 1) 
others expressed concern that the 
subliminal technique might be 
used for political as well as com- 
mercial purposes. 


s The commission report to Rep. 
Dawson and to others who have 
inquired said a “task force” from 
the staff was investigating tech- 
nical and legal problems raised 
by the subliminal proposal. 

While it acknowledged there 
have been reports of ifS use in tv 
published in the trade press, the 
commission said it has no direct 
knowledge that subliminal mes- 
sages are being carried on tv sta- 
tions. 

The preliminary report said 
many legal issues must be con- 
sidered before FCC can determine 
whether it has authority to regu- 
late this type of telecast. 

The letter pointed out existing 


law specifically prohibits any cen- 


Leading Agencies’ Outdoor Billings 


1956 1957 (1st Half) 
J. Walter Thompson Co. ......cccecssscesesseersenenee $ 15,000,000 (e) $ 7,500,000 (e) 
CIGD. cttisscetnctisnasctutcinsundiiiiaben 
McCann-Erickson ..............0.... 4,832,953 
D’Arcy Advertising Co. ....... 3,800,000 
Young & Rubicam oo... ccccecsenseneee 3,000,000 (e) 
Batten, Barton, Durstine & Osborn 3,200,000 
J OF |g REINS eee 3 5,000,000 
Foote, Cone & Belding ...........ccccccccsseeerereeeee 2,130,000 
Erwin Wasey, Ruthrauff & Ryan... 1,890,000** 
gE TOT EE 1,300,000 (e) 
Dancer-Fitzgerald-Sample  ............c.sccsseevverenene ; 1,300,000 
Pan. FE, Fes. prrenthiactietesnns whtearnsiatintimudiaiicsialy 2,213,779 1,139,250 
Needham, Louis & Brorby ........cccccccceceeeesnees 2,078,853 985,440 
I IN a canta melincecliniiain 2,049,210 1,143,784 
Be gk ee > Se ee 1,800,000 (e) 
SE acer ee eee 1,782,214 1,008,090 
Cee UCN BGR. | sesecexcncsmnaricnstinscncevneqnceresners 1,442,835 926,419 
Cunningham & Walsh .0........cccccccceeseceeeseneees 1,403,500 750,000 (e) 
Re NOUR Wirteretrecpcpreitentnenpstipitorns 1,350,000 700,000 
Botsford, Constantine & Gardner .................. 1,050,718 767,507 
Morey, Humm & Warwick .........0.ccccceseenes 1,043,400 576,800 
Wm. Esty & Co. ...... 1,000,000 (e) 400,000 (e) 
Mathi & A PD nensierenensystitalccsnatoneve 900,000 (e) 
MacManus, John & Adams... 847,895 386,135 
Gardner Advertising Co. ........cccssssesesnsnees 810,000 405,000 


(e) estimated. 


*Erwin, Wasey $800,000; Ruthrauff & Ryan $2,000,000. 


**E-W $790,000; R&R $1,100,000. 
t9 months, up 115%. 


Copyright 1957 by Advertising Publications Inc. 


TOP 25—This list is composed of 25 agencies believed to be the lead- 
ers in cutdoor advertising billings. All figures, except those desig- 
nated as estimated, were obtained from the agencies. 


sorship of the content or manner 
of presentation of programs and 
advertising. 

On the other hand, according to 
the preliminary report, FCC may 
have jurisdiction because the law 
states that advertisers must be 
identified. In renewing licenses, it 
said, the commission can consider 
whether stations which carry sub- 
liminal messages are knowingly 
engaging in deceptive advertis- 
ing. 


s While no deadline was indicated 
for a further report on the inves- 
tigation, informed personnel at 
FCC indicated recommendations 
may be submitted by the staff at 
the commission’s meeting next 
week. A public announcement may 
follow as soon as the commission 
agrees on a statement. 

Meanwhile, Rep. Dawson urged 
FCC to ask stations to avoid sub- 
liminal tests while the problem 
is under study. 

He said he has received evi- 
dence that at least two commer- 
cial companies are promoting it. 

“It would be anomalous,” he 
said, “to allow the random usage 
of this device during the very 
time a study is being made. 

“I have no desire to increase 
government regulation or to ex- 
tend it over the advertising field,” 
Rep. Dawson explained, “but this 
new method of ‘secret pitch,’ which 
aims directly at the buyer’s sub- 
conscious and bypasses his abil- 
ity to resist or judge, could be 
very dangerous.” # 
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Goor—The Florida Beef Council, 
formed two years ago, is running 
1,000-line newspaper ads in Florida 
as part of its current promotion. 
The council is supported by a 10¢ 
per head deduction on cattle sold 
in *he state. Louis Benito Adver- 


tising, Tampa, is the agency. 


Baltimore Ad Groups Plan All-Out 
Battle Against Proposed Ad Tax 


(Continued from Page 1) 
other printed matter published in 
Baltimore; any outdoor sign or 
structure in the city; any vehicle 
or airborne device “which is prin- 
cipally operated in the city,” and 
“any intrastate radio or television 
broadcast originating in the city 
and directed to persons in Mary- 
land.” 

Wilbur VanSant, president of 
VanSant, Dugdale & Co., who is a 
member of a 10-man steering com- 
mittee appointed by advertisers, 
merchants and representatives of 
advertising media, warned that the 
advertising tax idea will spread 
like wildfire across the country 
unless it is stopped in Baltimore. 

“We stand as the hinge on which 
this thing turns,” he declared. “It 
is of the utmost importance that 
Baltimore defeat this thing for its 
sake and that of the country.” 


a While some communities have 
general gross receipts taxes which 
cover advertising along with all 
other business, the steering com- 
mittee says the Baltimore pro- 
posal represents the first instance 
to their knowledge where a com- 
munity is attempting to place spe- 
cial taxes on advertising. 

The Baltimore newspapers have 
taken a strong editorial stand 
against the tax, with the News- 
Post warning that it constitutes a 
threat to the free press. The Bal- 
timore Sun argued that the tax 
would provide a further incentive 
for businesses to move out of the 
city, and would be an additional 
handicap for Baltimore business 
men selling in competition with 
business men from other cities. 

A Baltimore Sun editorial com- 
plaining that the mayor has been 
getting “more and more anti-Bal- 
timore business” drew a stinging 
retort from Mayor D’Alessandro: 

“If you mean that I am more 
interested in the average Balti- 
morean, who is trying to raise a 
family and struggling to make ends 
meet,” the mayor wrote the Sun, 
“than I am in adding to the al- 
ready swollen profits of big busi- 
ness, of which the Sunpapers are 
a most prosperous part, then you 
should have said so, for that is 
absolutely correct. As for being 
anti-business in the sense which 
you sought to convey, that is cry- 
baby nonsense and you know it.” 


s Reportedly there were some dif- 
ferences of opinion expressed at 
the Advertising Club of Baltimore 
yesterday, with Joseph Katz, Bal- 
timore agency president, urging 
the club to take the case against 
the tax to the public instead of 
relying solely on a presentation 
before the city council. 

The club finally instructed its 
president to appear at the council 
hearing Wednesday and testify 
that: 


e The tax will increase the cost 
of advertising, forcing retailers 
and manufacturers to raise their 
prices. 


e Business expansion in Balti- 
more will be hampered. 


e Such a tax bill will eventually 
decrease the over-all tax revenue 
which the city collects. 


e@ Unemployment may result. 


e The tax will hurt existing Bal- 
timore business and deter new- 
comers from coming to the city. 


AFA’S PROUD BLASTS 
BALTIMORE AD TAX 


Des Motnes, Nov. 5—C. James 
Proud, president and general man- 
ager of the Advertising Federation 
of America, described a Baltimore 
city council proposal to levy a 
4%% to 7%% tax on advertising 


receipts as a “dangerous concept.” 

Addressing the midwestern in- 
tercity conference of women’s ad- 
vertising clubs, Mr. Proud said 
such a tax not only would kill 
advertising in Baltimore, but any 
acceptance of a modified form of it 
would be another blow at the al- 
ready overtaxed consumer. 

He described the tax proposal as 
a “blind strike at attempting to 
get about $4,000,000 extra revenue 
for the city.” # 


Eidmann Is Named 
WGN-TV Sales Head 


Cuicaco, Nov. 5—Bradley R. Eid- 
mann, supervisor of national sales 
for WGN-TV, today was named 
sales manager of the station. He 
succeeds Theo- 
dore (Ted) Web- 
er, who resigned 
last month (AA, 
Nov. 4). 

Mr. Eidmann 
joined WGN sev- 
en years ago as 
a salesman for 
WGN radio. He 
switched to tv 
sales in 1952. He 
has been super- 
visor of national 
sales for the past year. 

He started his broadcasting sales 
career in 1936 with WAAF, Chi- 
cago. He doubled as program and 
educational director. He left 
WAAF in 1940 to become general 
manager of WLAK, Lakeland, Fla., 
but returned to WAAF in 1944 as 
commercial manager. 

Meanwhile, WGN-TV an- 
nounced it has signed an exclu- 
sive three-year contract with the 
Chicago White Sox to televise all 
home day games. The sponsors for 
next year will continue to be Theo. 
Hamm Brewing Co. (Campbell- 
Mithun) and Oklahoma Oil Co. 
(Maryland Advertising). # 


Ford of Canada Names JWT 
to Handle Cars and Trucks 

Ford Motor Co. of Canada Ltd., 
Toronto, has named J. Walter 
Thompson Co., Toronto, to handle 
Canadian advertising for Ford pas- 
senger cars and trucks and for 
British-built Ford products, effec- 
tive Jan. 1. P. G. Willey, general 
manager of the Ford-Edsel divi- 
sion, said that Cockfield, Brown & 
Co. would continue to handle ad- 
vertising for the Edsel. Cockfield 
also retains Ford of Canada ac- 
counts for institutional advertising, 
parts and accessories divisions, and 
Ford Tractor and Equipment Sales 
Co. 

Vickers & Benson handles the 
Ford of Canada advertising for 
Meteor, Mercury, Lincoln and 
Continental products. 


Marts Joins ABC-TV in Chicago 

Carroll Marts, former vp and di- 
rector of midwestern operations 
of Mutual Broadcasting System, 
will become an account executive 
for ABC-TV, Chicago, Nov. 11. 
George Herro, Mutual account ex- 
ecutive in Chicago, left the station 
Nov. 1. He was reportedly the last 
of five account executives in Mu- 
tual’s Chicago office who were re- 
placed since the network changed 
hands last July. 


Serutan Plus Introduced 
Pharmaceuticals Inc., New York, 
has introduced Serutan Plus, a cap- 
sule laxative distinguished from 
regular Serutan, the company says, 
in that it is intended for temporary 
constipation, rather than chronic 
cases. Newspaper and television 
advertising is being used, built 
around the theme, “New laxative 
advance for fast constipation re- 
lief.” Parkson Advertising, New 


f. 


B. R. Eidmann 


York, is the agency. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 
per line. Add two lines for box number. 


letters and spaces per line; upper & lower case 40 


Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE ‘PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


HELP WANTED 


39,430 


| POSITIONS WANTED 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!! 

202 S. State St., Suite 1302-4 
Advertising Executive seeking to divert | 
from routine. If you can create and sell | 
offset printing in large volume, we have 
interesting comm. & profit-sharing ar- 
rangement. We have a most modern plant. 
Replies confidential. Box 1051, Newmark's 
Advtg Agency, 1457 Broadway, New York 
36, N. ¥. 


MOLENE 
Editors Public Relations 
Copywriters ...... Advtg Managers 
Artists ....Media .. “Production ist Service 


“All is grist which comes to our mill” 
Andover 3-442%4, 105 W. Adams St., Chge 3 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 
ARTIST 
Advertising Agency offers simple, leisure | 
small town living. Wonderful place to} 
raise a family. Good salary for compe- | 
tent layout artist who can also do pro-| 
duction and some finished art. Will have 
the advantages of profit sharing, hospi- 
talization and insurance plans. Give full | 
resume, include salary, age and samples. 
Box 1015, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St. HA. 7-1991 Chicago 


ADVERTISING 
MANAGER 


A rapidly expanding, multi-plant, 
international company, already a 
leader in the synthetic fiber in- 
dustry, is seeking an Advertising 
Manager for its New York office 
to coordinate major production 
advertising program. Textile ex- 
perience preferred. Salary com- 
mensurate with experience. Send 
résumé to Box 815, ADVERTIS- 
ING AGE, 200 E. lilinois St., Chi- 
cago 11, Illinois. 


ADV. OPPORTUNITIES 


MODSNG. COORDINATOR 
To age 35. Bkgd. in food, adv. 
and mdsng. Top potential. 
Will travel. 
ACCOUNT EXECUTIVE 


Consumer accts., creative, new 
business, administrative. 


ASST. ACCT. EXECUTIVE 
Copy-contact, consumer accts. 

SALES PROMOTION MGR. ........ $8,000 
Engineering bkgd. Exc. potential. 
MARKET ANALYST 
Top +, i. agcy. Food & 


drugs bk 
B. L. CLEM 


Imperial Personnel 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs 
in litho, letterpress, publ. and package. 
Worked in agcy., engrav., print and publ. 
Box 1016, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 
| GATHERED MY MOSS. . 
WANT TO PLANT ROOTS 
| Offer MORE than ideas. . .have rolled in 
| right direction. Comb. a... of exp. in 
Ind. Adv., Newspaper Prom., Own Retail 
Agcy., 4A Agcy. Worked hard 
cessfully) at layout, prod., copy, client 
| contact. Seek Ad. Mgr. spot or Agcy 
with Growth-Power. 30, happily married, 
| own tux & gray flannel. Resume on re- 
quest, samples at interview. 
Box 9977, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Proven ability and experience to handle 
all sales & adv. problems. 15 yrs Sales & 
Adv. Mgmt., Industrial, Consumer, Direct 
Mail. Dealer, Wholesaler, Dept. Store. 
Also 3 yrs. space sales top medium. Age 
37, family man. 5 figure income. 
Box 9994, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MEDIA DIRECTOR 
Available January ist. Want place with 
| small or medium-size agency where full 
| benefit of long experience and reputation 
will be of value. Know rates, contractual 
conditions in all media. Experienced in 
budget composition and dealing with cli- 
ents. Present connection 10 years. Prin- 
cipals know all about this advertisement. 
Box 9992, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE ART DIRECTOR 
| Exp: Advertising, Editorial and packag- 
ing. Thorough production knowledge. 
Box 9921, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Memo to 
Chicago Employers 

We have a number of highly 
qualified ADVERTISING MAN- 
AGERS, COPYWRITERS, AC- 
COUNT EXECUTIVES, SCRIPT 
WRITERS, TV PRODUCERS 
and DIRECTORS and PUBLIC 
RELATIONS MEN registered 
with us. 

Some are men and women with 
top agency, top account expe- 
rience and past earnings run- 
ning to five figures. Some are 
relatively inexperienced with 
college degrees and a burning 
desire to get into advertising, 
radio or TV. 


NO FEES CHARGED 
applicants or 

| employers. 

| 

| 


Professional, Sales 
and Clerical Office 


IMinois State Employment Service 
73 W. Washington Street 
Chicago—F inancial 6-3960 


| Young, ambitious, and extremely success- 


| Fine, Fast, Fairly Priced Photography 


eal 


photographers 
DEARBORN 2-1062 


| 167 N. LaBALLE, CHICAGO mounors 
| PUBLICITY COMMERCIAL 
|CONVENTION _ INDUSTRIAL 


EXCELLENT OPENING—Spoce Salesman with lead- 
ing national business paper in live industry. Chicago base 
—midwest territory. Liberal salary and commission with 


every chance to increase. Reply in confidence to: 


Box 813, Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 


POSITIONS WANTED 


Advertising Age, November 11, 1957 


POSITIONS WANTED 


TOP FLIGHT SALESMAN 


ful Salesman looking for solid aggressive 
publication. Space Sales-4 years sales 
with AAA-1 growth company 
Box 1017, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADV. SALES REPRESENTATIVE 
Now available. maewe Midwest territo- 
ries. Top sales reco 
Box 1018, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXEC. TV, RADiO DIR. 

18 YRS. BROADCAST MEDIA 

45, no ulcers. Large agency. 
Box 1024, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


LOW-COST CASE HISTORY REPORTS 


Former PR-AD account executive now 
free-lancing. Headquartered Pittsburgh, 
will go anywhere. Quality photographer 
colleague. Write for samples, rates. 

x 1025, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


YOU'VE GOT DIRTY WORK! 
LET ME DO IT! 
Young (Bursting with enthusiasm) form- 
er copy-contact (1 yr’s exper. in 4-A) 
wants job as ASSIST. ACCOUNT MAN 
with big agency. Familiar media, prod- 


uct., pub., ete. Will relocate anywhere. 
24 yrs., Vet., B.S., Grad. work - market 
& manage. 


Box 1019, ADVERTISING AGE 
200 E. Illinois St, Chicago 11, Illinois 
PR Dir.-Adv. Mgr. - immed. available. 
13 yrs. exp. pub. rel., adv. sales, layout 
& copy, sales prom., mkt. research, house 
organ & bus. paper editing. $12M. 
Box 1020, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AD MANAGER OR ACCOUNT EXECUT 
Solid advertising, media-market rsch and 
sales promotion experience. Good organ- 
izer, energetic, personable ‘idea man’. 
MBA Market Rsch - 31, married. Salary 
open - opportunity first consideration, 
will relocate. 
Box 1021, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ACCOUNT EXECUTIVE AVAILABLE 
Solid educational and advertising back- 
ground. Age 34. Graduate work in Mo- 
tivation. 11 years agency experience-indus- 
trial and consumer. Presently with large 
4A agency. Seeking greater potential. 
Box 1022, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADMINISTRATIVE assistant, who thinks 


like a man, works like a looks like 
&® woman, wants challenging and lucra- | 
tive job. PL 4-3362, Plainfield, N. J. | 


AAA OPPORTUNITY 

Aggressive, Attractive, Assured— | 
Gal executive available. Direct sales, | 
Public Relations, Radio, TV, Personnel. | 
Proven sales record in Wisconsin - Ili- | 
nois. Impressive contact list of top exec- 
utives in diversified fields. Must be po-| 
sition with challenge and high potential. 
Personal interview to justfy above state 
ment invited. 

Box 1023, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Our 46th Year 
COPY CHIEF, pkg. goods $25M 
COPY-CONTACT, automotive to $25M 
ART DIRECTOR, industrial 
or automotive experience 20-22M 
MARKETING DIRECTOR to S16M 
Overhead cranes bonus 
DEPT. STORE ART DIRECTOR $12M 
COPY, farm equipment $10,000 
PRODUCTION, all-around 500 
Don Harris, Dir. Adv. Div. 
110 8S. Dearborn CE 6-5353 Chicago 
LET'S TEAM UP! 


Small Chicago art studio with giant-size 

ambitions would like to merge with studio 

or representative os growth poten- 

tial. Have following with agencies and 

manuf. Owner creative designer and illus- 

trator with sales ability. Our exp. is varied. 
Box 816, Advertising Age 


200 E. lilinois St., Chicago 11, Illinois 


ADVERTISING 
DIRECTOR 


Grocery 
Products 


Fast growing AAA-1 Southeast- 
ern manufacturer of grocery 
products offers challenging po- 
sition with real future to top- 
notch man with proven success. 
As Advertising Director, you 
will be responsible for a size- 
able growing advertising, pack- 
aging, and sales promotion 
budget, work with advertising 
agency and contribute to over- 
all marketing plans. You should 
have the experience and ability 
to expand to national distribu- 
tion. Public Stock Corporation. 
Profit Sharing, retirement and 
insurance benefits. Young ag- 
gressive management. Salary 
open. Send complete résumé, in 
confidence, to: 


E. H. Kittredge, Jr. 
TEXIZE CHEMICALS, INC. 
Box 1820 
Greenville, S. C. 


ATTEN: ROCKY MOUNTAIN AREA 
Young - energetic, seeks newspaper, 
house organ, national magazine or public 
relations position. J-grad.-24-vet.-married. 

Box 1026, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


RETOUCHER 
Twenty years experience, can handle 
more Mechanical Retouching, some fin- 
ished art and layout. Outside Chicago 
preferred. Fast service. Highest quality. 
Reasonable prices. Versatile, co-operative 
Box 1027, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Adv. Account Exec. Controls $200,000 im- 
mediate business. New Business Planning. 
Box 1028, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y¥. 


Successful space salesman interested in 
exclusive representation in New Jersey, 
Delaware, Maryland and/or New York 
City on commission basis. Proven record. 
Available immediately. 

Box 1029, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


MERCHANDISING & Sales Promotion 
Manager for midwestern oil company 
wants to work hard for outstanding 
agency. Young (27) with college back- 
ground. Loves to mix with people. Ap- 
preciates First Class advertising. 
Box 1030, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


New Methed of Full Coler Printing with 
Transparent Inks Low Cost - Beautiful 
Color - Fast Service Rep-oductions from 
Ektacolor - 500 and up. Skekle Coloer- 

h. In., Morten Greve, Illinois 
hard 4-7400. Representatives wanted. 


MISCELLANEOUS 
For rent - ige. pvt. office same fi. with 
printer-direct mail co. Ideal for Adv. 


Agency, Broker Art studic. Chge. Loop 
Ability 308 W. Randolph STate 2-2174 


CHOICE MICHIGAN AVENUE 
OFFICE SPACE 
CARBIDE & CARBON BUILDING 
230 North Michigan 
A Distinguished Address 

2500 to 6900 Square Feet 
8 to 20 Private Offices 
Alternating Current 
Air Conditioning Optional 
BELL & HEFTER, MANAGEMENT 
ANdover 3-5555—Chicago 


A GOOD SALESMAN IS ECONOMICAL 


He always pays for himself—but more 
important—he is a sure producer. In all 
territories, large and small, it is safer 
and more economical to employ quality 
sales personnel particularly when sellin 
an intangible. The salesman is your 
sales tool. He should be good. 

There is available—right now—a soundly 
schooled live-wire ad 


Permacel Tape Corp. Changes 
Name to Permacel-Lepage's 

Permacel Tape Corp. New 
Brunswick, N. J., has changed its 
name to Permacel-Lepage’s Inc. 
Lepage’s, manufacturer of glues, 
paste, mucilage and other adhe- 
sives, was acquired by Permacel, 
a Johnson & Johnson subsidiary, 
in the spring of 1956. 


NL&B Promotes R. H. Needham 

Richard H. Needham has been 
appointed to the new position of 
personnel director of Needham, 
Louis & Brorby. He is an account 
executive on the Morton Salt Co. 
account and has been chairman of 
the agency training committee. Mr. 
Needham is the son of Maurice A. 
Needham, president of the agency. 


NEWS =. MANAGER 


— $11,000 
Good aan" B/G in P/R, publicity 
and employee , ae. Must have 
some newspaper reporting experience. 
Age 27-35. Ter confidential representa- 
tion, contact— 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. « Chicago »« WA 2-4800 


desires the services of an experienced gen- 
eral manager versed in all phases of pub- 
lishing, to assume full responsibility of 
sales, personnel, circulation of several 
publications of national distribution. State 
qualifications and compensation desired. 
Write Box 806, Advertising Age, 200 East 
Tilinois Street, Chicago 11, Tilinois. 


Super Markets 
Ad Man's 
Opportunity 


Independent ad men with vision and 
aggressive small agencies can aid in- 
dependent super markets and small 
chains economically and profitably 
with HOUSE of IDEAS exclusive, super 
market merchandised advertising pro- 
grams. For information, write, wire, 
eA. ae of IDEAS, 1132 W. 

tree St., N. W., Atlanta 9, Georgia. 
(TRinity 6-6719) 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

+. intment 
Service,  Mabison s Suite 3417 
“Ine. Caanel S898" 


with 12 years leading business paper ex- 
perience. His technique and sales tools 
are excellent. He is an idea man, ag- 
gressive and subtle, with top sales 
records and best references. 

Talk with him—it may mean a great deal 
to your future sales. 

Box 814, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


3D effect of GRASS can be ap- 
plied to any surface flat or 
round. Samples on request. A. 
Sansone, 552 W. Broadway, 
New York 12, N. Y. 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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CELEBRATION—In these photos are consumer and farm publication representatives at the 
media luncheon given by Klau-Van Pietersom-Dunlap to mark its 50th anniversary. 
At the left with Jerry Ream, vp in charge of the KVPD consumer division, are Lowell 
Negley and Joseph Egan, Fortune; James Grieg, The Saturday Evening Post; Gene 


Hotvedt 
OCCASION—Proudly eyeing their 50th anniversary cake are President George J. Callos 
and Board Chairman Alan R. McGinnis of Klau-Van Pietersom-Dunlap. In flanking 
photos are Ray Richards, Purchasing; William Lyman, Wall St. Journal; Burton E. 
Hotvedt, vp in charge of the agency’s industrial division; R. C. Jaenke, Penton Pub- 


Joenke 


Murphy 


Burdick, Becker Marks 1st Birthday 
by Adding J&J Professional Products 


(Continued from Page 3) 
Lederle Laboratories division of | 
American Cyanamid Co. He partic- 
ularly cited the simulated x-ray 
mailing made for Pathebamate. 

Another asset, in Mr. Nack’s 
eyes, was the presence in the agen- 
cy of Donald F. Fitzsimmons, who 
will be the account supervisor on 
Johnson & Johnson. Mr. Nack said 
he particularly remembered Mr. 
Fitzsimmons’ work on Atarax, the | 
J. B. Roerig tranquilizer. Mr.| 
Fitzsimmons serviced this account 
when he headed up the Chicago of- 
fice of William Douglas McAdams, 


| 
and he knew Mr. Nack from those 2007 


days. 

Mr. Nack said that, before any 
product promotion begins, Johnson 
& Johnson will conduct an advance 
institutional program to tell doc- 
tors that it is coming into the pre- 
scription market. 


s Burdick, Becker & Fitzsimmons 
opened for business Nov. 1, 1956. 
Both Dean Burdick, the president, 
and Mr. Fitzsimmons, a vp, came 
from the McAdams agency. Robert 
Becker, and secretary, was 
formerly professional advertising 
manager of E. R. Squibb & Son— 
and Squibb became the agency’s 
first client, followed by National 
Drug, Lederle (now three prod- 
ucts), the Wander Co. (five prod- 
ucts) and Merck, Sharpe & Dohme 
(three products). 

The agency now employs 12 per- 
sons but will make a number of 
additions before Jan. 1. Mr. Bur- 


dick told AA that the agency ex- 
pects to be billing between $3,000,- 
000 and $5,000,000 in 1957, a figure 
which would make it one of the 
largest agencies in the ethical drug 
field. # 


Prophetic Art Contest Fetes 
Company's 50th Anniversary 
To celebrate its 50th year in 
business, Underwood, Neuhaus & 
Co., Houston, a banking investment 
company, and its agency, Rives, 
Dyke & Co., Houston, are running 
a contest based on graphic predic- 
tions of life in Houston in the year 


Only limitation on the artwork is 
that it be 18x24”. It can be color, 


Callos 


Riedemann Coleman 


Media Men Help 
Klau-Van Pietersom 
Mark 50th Birthday 


(Continued from Page 3) 
as if we were on his payroll,” he 
said. 

“Door prizes” at the luncheon 
were ten autographed baseballs. 
personally tossed to the winners 
by Eddie Matthews, Milwaukee 
Braves star. 

Another feature of the anniver- 
sary was the airing of two five- 
minute news documentary pack- 
ages by WISN-TV which show 
all phases of KVPD operations. 
The agency believes that this is 
the first time an agency’s opera- 
tions have been shown on tv. 

Klau-Van Pietersom-Dunlap 
was founded by two young Mil- 
waukeeans, Gustave Klau and An- 
thony Van Pietersom. They were 


b&w, done with chalks, oils, pencil | 
or pen, and can be realistic, im- 
pressionistic, surrealistic or in any 
other form. Contest winners will 
receive a total of $1,150 in cash 
awards. 


Newsprint Booklet Published 
Newsprint Information Com- 
mittee, 150 E. 42nd St., New York, 
has issued a brochure which tells 
about the problems which face the 
newsprint industry in meeting 
the increased demand for news- 
print between now and 1980. Ac- 
cording to responsible forecasters, 
the report says, “the U. S. press 
will need 50% more newsprint by 
1980, over 10,000,000 tons of it.” 
The title of the 16-page, three- 
color brochure is “Enough Paper 


joined a year later by Walter F. 
Dunlap. All three are now dead. 

KVPD in 1956 ranked 76th 
j}among the nation’s agencies, bill- 
ing nearly $10,000,000. It is the 
eighth ranking agency in the 
world, KVPD says, in the place- 
ment of business publication ad- 
vertising and is one of the na- 
tion’s top three agencies serving 
the agricultural field. 

The agency is now headed by 
George J. Callos, president, and 
Alan R. (Pat) McGinnis, chair- 
man of the board and treasurer. + 


Carlson to French & Shields 
Roger K. Carlson has joined 
French & Shields, St. Louis agency, 
as copy director. Mr. Carlson for- 
merly was a partner and copy di- 
rector of Hathaway & Associates, 


for Tomorrow’s News.” 


Evansville, Ind. 


McGinnis 
lishing Co. and chairman of National Business Publications; George Hook, Iron Age; 
Edward Ritz, KVPD media director; W. E. McClenahan, radio and tv representative; 
Robert R. Long, KVPD radio and tv director; J. F. McLoney, CBS Spot Sales; M. W. 
Harms, Avery-Knodel, and Forrest (Frosty) Blair, Edward Petry Co. 


Kirchenstein 
Murphy, Life, and Chester L. Riedemann, National Geographic. Donald D. Dilworth, 
vp in charge of the KVPD agricultural division, and Frank Kouba, vp, pose with John 
Coleman, Capper’s Farmer; Mark Kirchenstein, Hoard’s Dairyman; Tom Brinegar, 
Feed Age; William Lindgren, Feedstuffs; James Clarity Jr., Midwest Farm Paper Unit. 


Ritz McClenahan 


Brinegar Lindgren 


Long 


Mcloney Harms Blair 


Clarity Dilworth Koubo 


|Morgan Joins Wesley Day 

Robert H. Morgan has joined 
Wesley Day & Co., Des Moines, as 
an account executive. Mr. Mor- 
gan previously had been an ac- 
count executive with J. M. Hick- 
erson Inc. 


Ross Jurney Adds Welsh‘s 

Ross Jurney & Associates, Salt 
Lake City, has been appointed to 
handle advertising for Welsh’s 
Baking Co., Reno. The account 
bills about $25,000, according to 


the agency. 


Gee &e, 
- 
‘“ 


You Can’t Cover \"CURRENT SRDS CONSUMER MARKETS 


WINSTON-SALEM 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative’ KELLY-SMITH COMPANY 


NORTH CAROLINA’S CHOICE BUY! | 


GOES JOURNAL AND SENTINEL 
CIRCULATION 


ABC PUBLISHERS STATEMENT 
ENDING SEPT. 30, 1957 


GOES WINSTON-SALEM 
CITY LIMITS POPULATION 


now 
118,100 


TWIN CITY 
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Time Inc. Refusal Deals 
ARF Study Heavy Blow 


(Continued from Page 1) 
Progressive Farmer all indicated 
that they are in ARF’s corner. 

The question of duplication wor- 
ries many publishers. An executive 
at one multiple publishing house 
told AA: “The duplication factor 
would be just murder for the small 
magazines. I think the advertiser 
wants duplication, but the effect of 
this study would be to indicate to 
the advertiser which duplication 
he could do without. In the hands 
of a superficial space buyer, look- 
ing over these figures, it could be 
disastrous for small magazines.” 


= Newsweek today announced, 
through Gibson McCabe, vp, that 
it would not go along with the pro- 
posed study as presently set up. 

“We are for more and better in- 
formation about magazine audi- 
ences,” Mr. McCabe said, “but, 
here, among other things, a matter 
of principle is involved. The ARF 
is requesting an underwriting fee 
from the magazines being studied, 
including Newsweek, without our 
participating in the study in any 
way except to put up large sums 
of money. To us, even though we 
are a member of ARF, this is like 
‘taxation without representation’.” 

Other publishers are disturbed 
by the absence of qualitative meas- 
urements. “The books at the bot- 
tom of the list are quality buys,” 
said one magazine official, “and 
this won’t show up in the ARF 
study.” 

The Reader’s Digest said: “We 
have some reservations about the 
study and we can’t have an opinion 
until these reservations are ex- 
plored.” 

William Carr, vp and advertis- 
ing director of McCall’s, said: “Mc- 
Call’s is not opposed to audience 
studies, but it is opposed to par- 
ticipating in the ARF study as it 
is presently set up.” 

Otto Schaefer, eastern sales man- 
ager of Meredith Publishing Co. 
(Better Homes & Gardens, Success- 
ful Farming), told AA that the 
study, as he understands it, leans 
too heavily toward quantitative 
measurements. 

“We lean heavily toward quali- 
tative factors, an area not included 
in this survey,” he said. 

Mr. Schaefer said a decision on 
the project will be reached at a 
directors’ meeting in Des Moines 
within the next two weeks. 

Discussing the duplication fac- 
tor, one magazine executive said, 
“What's the point of finding out 
you have 8% added unduplicated 
readership?” 

A. Edward Miller, assistant to 
the publisher of Life, said: “There 
are still differences in our shop 
that have to be reconciled.” 

Arthur Stein, publisher of Coro- 
net, said, “We have not been ap- 
proached on the ARF study—we 
are not members—and I know very 
little about it.” 

Another publisher said he had a 
low regard for ARF’s past per- 
formance in research and felt that 


money contributed to ARF research | 


could be more efficiently spent by 
a magazine in its own research 
projects. 


It was recalled that several years | 


ago there was an ARF project un- 
der way to survey the “executive 
group” of magazines—Business 
Week, Newsweek, Time and U. S. 
News & World Report. The project 
dissolved in a sea of interminable 
discussions. 

P. K. Leberman, board chairman 
and chief executive officer of Fam- 
ily Circle, said: “We have already 
signed up. We hope ARF gets the 
study off the ground soon. We 
wanted to do a similar study a year 
ago but held off because of ARF's 


plans. We’re sorry we didn’t go 
ahead with it. If we had, we’d have 
it now.” 

Ben Wright, publisher of Field 
& Stream, said, “It is premature for 
us to say whether or not we will 
participate in the ARF study. 
‘Probably’ is the only answer I can 
give you at this time. We want to 
know more about who is going to 
participate, what questions will be 
asked, and more specifically, just 
what it will cost us.” 

Another publisher said, “It’s go- 
ing to be very difficult to sell the 
ARF study, despite the endorse- 
ment of agencies, because the mag- 
azine industry is so highly com- 
petitive. It’s going to be hard to 
get anything like agreement on 
what should or should not be in- 
cluded.” 

Richard Deems, Hearst Maga- 
zines head, said, “We are some dis- 
tance away from making a decision 
on the study. We’re not down to 
cases yet on the thing. I’d say we’re 
at least a couple of weeks away 
from a decision.” 

James B. Boynton, vp and ad- 
vertising director of Fawcett Pub- 
lications, said “indecision” best 
characterizes the company’s cur- 
rent feelings about the proposed 
study. He said further that he 
thought there was some inequity if 
Life paid—based on advertising 
revenue—$90,000 for its share and 
True $28,000-$29,000. He thought 
around $2,000 for True would be 
fairer. 

Enid Haupt, publisher of Seven- 
teen, said: “We have not as yet 
committed ourselves.” She said she 
hoped to discuss the matter with 
her staff shortly. 


® At Curtis Publishing Co.—where 
Holiday, Ladies’ Home Journal and 
The Saturday Evening Post would 
all presumably be in the ARF study 
—a spokesman said carefully that 
the ARF is scheduled to talk to 
Curtis Nov. 21. The company has 
not made up its mind, pending that 
presentation, he said. 

Several magazines admitted that 
they were waiting for the big pub- 
lishers to take the lead. “If they 
go along, we will, too,” said one 
publisher. 

Another ventured the opinion 
that “this thing has caused more 
schisms, more divisions of opinion; 
very few guys are willing to go to 
their directors and say, ‘Let’s do 
wt 

Still another off-the-record blast 
was: “This is a brilliant project 
for the magazine industry’s prin- 
cipal books—for the year 1946.” 


s Asked whether TV Guide was 
going to participate, Publisher Jim 
Quirk said: “I don’t know yet, 
frankly. We have not made any 
special commitment as yet. If the 
study is to be made, we presume 
that we will be represented.” 

One publisher said: “The study 
is already committed to Politz’s 
Life-Look ‘reader day’ concept. 
But some of us are not interested 
in ‘reader day,’ but in how many 
times per day. There are no tech- 
nique clarifications yet, nor any 
| indication if this is one-shot, semi- 
annual—or must a publisher find 
a new spot in his annual budget for 
this?” 

George Hecht, publisher of Par- 
jents’ Magazine, said, “So far we 
have said ‘no’ about participating. 
But we have left the door open for 
further discussion. After they get 
further along with their plans 
we're willing to take another look 
at it.” 

Kenneth Constant, general sales 
manager of Capper’s Farmer, said, 
“We can’t say what we will do ct 
this time. The matter is still under 
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GOLD HEART—Irv- 
ing B. Hexter 
pe (right), president 
= of Industrial 
| Publishing Corp., 
Cleveland, re- 
| ceives the Gold 
Heart award 
from Dr. Edgar 
V. Allen, imme- 
diate past presi- 
dent of the 
American Heart 
Assn., at the as- 
sociation’s annual 
meeting. Mr. 
Hexter won the 
award as Heart 
Sunday founder. 


oe 


consideration.” 

Everett R. Smith, research direc- 
tor of Macfadden Publications, said 
it “is a little difficult” to say at 
this time whether his company 
will participate. 

Warren Agry, assistant to the 
publisher of American Home, said 
that although the magazine has not 
been formally solicited yet, “We 
believe we will participate, assum- 
ing the other major magazines do.” 


s At Argosy, Thomas F. Harragan, 
associate publisher, told AA: “We 
think we will. Although we haven’t 
talked the matter over with ARF 
enough to determine what the basic 
assessment will be, we think the 
answer will be ‘yes’.” 

Ralph H. Flynn, publisher of 
Outdoor Life, reported: “We don’t 
know yet. We haven’t sufficient 
information to determine what it 
will cost us and what we’ll get out 
of the survey.” 

Dana Fernald, sales manager of 
Farm Journal, said if the proposed 
survey was no more than “a master 
nose count,” he wasn’t particularly 
interested. “My impression is that 
the study stops with a numerical 
study of audiences,” he said. 

Mr. Fernald added there is a 
great deal of information already 
available on magazine audiences. 
He said the study would be of 
little value if it stopped at quanti- 
tative measurements. 

Another magazine official point- 
ed out that “from 58% to 60% of 
the circulation of these magazines 
already has been measured.” 

John Sweet, of U. S. News & 
World Report, said his magazine is 
favorably disposed to the study but 
wants more qualitative measure- 
ment before it will put up $25,000. 

Mr. Sweet told AA that the ARF 
study in its present form tends to 
favor the mass media books, as 
opposed to the magazines with 
smaller circulations, because “qual- 
itative differences tend to be mini- 
mized.” 

Paul Huey, advertising director 
of Progressive Farmer, said his 
publication has told the ARF that 
it is ready to participate, subject 
to approval by a board of direc- 
tors meeting in Birmingham next 
week. # 


Getting Support 
for ARF Study, 


Seymour Says 


New York, Nov. 7—Edward P. 
(Spike) Seymour, who is in charge 
of fund raising for the Advertising 
Research Foundation’s projected 
magazine audience study, told Ap- 
VERTISING AGE today: “We are mov- 
ing right along.” 

Mr. Seymour said he is still con- 
centrating his efforts among ad- 
vertisers and agencies to show the 
magazines that their customers 
want this study. 

The ex-Crowell-Collier ad chief, 
who probably will give a report 
on the study at next week’s ARF 
conference, said he has received 
commitments amounting to one- 


third of the money needed for the 
study. 


= Last week, talking to the ANA 
convention in Atlantic City, Mr. 
Seymour warned his audience “nox 
to be misled by trade paper stuff 
that the publishers are holding 
back—there’ll always be some who 
hold back.” He went on to claim 
that 24 of 28 advertising agencies 
he has contacted have signed for 
the study, and that of nine adver- 
tisers he had talked to at that 
point, one had turned him down, 
one was “interested” and seven 
had signed. 

He said today he has yet to make 
formal presentations at the big 
magazine publishing houses. 

“I have no trouble with adver- 
tisers and agencies,” he empha- 
sized. “I have demonstrated that 
advertisers want this study. If the 
ARF does not do it, they will get 
someone else to do it.” 


s Mr. Seymour conceded that 
“there is a _ possibility that I 
couldn't raise all of the money.” 
The ARF has said that the study 
will not be conducted unless at 
least 25 magazines participate. 

“TI have not been turned down by 
one advertising agency,” Mr. Sey- 
mour continued, “and by only one 
advertiser, and one of his agencies 
had signed up—and he was Scotch. 
I told him he had four agencies 
and if he could get all of them to 
sign up, I would be satisfied. Well, 
I later learned that he had written 
to all of his agencies. Now those 
guys—I haven’t even seen some of | 
them—will probably be on my) 
neck. 

“My big problem is that I can’t 
spread myself everywhere. I 
haven’t even approached the big 
publishers yet, but I’m encouraged 
by the way it’s going.” # 


GEORGE E. GILBERTSEN 


Cuicaco, Nov. 6—George E. Gil- 
bertsen, 62, vp and Chicago man- 
ager of John W. Cullen Co., pub- 
lishers’ representative, died today 
in Wesley Memorial Hospital. A 
resident of suburban Northbrook, 
Mr. Gilbertsen had headed the lo- 
cal Cullen office since 1940, when 
he moved here from Detroit. He 
served as president of the Ameri- 
can Assn. of Newspaper Represen- 
tatives in 1948, and also was treas- 


Range of Cost to 
Agencies for ARF 
Study: $750-$9,000 


New York, Nov. 7—The Adver- 
tising Research Foundation an- 
nounced over the summer that it 
was planning to sponsor a com- 
prehensive magazine study. 

It said that a poll of ARF mem- 
bers showed that 63% of them 
wanted such a survey. 

As presently envisioned, the 
study will cover 34 magazines with 
circulations above 900,000—rang- 
ing from Cosmopolitan at the bot- 
tom to Life at the top. 

Alfred Politz Research has been 
selected to do the field work on a 
probability sample of 30,000. 

ARF estimates the cost of the 
project at $800,000, with the mag- 
azines expected to contribute the 
lion’s share—about $600,000. 


s ARF agency members have been 
assigned fees based on their billing 
in magazines, with the rate sched- 
ule ranging from $750 for agencies 
billing less than $1,000,000 to $9,- 
000 for agencies billing more than 
$30,000,000 in magazines. 

ARF advertiser members are also 
assessed according to their maga- 
zine advertising expenditures, with 
the cost ranging from $500 for the 
advertiser spending less than $1,- 
000,000 to $3,000 for the advertiser 
spending more than $6,000,000. 

The fees are slightly higher for 
advertisers and agencies which 
are non-ARF subscribers and that 
want to participate. 

In the magazine field, there is 
a basic fee of $10,000 for everyone, 
with the cost then scaling upward 
according to circulation and ad 
revenue. The initial proposal called 
for Life to pay something like 
$160,000, but the schedule was then 
revised to provide for an $80,000 
peak for a single magazine. 


® Here are some of the costs ARF 
is asking publishers to bear: Time 
Inc. (Life, Time, Sports Itus- 
trated)—more than $100,000. 

Curtis Publishing Co. (Saturday 
Evening Post, Ladies’ Home Jour- 
nal, Holiday )—more than $100,000. 

Magazines asked to contribute 
$40,000 or less include: 


Look $40,000 
Farm Journal $31,000 
McCall’s $30,000 
TV Guide $28,000 
Woman's Day $27,000 
U.S. News & 

World Report $25,000 
Progressive Farmer $22,000 
Seventeen $18,000 


Bryan Houston Names Two 

Bryan Houston Inc., New York, 
has appointed John R. Clarke, for- 
merly a copywriter with Morse 
International, to its copy depart- 
ment. Houston also has elected J. 
Craig Clark, an account supervisor, 
a vp. 


urer of the group. He was a/| 
member of the Newspaper Repre- 
sentatives Assn. of Chicago for the | 
past 17 years and served as treas- | 
urer of the organization for five) 
years. 


JOHN HILDRETH 

Tryon, N. C., Nov. 5—John Hil- 
dreth, 72, father of Jack Hildreth, 
publisher of Automobile Industries 
and Aircraft & Missiles Manufac- 
turer and brother of Joseph Hil- 
dreth, chairman of the board of 
Chilton Co., died Oct. 25 after a 
long illness. 

Mr. Hildreth had been in the 
Cleveland regional office of Com- 
mercial Car Journal for more than 
20 years before his retirement in 
1947, 


THOMAS W. MOORE has resigned as 
general sales manager of CBS 
Television Film Sales to become 
sales vp of ABC Television, New 
York. This post previously was 
held by Slocum Chapin, who has 
shifted to vp in charge of client re- 
lations. 
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BBC Throws in 
Sponge as Rival 


of Commercial TV 


Abandons Competition 
for Audience; to Cater 
to ‘Educated Democracy’ 


Lonpon, Nov. 5—The British 
Broadcasting Corp. has virtually 
conceded defeat in its battle with 
the commercial network for the 
television audience. 

Gerald Beadle, director of BBC 
television, told the Radio Industry 
Club that the corporation will no 
longer compete with Independent 
Television for the mass audience. 

He made it clear that the func- 
tion of BBC television in the fu- 
ture would be so different from 
that of commercial television that 
only in the most superficial sense 
would they be regarded as alterna- 
tives. 

His speech came after publica- 
tion of audience ratings by both 
Nielsen and Television Audience 
Measurement Ltd. which showed 
viewers were deserting the BBC 
in droves in areas where there 
was a choice between the two net- 
works (AA, Nov. 4). 


® Mr. Beadle referred to the ques- 
tion of average audiences—“not 
because the concept is of impor- 
tance to the BBC, but because it 
lies at the very heart of commer- 
cial television.” 

If and when commercial televi- 
sion achieves an average audience 
of more than half the total audi- 
ence—“which it ought to do if 
they know their business”—there 
would be jubilation on their side, 
he said, adding, however, that it 
would not surprise the BBC or 
“deflect it from its course in any 
way.” 

Commercial television is a very 
important branch of the sales side 
of British industry, he said. It 
must earn its living by attracting 
and keeping a steady, predictable 
audience and by selling that audi- 
ence in advance to advertising cli- 
ents who could buy with confi- 
dence. 

Consequently, he said, he would 
expect ITV to use _ well-tried 
formulas—“things which either the 
BBC, or they—or the Americans 
—have devised and built up as 
popular favorites with big follow- 
ings.” 


= Mr. Beadle said ITV undoubt- 
edly would give pleasure to a very 
large number of viewers, would be 
a faithful servant to industry and 
probably make a lot of money for 
its shareholders. 

“But it would be a mistake to 
expect it to be a reflection of the 
advancing tastes and aspirations 
—or of the perplexities—of an ed- 
ucated democracy in the making,” 
he added. “I think it will be very 
difficult for them to be other than 
slightly old-fashioned.” 


® ITV executives were delighted. 
As they see it, the BBC intends 
to desert the field of light enter- 
tainment to concentrate on “egg- 
head” items—the type of educa- 
tional programs generally con- 
sidered to be responsible for driv- 
ing average audiences away from 
the BBC channel. 

How do the audiences compare? 
By the latest BBC figures, BBC 
still has five-eighths of the coun- 
try’s total audience. But where 
there is a choice between the rival 
networks the audience is now split- 
ting 72% to ITV and 28% to BBC. 
Three months ago the figures were 
67% to ITV and 33% to BBC. 


What cvery helidey host sh nae 
CLEAR HEADS AGREE: Colvert tester bever 


uid bn 


SSS -« Calvert .. 


HOW TO—The art of carving a tur- 
key will be featured in Thanksgiv- 
ing ads for Calvert Distillers Co.’s 
Calvert Reserve. The carving tips 
will run in 475 newspapers and in 
Argosy, Ebony, Life and Look. 
Grey Advertising Agency, New 
York, is the agency. 


Sales, PR Men 
Blast Off Verbally. 
Pursuing ‘Muttnik’ 


New York, Nov. 6—The doggy 
set along Madison Ave. has been 
quick to sniff out the publicity po- 
tential involved in Russia’s “Mutt- 
nick” satellite. 

Scarcely had “Muttnik” been 
launched before it was part of one 
sales meeting—and not many days 
went by before a U. S. pooch had 
invited the space dog over for a 
visit upon her return to earth. 


To the Hussco Shoe Co., this 
second satellite was “an unbe- 
lievable coincidence.” Hussco— 


which makes Huskies footwear 
and has used a Huskie pup in its 
advertising for a decade—was 
holding its national sales meeting 
on Sunday, Nov. 3. And for the 
two months previous, the compa- 
ny had been sending out teaser 
mailings, hinting at an “around 
the world” sales contest to be an- 
nounced at the meeting. 

But, according to the company, 
a leak developed in Huskies’ se- 
curity system. When advertising 
manager Dick Groberg picked up 
his Sunday paper, there was a 
huskie already traveling around 
the world. 

By the time the sales meeting 
opened that afternoon, the second 
sputnik’s passenger was part of 
the Hussco presentation—and re- 
sulted in “the most enthusiastic 
sales meeting we've ever had,” 
according to Mr. Groberg. 


® The Russian huskie has also 
been invited to Hollywood for a 
visit “in a demonstration of in- 
ternational friendship” by Spike, 
the canine star of Walt Disney’s 
latest true-life drama, “Old Yel- 
ler.” According to the Buena Vista 
Film Distribution Co., which is 
releasing the film in December, 
Spike “feels that a meeting of this 
kind would be most instrumental 
in effecting an exchange of infor- 
mation on life and travel in outer 
space and other related topics of 
significance to both canines and 
human beings.” 

In fact, if “Moondog Curly” is 
unable to travel to Hollywood, 
“arrangements might be made for 
them to meet at some other point 
at either side of the Iron Cur- 
tain,” the Disney note suggested. + 


ANA Names Gray Playter 
Gray Playter, manager of ad- 
vertising research of Armstrong 
Cork Co., has been named chair- 
man of the advertising research 
committee of the Assn. of Nation- 
al Advertisers. He succeeds Stan- 
ley T. Frame, marketing research 
manager of National Biscuit Co., 
who continues on the committee. 


Last Minute News Flashes 


Bigelow-Sanford Switches to D'Arcy from Y&R 


New York, Nov. 8—The advertising account of Bigelow-Sanford 
Carpet Co. was switched today from Young & Rubicam to D’Arcy Ad- 


| vertising Co., “effective immediately.” Y&R had been on the account 
|since 1948. The announcement came, by coincidence. on the day B-S 
| reported it would omit its quarterly dividend and that its profit in the 
| quarter ended Sept. 30 dropped to $8,500 from $611,000 in the compar- 
|able period of 1956. Nine-months earnings for the second biggest car- 
| pet-maker in the U. S. were $734,000, as compared with $1,899,000 for 


the same period in 1956. 


Hat Corp.'s Knox Unit Moves to Grey Advertising 


New York, Nov. 8—Hat Corp. of America has shifted its Knox divi- 
sion account from Henry Bach Associates, New York, to Grey Adver- 
tising Agency, which already handles the corporation’s Dobbs division. 
Batten, Barton, Durstine & Osborn, which handles t':e corporation’s 
Cavanaugh hats, is unaffected. 


National Drug Shifts ‘Minor’ Brands to Chew, Harvey 


PHILADELPHIA, Nov. 8—National Drug Co. next week will name Chew, 
Harvey & Thomas, Philadelphia, to handle advertising for what it calls 
two “minor” products (Resion and Cervilaxin) formerly handled by 
Burdick, Becker & Fitzsimmons (see story on Page 3). The major prod- 
ucts in the company’s line continue to be serviced by William Douglas 
McAdams Inc., New York. 


‘Digest’ International Advances Thompson, Acheson 


PLEASANTVIILE, N. Y., Nov. 8—Paul Thompson has been appointed 
director of the international editions of the Reader’s Digest, succeeding 
Dr. Barclay Acheson, who has moved up to the newly created post of 
chairman of the international editions. Mr. Thompson, who returned to 
this country from Paris last June, formerly was genera] manager of 
the Central European editions. 


Fisher Heads Chrysler Consumer Research 
New York, Nov. 8—Herbert Fisher, research associate at J. Walter 


Thompson Co., is resigning to become director of consumer research 
for Chrysler Corp., in Detroit. 


Bristol-Myers Buys Grove Laboratories 


New York, Nov. 8—Bristol-Myers Co. today purchased Grove Lab- 
oratories, St. Louis, and will operate the cold remedy company as a 
wholly-owned subsidiary effective in January, when Grove stockhold- 
ers approve the purchase. No changes in agencies, marketing, manage- 
ment or location are planned. 


Mitchell Leaves Burlington Hosiery, Joins Sunbeam 


New York, Nov. 8—--Thomas Mitchell Jr. has resigned as director of 
advertising and sales promotion for Burlington Hosiery Co. to join 
Sunbeam Corp., Chicago. His title at Sunbeam was not available at 
press time. He was siicceeded at Burlington by Nathan Lanning, ad- 
vertising and sales promotion director of Publix Shirt Corp. for the past 
seven years. 


Van Sant, Dugdale Resigns Fram Corp. 


BALTImorE, Nov. 8—After 17 years of association, VanSant, Dugdale 
& Co. has resigned the Fram Corp. account. The agency will continue 
to represent the Providence, R. I., filter manufacturer until a new 
agency has been selected. 


Mutual May Buy Don Lee; Other Late News 

e Mutual Broadcasting System, New York, is negotiating to buy the 
58-station Don Lee West Coast regional radio network from RKO Tele- 
radio Pictures. If this buy goes through, the “new” Mutual will acquire 
the Don Lee station affiliation contracts and advertising contracts, but 
no stations are being sold. 


e Hercules Motors Corp., Canton, O., engine manufacturer, has named 
Marsteller, Rickard, Gebhardt & Reed, Pittsburgh, to handle its adver- 
tising, replacing Jay H. Maish Co., Marion, O., effective Nov. 1. 


e James T. Selvage, of Selvage & Lee, public relations company, has 
been named board chairman of Lanolin Plus, Chicago, replacing R. Liv- 
ingston Sullivan, now chairman of the executive committee. The com- 
pany also named to the board of directors John H. Mathis, president of 
State Pharmacal Co., Chicago, a division of Lanolin Plus. Mr. Selvage, 
largest stockholder of the company, has been a board member since 
the fall of 1956. He will remain as president of Selvage & Lee. Kastor, 
Farrell, Chesley & Clifford will continue as the Lanolin Plus agency. 


e Glo-Rnz Inc., Dayton, O., temporary hair coloring manufacturer, has 
appointed H. W. Kastor & Sons, Chicago, as its agency, replacing Wes- 
ley Associates Inc., New York, effective Dec. 1. The product is now in 
30 markets and the manufacturer is aiming for national distribution. 


e B. T. Babbitt Inc. has appointed John Wolley as vp of marketing. 
With the company more than 20 years, Mr. Wolley has been national 
sales manager and, since 1956, assistant sales director. He succeeds 
Ward Parker, now with J. Walter Thompson Co. 


e At press time NBC-TV was being picketed by the Radio & Television 
Directors Guild, which charged that its members had beer “locked out” 
by the network. The trouble, which the guild reported had put man- 
agement personnel into the director’s seat in Washington, Chicago, Los 
Angeles and New York, stemmed from the directors’ efforts to give 
orders directly to technicians rather than speaking through technical 
directors. This move on the part of the directors to exercise their “con- 
tractual right” is being opposed by the National Assn. of Broadcast 
Employes & Technicians. As of late Friday (Nov. 8) all shows were be- 
ing handled smoothly by the fill-in directors as NBC attempted to get 
the two unions to reach an agreement. 


e William D. Phelan, former vp and advertising director of the sus- 
pended Woman’s Home Companion, has been named advertising di- 
rector of the St. Petersburg Independent. He succeeds Jack Whetstone, 
who moves into the new post of advertising sales director. Since the 
demise of the Companion, Mr. Phelan has been an ad consultant to 
newspapers and an account executive at Philip S. Boone & Associates, 
San Francisco. 


Tax Ruling May 
Enforce Tighter 
Record Keeping 


(Continued from Page 1) 
countant, J. K. Lasser & Co., for 
recommendations. 


e One big New York tax consult- 
ing outfit, which asked for time to 
study the ruling, said offhand that 
the Internal Revenue Service 
“would have a hard time deciding 
that reimbursed expenses consti- 
tute income.” The company added 
that “when it comes to allowances 
—money advanced ahead of in- 
curred expenses—the Treasury is 
on strong ground.” 


= The government’s move came 
into the open with the distribution 
of sample copies of the personal 
income tax form for 1957. A new 
line which has been slipped into 
the 1957 form requires the taxpay- 
er to specify the total amount he 
deducts from gross income to rep- 
resent travel and reimbursed ex- 
penses. 

This morning the Internal Rev- 
enue Service was struggling to put 
together an official statement clar- 
ifying the full implications of the 
change in the tax form. The form 
itself explains that information on 
how to compute the deduction for 
travel and reimbursed expense is 
provided on Page 6 of the instruc- 
tions. But the instructions have yet 
to be released. 


« The expense account problem 
has been a priority item in the 
minds of federal tax officials this 
year. A special instruction on the 
problem was issued earlier in the 
year, warning district tax officials 
to keep a sharp eye out for seem- 
ingly unreasonable deductions. 

While the Internal Revenue 
Service has yet to release an offi- 
cial explanation of the new form, 
tax people unofficially professed 
that there was nothing about the 
change which should stump a tax- 
payer who has been keeping good 
records. 

They point out that the instruc- 
tions for many years have advised 
taxpayers that compensation re- 
ceived to cover expense is supposed 
to be reported in gross income, and 
offset by a detailed report of the 
actual expenses incurred in behalf 
of the employer. 


® In Chicago, meanwhile, John 
Bieg, tax specialist for Ira Rubel 
Inc., agency financial consultant, 
told ADVERTISING Ace that agency 
policies regarding methods of com- 
pensating employes won't be great- 
ly affected by the new expense 
account ruling. 

“We've been careful all along in 
warning agency employes to item- 
ize expenses,” he said. “The new 
ruling apparently is aimed at the 
employe whose expense claims are 
moderate.” 

He termed the average amount 
of money paid to agency executives 
in the form of expense money as 
“not too significant” a portion of 
their total individual incomes. 

“In the past,” Mr. Bieg said, “a 
portion of income in the form of 
expense money listed on a tax re- 
turn was a prima facie evidence 
that the money was used for legiti- 
mate expenses. But if a check was 
made, the employe had to show a 
record of how it was spent. Now 
the government is apparently go- 
ing to take an even stricter view 
of expenses.” 


® He said the issuance cf the rul- 
ing via press release rather than in 
lan official document is an indica- 
tion that the new order is designed 
partly to scare taxpayers into com- 
plying with existing regulations on 
expense deductions. # 
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Madison Ave. Wizards Find Client 
Questionnaires Lack Magic for Them 


| (Continued from Page 2) 

| at all.” 

An agency president who sug- 
|gested that “maybe agencies 
|should send questionnaires to pros- 
pective clients,” deplores the time 
consumed in satisfying a pros- 
pect’s curiosity. He said a major 
chemical company had mailed him 
a 15-page questionnaire contain- 
ing about 150 questions. An elec- 
tronics company forwarded one 
that “would take a day to answer.” 
And a major furniture company’s 
questionnaire required over 20 
pages of answers. 

“Any agency guy who thinks 
the questionnaire he gets is fairly 
confidential is nuts. One question- 
naire I got recentiy on that basis 
was the topic of conversation at 
a cocktail party a couple of nights 
|later. And the guy holding the 
|center of the stage was waving a 
|mimeo copy of the questionnaire.” 


s The chairman of one of the big- 
gest agencies in New York com- 
mented that questionnaires invit- 
ed agencies to take advantage of 
“protective deceit” in answering 
them. He said questionnaires “are 
merely tools—a limited one makes 
sense, but too many of them are 
so broad that they indicate buck- 
shot thinking by the prospect’s 
management.” Besides, he added, 
he had no evidence that a client 
was gained at his shop from an- 
swers to a questionnaire. 

“We,” snorted another agency 
exec, “have got to the point of re- 
fusing to answer questionnaires. 
|In effect, that amounts to with- 
| drawing from the competition, be- 
cause the advertiser doesn’t take 
'kindly to our refusal.” 

The same agency man said the 
situation is “ridiculous—in one 
‘case we got a questionnaire from 
a prospect for whom we'd worked 


several years ago, and in another 
case we got a questionnaire from 
|another division of a current cli- | 
| ent.” 
| “Lord,” he said, “if they don’t | 
know how we operate, who does?” | 


= Most advertisers, said an agen- 
cy man quizzed by AA, “can find | 
out more about us from banks, | 
stock brokers and Dun & Brad- 
street than they'll get in a ques- 
tionnaire.” 

Another, who took “a middle of | 
the road attitude,” said that “lots 
of the questions have no use at 
all; some things can be put on 
paper, but the length to which 
\some questionnaires go just doesn’t 
add up. Besides, excellent agency 
selections have been made without | 
questionnaires.” 

This man proposed that agencies 
—possibly through the American 
Assn. of Advertising Agencies— 
could suggest to advertisers just 
what a questionnaire should look 
like. 

The Assn. of National Adver- 
tisers, incidentally, offers no ad- 
vice to its members on whether 
questionnaires should be used or 
not. 


s Another agency wheel, who said 
questionnaires “could be valua- 
ble,” added that “the biggest ques- 
tionnaire I’ve filled out lately was 
for the Frey report; any other 
questionnaire would look 
child’s play after that.” 


Following is a sample of some | 


questions from three question- 
naires—devised by as many ad- 
vertisers—currently making the 
| rounds of New York agencies: 


e What facilities does your agen- 


cy have for conducting advertising, 
sales and market research? 


e What procedures would be fol- 
lowed and what approach adopted 
in ascertaining which publications 
most effectively reach those in 


like 


the plastics industry in Europe; for 
example, who are responsible for 
purchasing decisions? A step-by- 
step breakdown would be appre- 
ciated. Include in this presenta- 
tion the approach you employ in 
discovering the people who are, 
in fact, responsible for purchasing 
decisions. 


e What methods do you employ 
to assure the best service at the 
lowest possible cost? 


e Are you equipped to relate mar- 
kets to all principal types of trade 
and business media? 


e What is the basis of your com- 
pensation for an account in our 
category for space advertising? 
What services does this include? 


e Briefly describe the terms of 
your client agreement. 


Advertising Age, November 11, 1957 


e What method does your agency 
use to insure the “cross-fertiliza- 
tion” of thinking of all major agen- 
cy personnel on our account: A 
plans board, account group, mar- 
keting meetings? How often would 
our program be reviewed? 


e Specifically, exactly what is pro- 
vided us from the 15% received 
from publications for advertising? 


e List accounts which have been 
lost or resigned within the last 
two years, stating reasons after 
each listing. 


e Name the accounts for which, 
in your opinion, you are perform- 
ing the same type of work that 
would be required for us. Indicate 
which accounts most nearly par- 
allel ours. 


e Briefly review your record of 
handling two of these accounts, de- 
scribing the results of your total 
billings from new accounts (not 
more than two years old) in 1956, 
1955 and 1954. 


e What proportion of total billings 


iin 1956, 1955 and 1954 were from 
j}accounts you had for seven years 
or more? 


e What were your total number 
of accounts in 1947 and 1957? 


e To demonstrate diversity, how 
many different types of business 
or marketing problems are repre- 
sented by your accounts? Please 
list each account and length of 
time you have serviced it, by the 
following categories: Consumer, 
capital goods, components, elec- 
tronics. 


e Can you list or show sales vol- 
|ume growth of companies in the 
| latter two categories? 


e What is the percentage of profit 
}On your accounts? + 
Leo Burnett Names Leavitt 

Leo Burnett Co., Chicago, has 
appointed Clark Leavitt a research 
supervisor. Mr. Leavitt has been 
supervisor in the creative depart- 
ment of Edward H. Weiss & Co., 
Chicago, for the past two years. 
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Ssals Gratings 


(that last all year long) 


For a different Christmas gift to business friends why not send hand- 
some plants. They add a colorful, masculine touch to any office, and 


serve as permanent reminders of your thoughtfulness. 


SEND FLOWERS. 
THRU 11,000 MEMBERS OF 


is guaranteed. 


You may send plants anywhere thru the world-wide 
facilities of FTD. It’s easy and inexpensive. Just 
have your secretary call or visit the florist who dis- 
plays the famous Mercury emblem. He’ll take care 


of your entire Christmas list —painlessly. Delivery 


This emblem guarantees absolute satisfaction 


or your money cheerfully refunded. 


BY-WIRE 


Yorists’ belegraph Delivery 
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When is a woman at her 


PRETTIEST 
AGE? 


We have done some interesting research on this eternally 


fascinating question. And we can report— unequivocally —a woman 
is at her prettiest when she is young enough to attract a husband, 
old enough to have children— preferably several, rich enough 

to be interesting to a marketing man, smart enough to keep herself 
glowing and attractive with a few health and beauty aids. 
This is a perfect description of the Everywoman’s reader. 


We have just completed a survey that shows our average 
reader is in those rich and glamorous 30’s. 78% of our loyal 


and lovely readers are in the big-spending age of acquisition 
—between 18 to 45. 


If you would like a complete report of Everywoman’s 
measurements, just give us a call. We'll be glad to oblige. 
It’s a story no marketing man should miss. 


Everywoman’s 


MAGAZINE 


NEW YORK ...16 East 40th Street, New York 16, N. Y., MU 9-4757 
CHICAGO ...35 E. Wacker Drive, Chicago, Ilil., RA 6-O802 


SAN FRANCISCO... Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter 1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOllywood 3-7157 


GETS RESULTS IN THE FASTEST-GROWING CHAINS 


(116 chains whose dollar volume has grown from 21/2 billion to 5.3 billion in 6 years!) 
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IMPACT 
ON THE CAMPUS 


$1,000 FIRST PRIZE— New York University 

$500 SECOND PRIZE—San Jose State College 

$100 THIRD PRIZE TIE— University of lowa 

$100 THIRD PRIZE TIE— Univ. of Southern California 


We asked college advertising students to tell us about 
PLAYBOY’s impact on their campuses. We asked them to 
study the response to PLAYBOY among their fellow 
students, and here are some of the results. Backing up 
these advertisements dramatizing PLAYBOY’s story 

are hundreds of hours of thorough research. 


At Iowa, for example, student research conducted under 
faculty supervision showed that 56% of all male students 
read each issue of PLAYBOY. Every copy of PLAYBOY that 

- hits the campus is read by 5.9 college men. 81% of the 
copies of PLAYBOY that reach campus are kept for a year 
or more. 


Other significant findings of this detailed student 
research project, for example, were: 


Among the collegiate PLAYBOY readers, 

63% smoke 

: 73% drink beer 
% 30% own or intend buying a hi-fi set within a year 
50% will travel during their next summer vacation 
89% own two or more suits 

53% own an automobile 


PLAYBOY is ready to discuss your best means of seliing 
the increasingly important college market— 

the class audience that todey is making the buying 
decisions that will last a lifetime. 


? 2 - e + 

PLAY i 2 
598 Madison Avenue, New York 22, PL 9-7470 
232 East Ohio Street, Chicago 11, MI 2-1000 
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